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Geolist Demographic Audiences  

Client Guide for Direct Mail Planning  

What This Guide Is For  

This guide helps you communicate two key things to us:  

• The area you want to target (we will work with you to define the boundary)  

• The audience you want to prioritise within that area  

Once the boundary is agreed, we provide an Area Profile showing the likely 

household mix in that area, presented as counts and percentages.  

Key Terms (Plain English)  

Area / Boundary:  The shape we draw (for example a radius, polygon, or postcode 

sector).  

Area Profile:  A summary report about the area —  what’s inside the boundary, shown 

as counts and percentages by household segment.  

Audience:  The type of households you want to prioritise within the area.  

How Audiences Are Described  

In Geolist Demographics, audiences are described using four  labels:  

Spending confidence (SpendBand) 

A neighbourhood - level indicator of relative spending confidence, used to match your 

offer to likely purchasing confidence.   

Premium:  Higher spending potential on average. Ideal for higher - value propositions 

such as finance, travel, home improvement, quality retail, and subscriptions.  

Comfortable:  Stable mainstream spending. Suitable for trusted brands and “value -

plus” offers.  

Mainstream:  Typical UK spending patterns. Best for broad appeal campaigns like 

everyday retail, utilities, household services, and local offers.  
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Value - led:  More price - conscious areas. Best for clear pricing, strong offers, essential 

services, and straightforward messaging.  

Life stage mix (Mail Persona)  

A neighbourhood - level description of the likely life stage mix of households in the 

area (indicative, area - level).  

Families:  More likely to include family households and routines.  

Young Professionals:  More likely to include working - age adults in early to mid -

career.  

Later - Life (Over - 50s leaning):  Tends to be older (downsizers, retirees, mature 

homeowners). This does not confirm age.  

Urban Renters (Higher mobility):  Higher renting rates and turnover, often in denser 

housing.  

Mixed:  No strong skew —  a broad mix of household types.  

Household segment name (Geolist Name)  

A plain - English segment name shown in the Area Profile (for example “Career 

Momentum Areas”). It describes the area in more detail and can be used for more 

precise targeting.  
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WHAT WE NEED FROM YOU 

Tell Us the Area, Then Tell Us the Audience 

Use this page to specify (1) the area and (2) the audience you want to prioritise. We 

will draw the boundary and confirm it with you before producing outputs.  

1) The Area to Target 

Provide one of the following:  

Postcode sector(s) / district(s):  

______________________________________________________________ 

Radius from postcode (postcode + miles):  

______________________________________________________________ 

Boundary description (town/estate/landmark):  

______________________________________________________________ 

Notes (include/exclude areas):  

______________________________________________________________ 

2) The Audience You Want to Prioritise 

Life stage mix (Mail Persona)  

Families • Young Professionals • Later - Life (Over - 50s leaning) • Urban Renters 

(Higher mobility) • Mixed  

Your selection:  

______________________________________________________________ 

Spending confidence (SpendBand)  

Premium • Comfortable • Mainstream • Value - led  

Your selection:  

______________________________________________________________ 
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Optional: Specific household segments (Geolist Name)  

If you want extra precision, list any household segment names you want us to 

prioritise:  

______________________________________________________________ 

______________________________________________________________ 

______________________________________________________________ 

3) What You Want Back 

• Area Profile (counts + percentage mix)  

• Addressable mailing output (mailable addresses), where applicable  

• Suppression options, where applicable  

Output required:  

______________________________________________________________ 

Important Disclaimer  

Geolist demographics provide area - level insight based on Census 2021 

neighbourhood classifications and Geolist interpretation. They do not confirm the 

characteristics of any individual household or resident, including age, income, 

lifestyle, or likelihood to respond.  

Any counts, percentages, or audience indicators are indicative and provided to 

support targeting and campaign planning. Campaign performance and individual 

recipient suitability are not guaranteed.  
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CODES (FOR EMAIL / BRIEFING) 

If you want to use codes instead of names 
Codes are optional and help avoid confusion when sending requests by email. Codes can be 

taken from the Area Profile we provide, or you can reference options in this guide. 

Mail Persona Codes 
• Families = MP-FAM 

• Young Professionals = MP-YP 

• Later-Life (Over-50s leaning) = MP-LL 

• Urban Renters (Higher mobility) = MP-UR 

• Mixed = MP-MX 

SpendBand Codes 
• Premium = SB-P 

• Comfortable = SB-C 

• Mainstream = SB-M 

• Value-led = SB-V 

Household Segment Codes 
Household segments can be referenced using: 

• The segment name (Geolist Name), or 

• The segment code (for example SG-3C2), or 

• The OAC subgroup code (for example 3c2) 

Any of these is sufficient. 

Recommended Request Format 
“Area: [describe area]. Audience: [Mail Persona] + [SpendBand]. Optional segments: [segment 

names or codes].” 

Example: “Area: 3-mile radius from GU11. Audience: Later-Life + Comfortable. Optional 

segments: Retirement Paces, Quiet Retirement Pockets.” 
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