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It’s all about people.

Person-level geoTribes segments turn readily available age and address information into a The Australian national % composition
powerful platform for understanding audiences with fifteen familiar tribes that are built on é of geo Tribesi s é y
0
o Lifecycle Stage whichis a key driver on needs across many categories, and
_ ) o _ ) 1 Rockafellas 6.4
o Socioeconomic Status which is a key driver of the quality of purchases made to meet the needs
2 Achievers 7.3
Why person-l evel targetin wi t h eoTribes is betterée
y p ) g g ) ) g o ) . 3 Fortunats 6.5
Your lifecycle stage and where you live are key factors in creating your social identity, and this
is integral with your lifestyle, purchasing, social interactions and use of brands & media channels . 4  Crusaders 6.3
I f you are young, youol|l have something in common with th® Bréepdiesr peopl &2i n vy
you actually live your life in a totally different tribe and this is reflected in geoTribes.
6 Independents 5.6
geoTribes is the only segmentation tool that uses factual age in tagging, so that each Tribe
. - . . . 7 Suburban Splendour 8.3
incorporates a distinct lifecycle stage rather than the mix that occurs in the segments of other
geodemographic tools . 8  Twixters 4.5
geoTribes is used by researchers, planners and creat’i V&§a% o6 8.8
o Understand behavioural drivers  to workout why your customers respond the way they do 10 Boomers 6.3
o Build rich psychological , media & lifestyle profiles and create more nuanced propositions & 11 True Blues 6.4
messaging
) ) o ] 12 Struggleville 6.5
o Benchmark market penetration to find the best opportunities for business  development
o Link research, media behavioural & retail data market planning based on underlying needs 13 Grey Power 7.0
o Create targeted welcome packs for new customers as they sign up 14 Survivors 9.1
15 Slender Meanz 5.8

geoTribes segmentation is available in Australia, Canada, New Zealand, UK & USA
With geoTribes You Target the Needs of People , Not the Area They Live In.
geolribes
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geo Tribes has 15 Person-Level Segments based on Socioeconomic Status
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Factual age is used in tagging to give each Tribe

a distinct Lifecycle Stage rather than the blend found

in other geodemographic tools
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geo Tribes is built on a framework of
10 Socioeconomic Status Deciles and 8 Lifecycle Stages
to form a matrix of 80 cells
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The Socioeconomic Status &
capture profound differences in underlying consumer Need States & are key

factors in creating social
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dimensions on which geo Tribes is based

identity, which is integral with lifestyle, purchasing,

social interactions and use of brands & media channels.
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Socioeconomic Status
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The geo Tribes segments inherit the
needs profiles from their location in the  matrix
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éresul ting i n rehengedsepotles that go far beyond
the original information from which they were constructed
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geoTribes

Enjoying life with
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Living the life of
an underdog

With geoTribes You Target the Needs of People, Not the Area They Live In.
geolribes
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