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Acorn divides the population on a hierarchical basis into 62 types which nest into 18 groups and then 5 main categories, with an additional 

category of non-private households.  Acorn provides us with a description of each type, group and category and information about their likely 

characteristics and behaviours. An Acorn index of 100 represents the UK average for each variable.   

Information provided by the CACI Acorn customer segmentation tool can be used to understand the best ways of communicating with 

customers and citizens as different categories, groups and types respond to different marketing messages.  The Communications Matrix 

(Figure 1 and 2) illustrates the types of marketing likely seen, or received, during the last few weeks for each of the 18 Acorn groups and the 

types of marketing citizens are prepared to respond to, request information from, or make purchases from in the future.  

The communication matrix is broken down into two sections: 

 Channels received (Figure 1)- This refers to the types of marketing people have seen, or received, during the last few weeks 

 Future responses (Figure 2) - This refers to the types of marketing people are prepared to respond to, request information from, or 

make purchases from in the future 

 Get info/marketing on local services, events and news via Email at LSOA (Figure 3) 

For example, for those citizens falling within the ‘Lavish Lifestyles’ Acorn group would be less likely to have seen or received leaflets via door or 

newspaper or mobile messages than the other types of marketing.  For those living within the ‘Countryside Communities’ group they would be 

less likely to have seen or received leaflets or samples in the street or shop compared to the other types of marketing.  Residents falling into 

the ‘Difficult Circumstances’ Acorn group would likely be prepared to respond to or request information via mobile message or telemarketing 

in the future. 
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Figure 1: Channels Received – Types of marketing seen, or received, during the last few weeks  
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Figure 2: Future Responses – Types of marketing prepared to respond to, request information from, or make purchases from in the future  
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You can choose one or more variables from the extensive list from Acorn, and calculate the likelihood of people in an area responding to that 

method. In this example, we look at the variable ‘Get info/marketing on local services, events, and news - Email’ at Lower Super Output Area 

(LSOA) for Gloucestershire.  

Figure 3: Map of Acorn likelihood of getting info/marketing on local services, events or news via email, by LSOA in Gloucestershire  

 

Pitville 2, Leckhampton 2 and Charlton Kings 4 are least likely to get info/marketing on local services, events and news via email whereas 

Matson and Robinswood 1, Lansdown 1, Hesters Way 3, Pittville 3 and Cirencester Chesterton 1 are most likely.   

More information about Acorn can be found on Inform Gloucestershire.  
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https://inform.gloucestershire.gov.uk/insight-our-residents/

