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Information Levels and Availability  
 
 

This is the Level 2 report for July 2010 trends in consumers’ relat ionships with 
marketing communicat ions, provided by The Brit ish Market ing Survey.  
Three levels of  information are available:  
 
 

1) ‘Head;l ines’ provides trended data for the overal l response, receipt,  future 
intent ion to respond and acceptance of  any market ing channel.  FREE from 
www.thebps.co.uk 

 
 
2) This detai led Report contain ing the level 1 deta il,  PLUS sett ing out the trends 

for each one of  the 16 indiv idual market ing channels in both indexed and 
straight formats, PLUS addit ional sect ions on Sectors and Financial Prospects. 

 
 
3) Ful ly analysable data. Both the Level 1 and Level 2 Reports, descr ibed above, 

are extracts f rom The Brit ish Market ing Survey. The complete database is 
available in a fully analysable format complete with: 

 

•  Individual level data on Response, Receipt,  Acceptance and Intent ion to 
Respond to 16 individual market ing channels (plus any recent  addit ions). 

•  Individual level data on receipt and acceptance of  market ing 
communicat ions f rom 21 dif ferent industry sectors. 

•  Individual level data on intent ion to purchase f rom 19 individual industry 
sectors. 

•  Individual level data on l ikel ihood of  improvement or worsening of  personal 
f inancial circumstances.  

•  Comprehensive demographic information – 69 quest ions and over 370 
response categories including information on internet access and use, 
durables owned, newspapers read, main supermarkets used etc. 

•  Geodemographic Prof i les, OAC, ACORN (3) CENSATION and MOSAIC (3).  
 

The data is provided within our own sof tware which allows analysis by any variable 
and the bui lding of  complex f i l ters to dri l l  down to target segments. Charts and tables 
can be easily exported to PowerPoint,  Excel,  Word etc. 
Ful l detai ls and a free download of  the ent ire 2008 data can be found at 
www.thebps.co.uk. The up to date data (complete with al l  back data) can be 
downloaded at a pr ice of  £250 plus VAT 

 
 
ALL CHARTS SHOWN IN THIS REPORT ARE BASED ON THE DATA IN THE BRITISH 
MARKETING SURVEY. 
 
ALL TREND CHARTS AND ALL INDEX CHARTS ARE CALCULATED AS THREE MONTH 
ROLLING AVERAGES. 
 
ALL ‘LEAGUE TABLES’ ARE THE PRODUCT OF THE LAST THREE MONTHS OF DATA 
COMBINED.
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This Detailed Trends Report comprises four sections: 

 
1) The Benchmark Trends – trend charts showing the movement in 
 

a)  the number of people who 
i )  Responded to one or  more market ing channel ‘dur ing the last  few weeks’  
i i )  Received market ing f rom one or  more channels ‘dur ing the last  few weeks’  
i i i )  Wil l ing to  respond to  one or  more of the channels in  the fu ture  
iv)  Find one or  more of the channels acceptab le  for  rece iv ing market ing informat ion  
 

b) the average number of channels per head of population 
i )  Responded to ‘dur ing the last few weeks’  
i i )  Received market ing f rom ‘dur ing the last  few weeks’  
i i i )  Wil l ing to  respond to  in the future  
iv)  Found acceptab le for rece iv ing market ing informat ion  

 

The INDICES 
 

c)  a s imple pair  of  char ts showing a l l  4 trends f rom 1) a) ,  and al l  4  trends f rom 1)  b)  indexed to 
May 2008 when we star ted col lect ing th is data.  These are for  ease of  compar ison of  the 
re la t ive movements of  the var ious trends. 

 

2)  Individual Communication Channel Trends 
 

a)  Core data charts for  a l l  four  measurements per channel 
 
PLUS 
 
b)  Indexed trend charts showing a l l  four  measurements per  channel indexed to  May 2008 for  

ease of compar ison 

 
3) individual Channel League Tables  
 
 A set of  four  charts showing the percentages of the populat ion who -  

 
a)  Have responded to each channel ‘dur ing the last  few weeks’  
b)  Have rece ived market ing from each channel ‘dur ing the last  few weeks’  
c)  Are w il l ing to  respond to each channel  in  the future  
d)  Find each channel acceptab le for  rece iv ing market ing informat ion  

 
 each ranked in  order of market penetra t ion in  the category,  based on the last 3 months.  

 
4) Industry Sector League Tables and the Financial Prospects Index 
  
 A set  of  three char ts showing the percentage of the populat ion in  each case, ranked in  order  
of  market  penetrat ion.  Received and Acceptab le cover 21 Industry Sectors, but  we exclude 
‘Supermarkets’  and ‘Local  and Nat ional Government ’ f rom the th ird chart .  

 
a)  Industry Sectors Received 
b)  industry Sectors Acceptabi l i t y 
c)  L ikel ihood to  purchase ‘ in the next few weeks’ 
 
PLUS the trend in f inancial  expectat ions, expressed as our  
 
d)  F inancial  Prospects Index 
 

AFTERTHOUGHTS  
We always take the v iew that  our c l ients ’ best  interests are served by the conclusions from 
the data that they w i l l  draw themselves in the context  o f the ir  own businesses. However  we 
can usual l y not  resist  shar ing a small  number o f our own ‘After thoughts ’……. 

 
 



5 of 30                                      © Jul y  2010 The Br i t i sh  Popu la t ion Survey :  The Br i t i sh  Marke t i ng Survey  
(Dat aTalk  Resea rch  Ltd )   

 

Section 1 – The Benchmark Trends 
 

Marketing Responsivity  
 
The to ta l  percentage of respondents who answer “Yes, I  have” to  any of  the 17 communicat ion 
channels l is ted with  the quest ion :-  
“Ha ve you r e spo n d ed  to,  re que sted in format ion fro m, or  mad e p ur cha ses as a  r e sul t  of ,  a n y of  
th e se in th e la st  fe w w ee ks? ” 
 
The Ju ly 2010 f igure is 22.4% against  25.8% in  May 2008 
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The Ju ly Average is  0 .37 against 0 .49 in May 2008 
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The apparent ly encouraging move seen in June has fa l len back by 0.8% to 22.4% in  July,  the 
lowest  f igure s ince December 09.  Compar ing this to  the 2009 exper ience ra ises again the potent ia l  
for  the longer downward phase seen then to  be repeated th is year.  
On a more posi t ive note,  the average number  o f channels responded to  has remained stab le . 
Therefore, as the tota l  number  o f responders has fa l len whi le the nat ional average number o f 
channels responded to has remained leve l ,  th is means that less people are responding but  each of  
them to  more channels. 
 
Whils t  look ing at  the overal l  response to market ing is usefu l in uncover ing the general  context  of 
the market ,  the rea l va lue l ies in  understanding the t rends for  each individual  channel,  as set out  in  
Sect ion 2. 
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Marketing Receipt  
 
The to ta l  percentage of respondents who answer “Yes, I  have” to  any of  the 17 communicat ion 
channels l is ted with  the quest ion :-  
“Wh ich  o f the fol lo w in g typ es o f mar ke t in g  h ave  you  se en,  o r  r ece ived , d ur in g the  la st fe w we eks? ”  
 
The Ju ly 2010 f igure is 95.9% against  91.3% in  May 2008  
 

CHANNELS RECEIVED
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The Ju ly Average is  7 .52 against 6 .0 in  May 2008 
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Th is does not measure the volume of  market ing rece ived but the number  o f people who reca ll  
having received i t .  In th is way i t  is  not necessar i ly a  measure of  market ing act iv it y but  more a 
measure of  the ef fect or  impact that th is  act iv i t y has had.   
 
Market ing is  now recal led by a lmost  96% of  the populat ion,  the h ighest f igure s ince we star ted to  
measure it  in March 2008. Not only has the number of  people reca l l ing rece iv ing one or  more 
channels r isen but  the average number  o f channels recal led now stands at  7.52,  up for the th ird 
month running. 
 
So,  more messages are being rece ived and recognised overal l ,  but ,  f rom the Responsiv ity f igures 
before, fewer people are responding overal l .  I t  may be worth consider ing whether  there is  a t ipping 
po int  or  l imi t  at which an inverse re lat ionship is  created? 
 
Sect ion 2 provides trends for  each indiv idual  channel so that the change in  the make up of  channel 
rece ipt  and recognit ion can be understood.  For  those who wish to understand who is  rece iving and 
recognis ing rece ip t o f each channel and how they are changing,  the ful l  data provides a complete 
demographic p icture. 
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Marketing Future Responsivity  
 
The to ta l  percentage of respondents who answer “Yes, I  have” to  any of  the 17 communicat ion 
channels l is ted with  the quest ion :-  
“Lo oki ng  ag ain  at  the  l ist ,  w ou ld yo u be  prep ared  to r e spo n d to,  re qu est informat io n f ro m, or  make  
pur cha se s f ro m, an y of the se in th e future ? ”  
 
The Ju ly 2010 f igure is 41.2% against  42.9% in  May 2008  
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The Ju ly Average is  1 .29 against 1 .21 in May 2008 
 

CHANNELS FUTURE RESPONSE
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Whils t  the % of  Populat ion ( top char t)  has shown a net  r ise over the last  three plo ts, the nat ional 
average number of  channels (bot tom chart)  has shown a net decl ine. This is  once again a  c lear 
ind icat ion that  people are becoming more discr iminatory about the channels they wi l l  respond to . 
 
Cross referencing this data with both the ‘backward po in t ing ’ Receipt  and Responsiv i ty,  and the 
‘ forward po int ing ’  Acceptab i l i t y,  in the next  sub-sect ion,  w i l l  provide a wealth o f data to  inform a ll  
leve ls of  that p lanning process. 
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Marketing Acceptability 
 
The to ta l  percentage of respondents who answer “Yes, I  have” to  any of  the 17 communicat ion 
channels l is ted with  the quest ion :-  
“Wh ich  o f the fol lo w in g typ es o f mar ke t in g  d o you r egar d as ‘a ccepta ble  to r ece ive ’? ”  
 
The Ju ly 2010 f igure is 70.0% against  64.9% in  May 2008 
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The Ju ly Average is  3 .31 against 2 .43 in May 2008 
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Arguably,  Acceptab il i ty is  the most  in terest ing measure of  a  consumer’s relat ionship with a 
communicat ion channel,  and with l i t t le  doubt should be a pr imary ind icator  of  a channel ’s su i tab i l i t y 
for  a  ‘ target  segment ’  dr iven campaign.  
 
The overal l  t rend in  acceptabi l i t y has reversed th is month after  two encouraging months. The 
average number of  acceptab le channels has also fal len from i ts record high last  month. I t  should be 
par t icu lar ly noted that  th is  completes the p icture where the Receipt  percentage and average has 
increased, but  a l l  measures of  Responsiv ity,  Future  Responsiv i ty and Acceptabi l i t y have fa l len. 
 
I t  therefore becomes extremely di f f icu lt  to escape the conclusion that ,  maybe just  at  th is par t icular  
moment  in  t ime, the publ ic  are indicat ing that  they are now rece iv ing a higher degree of  less 
d iscr iminatory market ing communicat ions that  is impact ing negat ive ly on their  at t i tude to i t .  
 
Put  in to harsher terms, maybe,  i t  is  not only a waste of  market ing spend increasing act iv i ty 
communicat ing to  ‘unresponsive ’  targets,  but is posi t ively harmfu l  to potent ia l fu ture business from 
those targets. 
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The INDICES 
These two char ts are designed to give an easy recogni t ion of  the way that the trends in each case 
over  the per iod have moved in relat ion to each other .  They show the trends expressed as s imple 
ind ices based on the level  as at  May 2008 when we star ted to co l lect  th is part icu lar  set of  data.  

 

% POPULATION RE-BASED FOR EASY COMPARISON
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In  terms of  the Percentage of  Populat ion,  we can easil y recognise that whi le Receipt  of Market ing 
Communicat ion Channels and the ir  Acceptab i l i t y have both shown an upward trend over the per iod,  
Response and Future Response have both shown downward trends.  
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Looked at  together ,  we can see that  the ‘PASSIVE’ ind icators ( requir ing no act ion from the 
consumer)  -  Receipt and Acceptance,  are both r ising.  However the two ‘ACTIVE’ indicators –  
Responded and Future Response, are both f lat  or  fa l l ing.  The increase in  Receipt  is  not  t ranslat ing 
into a lower ing of  Acceptab i l i t y,  but  IS concurrent w ith (a dr iver  o f?)  a drop in Response and Future 
response. Again, th is  is the overal l  p icture;  d if ferent  patterns are emerging in di f ferent  segments. 
These can be uncovered by more detai led analys is of  the data par t icu lar ly look ing at  i t  by the 
var ious Geodemographic prof i l ing tools such as ACORN, Mosaic, Censat ion and OAC which are 
included in  the data. 
 
The b ig  quest ion must  be – Is th is Consumer  Psychology or  is i t  s imply Topica l Economics?
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SECTION 2 – Individual Communications Channel Trends 
 
This sect ion provides detai ls  o f both the stra ight percentage of  the populat ion trends for  the 4 
measures,  together  wi th a combinat ion ‘ INDEXED’ Chart  for  an a lternat ive compar ison.  By look ing 
at  the ind iv idual channels against  the benchmark  of  the ind ices in sect ion 1,  and against  each 
other,  the reader can ga in an understanding of  the changing shape of  the channel  landscape.  We 
purposefu l ly do not  provide our interpretat ion of  the charts;  our v iew is that  th is interpretat ion is  
best done by the reader in the context of  the ir  own business si tuat ion.   
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LEAFLETS - DOOR
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LEAFLETS - DOOR
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LEAFLETS - DOOR
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LEAFLETS - DOOR
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MAIL ADDRESSED TO YOU BY NAME FROM COMPANIES YOU HAVE NOT DEALT 
WITH IN THE PAST 
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LEAFLETS / SAMPLES - SHOPS

RECEIVED

10

12

14

16

18

20

22

24

26

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N
E

J
U
L
Y

%
 O

F
 P
O
P
U
L
A
T
IO

N

   

LEAFLETS / SAMPLES - SHOPS

ACCEPTABLE

0

2

4

6

8

10

12

14

16

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N
E

J
U
L
Y

%
 O

F
 P
O
P
U
L
A
T
IO

N

 
 
 
 
 
 

LEAFLETS / SAMPLES - SHOPS

RESPONDED

0

1

2

3

4

5

6

7

8

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N
E

J
U
L
Y

%
 O

F
 P
O
P
U
L
A
T
IO

N

   

LEAFLETS / SAMPLES - SHOPS

FUTURE RESPONSES

0

1

2

3

4

5

6

7

8

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V

D
E
C

J
A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N
E

J
U
L
Y

%
 O

F
 P
O
P
U
L
A
T
IO

N

 
 
 
 
 
 

LEAFLETS / SAMPLES - SHOPS

INDEXED TO MAY 2008

0

10

20

30

40

50

60

70

80

90

100

110

120

130

140

150

M
A
Y
JU
N

JU
L
AU
G
SE
P
O
C
T
N
O
V
D
E
C
JA
N
FE
B
M
A
R
A
PR

M
A
Y
JU
N

JU
L
AU
G
SE
P
O
C
T
N
O
V
D
E
C

JA
N
FE
B
M
A
R
A
PR

M
A
Y
JU
N

JU
L

RECEIVED

RESPONDED

FUTURE

ACCEPTABLE

Source - BMS 

Mar 08 - Jul 10. 

29,027 respondents
 

 
 
 
 
 



21 of 30                                      © Ju ly  2010 The Br i t ish  Popul at ion  Survey :  The Br i t i sh  Ma rke t ing Su rvey  
(Dat aTalk  Resea rch  Ltd )   
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EMAILS 
 
From Apr i l  2009 the Br it ish Market ing Survey sp l i t  the ‘Emai l ’  category into two, and commenced 
co llect ing data cover ing 
1 Emai l  f rom companies you have not  dealt  w i th in the past 
2  Emai l  f rom companies you have deal t  w i th in the past 
For the purpose of  the long term trends,  we st i l l  report  here on the combined and de-dupl icated 
to ta ls,  but  the fu l l  data on both categor ies is ava i lab le wi th in  the ful l  database. 
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TEXT MESSAGES ON YOUR PHONE 
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TELEPHONE CALLS 
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SECTION 3 – Individual Channel League Tables.   JULY 2010. 
 
This sect ion is based on the actua l percentages of  the populat ion in each case. They are 
ca lcu lated on the to tals for  the three months to July 2010,  and he lp to  put the ind ividual  channel 
data into perspect ive.  
 
Sect ion 2 c lear ly i l lust rated the current  trends in  each channel,  whi le the League Tables be low put 
those trends into the context  o f comparat ive market penetra t ion. 
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These charts show, in absolute terms, the percentage of the populat ion (15+) who have rece ived;  
responded to;  are l ikely to  respond to ; and f ind it  acceptable  to receive,  market ing via each 
ind iv idual  channel.  
 
By compar ing these ‘h ierarch ies’  i t  is possib le to  gain an understanding of which channels are 
showing signs of  be ing over and under  used.  For example i f  a channel is  higher  in  terms of receipt  
than response,  future response and acceptance then i t  should provoke fur ther invest igat ion as to  
whether,  for  a  g iven target market ,  that  channel  is appropria te,  and may suggest test ing a d i f ferent 
channel mix. Again acceptab i l i t y is  a key element,  i f  a  target segment  scores low in acceptabi l i t y of  
a channel,  low in  response and low in  future response then use of  that  channel cou ld  be causing 
brand damage that  a  brand track ing study (w ith  i t ’s low sample s ize)  would never  pick  up.
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SECTION 4 –  INDUSTRY SECTOR LEAGUE TABLES - AND 
   FINANCIAL PROSPECTS  JULY 2010. 
 
This sect ion is based on the actua l percentages of  the populat ion in each case. They are 
ca lcu lated on the to tals for  the three months to July 2010. 
These tables in troduce an ent irely new sect ion to the repor t,  and hopeful ly one which w i l l  add 
s ign i f icant  addit iona l informat ion, and provoke new insights. 
I t  is  especial ly interest ing to  review the inter -relat ionships between the tables,  which can throw 
new l ight on to  some of the ins ights g leaned from the previous sect ions. 
As an example,  comparisons of ranking orders are part icular l y i l luminat ing,  especia l ly between 
Received and L ikely to  Purchase. Here we can see that  ‘Consumer Electronics ’  languishes one 
from the bottom of  the Received league table,  even though i t  is  in  fourth p lace in L ikely to 
Purchase.  Further analysis of  the underlying data reveals that  only 65% of those l ikely to 
purchase have received marketing from the sector . Healthcare on the other hand is  only 
reaching 51% of  those l ikely to purchase.  
Further,  we can see from the f irst  two Tables that the on ly two Sectors where Acceptab i l i t y 
matches or  exceeds Receipt  are Local Businesses, and Local /  Nat ional  Government .  
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Financial Prospects 
 

Understanding customers and potent ia l  customers’  feel ings about  their  personal f inancial  prospects 
provides a usefu l backdrop for a l l  market ing decis ions.   
The Br i t ish Market ing Survey star ted to col lect  th is data on a month ly basis as par t  o f the core 
survey in  January 2010.  The Financia l  Prospects Index is calcu lated from the responses to the 
quest ion 
“Think ing about  your  overa l l  f inancial  s ituat ion at  present,  how do you think  it  is l ikely to have 
changed, i f  at  a l l ,  in three months t ime?” 
The responses are a s imple f ive po int  sca le around neutral ,  and the percentages are weighted into 
the Index on a scale from +2 to  -2.  The Index therefore represents the movement in nat ional  
sent iment  on a scale f rom +200 to -200, w ith  zero represent ing ‘no change’ .  
 
T iming is  everyth ing!  
In  a l l  o f  our usual  char ts,  we invar iab ly se lect the basis of  data as being three months for  f ixed 
data,  and three month ro l l ing averages for  trend data. However , in th is instance we be l ieve that  the 
responses g iven can be uniquely inf luenced by current a ffa irs,  and also give a backdrop to  
understanding consumer react ions to  them. This Index is  therefore ca lcu la ted month to month with 
no aggregation. 
 
As the per iod covered by th is char t  contained the Genera l  E lect ion, i t  is impor tant  to  know 
precise ly when each wave of  data was co l lected.  The per iod between Elect ion Day and the f i rst  few 
days of  the resu l tant Coal it ion Government  was a per iod of  uncerta inty which had a dramat ic ef fect .  
The Apr i l  data was co l lected between the 16

t h
 and 22

n d
 in the middle of  the campaign, the May data 

between the 14
t h
 and 20

t h
 in  the ear ly days of  the new government  (Gordon Brown resigned on the 

11
t h
) .  I t  would appear,  therefore, that  the uncerta in ty surrounding the new government had a major  

ef fect on conf idence which has recovered now people  have got  used to  the idea. The budget (22 
June) fe l l  between the June and Ju ly waves so may have in f luenced the Ju ly f igure. 
 
In  terms of  the ef fect of  f inancial  conf idence on market ing the corre la t ion between the May,  June 
and July trend l ines is  c lear.  
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Some of our ear l ier  comments in  the f i rst  few sect ions referred to  the possible inf luences of ‘ top ica l  
economics’ ,  and we re turn to th is theme in our ‘After thoughts ’  below. Th is chart  hopeful ly provides 
a fur ther  method of  adding ins ight to  your  own conclusions. 
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Afterthoughts    -   Consumer Psychology or Topical Economics? 
 
 
Looked at  together ,  we can see that 

-  the two ‘PASSIVE’  ind icators - Receipt and Acceptance,  are both r is ing  (Passive as 
in requir ing no act ion f rom the consumer)  

-  the two ‘ACTIVE’  indicators –  Responded and Future Response, are both f la t  or  fa l l ing 
(Act ive as in  related to posi t ive act ion by consumers)  

 
Th is ind icates that  the increase in  Receipt is  NOT transla t ing in to a lower ing of Acceptab il i t y,  but 
IS  concurrent w i th a  drop in  Response and Future response.  Therefore we have to ask  whether  th is 
is co incidence, or  cause and effect (or  a combinat ion of  the two)?  
 
A lternat ively,  is  i t  s imply the case that at  th is t ime of year people are rece iv ing and look ing, but  
just  too busy w ith  seasonal act iv i t ies (hopefu lly relaxing in the sun or  f i r ing up the barb ie)  to  be 
bothered to  do anything about  i t? 
 
Or f ina l l y do the low leve ls of  f inancial  conf idence recent ly become responsible for  the fal l  in  Act ive 
Ind icators.  There may on ly have been a s l ight fa l l  overa l l  th is month but  on c loser inspect ion i t  is 
socia l  grades ABC1 which have fal len not C2DE. 
 
Again,  th is  is  the overa ll  pic ture; d i f ferent  pat terns are emerg ing in d if ferent  segments. 
However  wi th 400 actua l geodemographic segments now included in the regular  data updates,  th is 
is not  the appropria te vehic le for  the ir  ind iv idual analys is.  The data can be downloaded f rom the 
website –  and you can then in terrogate i t  accord ing to  your  own target segments, industry sector ,  
communicat ion channels and l ike ly purchasers. 
 
We hope that th is  ser ies of  char ts w i l l  provide a usefu l ind icator  o f how consumers’  relat ionship 
with market ing communicat ions is  moving. 
 
The b ig  quest ion remains –  
 

are the current t rends the result  of  Consumer Psychology 
or are they just the outcome of  Topical Economics? 

 
 
The Br i t ish Market ing Survey 
Ju ly 2010.  
.  
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The British Marketing Survey 
 
Th is study conducts 1,000 face- to- face interv iews per month with a nat ionally representat ive 
sample of  the adul t  populat ion,  and is conducted as part  of  The Br i t ish Populat ion Survey.  
 
Th is datasheet  is based on 8 key quest ions f rom the Survey:-  

1 Which communicat ions channels have been rece ived in the last few weeks 
2 Which channels have been responded to in the last few weeks 
3 Which channels are acceptable to rece ive 
4 Which channels are in terv iewees prepared to respond to in  future 
5 Which sector has market ing been received from in  the last  few weeks 
6 Which sectors is i t  acceptable to rece ive market ing from 
7 Which sectors are people l ike ly to make purchases f rom in the next  few weeks 
8 Do people think  that the ir  personal  f inancial  s i tuat ion is  go ing to get  better ,  worse or  stay 

the same 
 
cover ing 17 communicat ion channels, and 19 industry sectors. In the per iod March 2008 to Ju ly 
2010,  on which th is datasheet is  based, the survey conducted 29,027 face-to- face in-home 
interv iews .  
 
Being par t  o f  The Br i t ish  Populat i on Survey,  t he data i nc ludes  the complete demographic  data on  
responders plus data on areas such as durables owned,  supermarket ,  i nternet  access ,  i nternet  use,  
newspaper  readership etc .  They now also inc lude a ser ies  of  8 of  the major  Geodemographic  Segmentat ion 
models .  

 
 

What are the Indices? 
Technica l l y – 3 month ro l l ing average trend l ines based on May 2008 =  100. 
 
Basical ly,  we add together the most recent three months of responses each month,  and 
d ivide the resul t  by three to  g ive the ‘moving average’  each month.  Th is technique gives a 
stab le  long term look at  movements wi thout  c louding the v iew with  very shor t term 
f luctuat ions from one month to another .  
 
To assist  in  the compar ison of the di f ferent trend l ines,  we then base a l l  the moving 
averages to  the f irs t  p lot  (which was in  May 2008),  which we adjust to  100.  The resu l t ing 
ind ices therefore not  on ly give a s imple v isua l representat ion of  current  trends, but also 
quant i f y the current  responses in compar ison to  where they were at  the star t  of  the char ts.  
Th is a lso faci l i tates the compar ison of the ind ices between the di f ferent channels, as i t  
creates a un iform base for  al l  the ind ices shown. 
 
For even deeper analysis,  the full  database is  avai lable for purchase at  
www.thebps.co.uk Price;  £250 plus VAT including the ful l  back data f rom March 2008,  
and DataTalk Explorer,  our analysis software. 


