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[bookmark: _Toc469400487]Experian Marketing Services
Experian Marketing Services (EMS) is a leading global provider of consumer data and insights helping companies and organizations interact and engage intelligently with today’s empowered and connected consumers. Using our data and technology, organizations provide personalized and targeted offers and messages across all marketing channels to deepen customer loyalty by providing consumers more relevant products and services.

Experian Marketing Services is a trusted partner for the world's most recognizable brands. We serve industries like retail, financial services, telecommunications, insurance, travel and hospitality, media and entertainment, and consumer products – as well as the advertising agencies and other marketing services providers that serve these industries.
[bookmark: _Toc469400488]Marketing Data
It all starts with data. Experian Marketing Services draws on five decades of experience providing organizations with marketing products, services and insights derived from consumer information. We maintain and analyze information about consumer buying decisions, and we also collect consumer information from original sources. These sources include self-reported consumer survey information, aggregated consumer panel data, websites that have permission to share information about visitors, public records and historical retail purchases. We also have consumer information that is inferred from other data using statistical analysis.

The common types of consumer information Experian Marketing Services maintains are listed below, with examples from these general categories:

· Demographics — age, gender, marital status, income, occupation and education
· Behavioural and lifestyle — hobbies, sporting activities, travel preferences, high-tech equipment users and purchasing behavior
· Census — median age, wealth rating and median income
· Realty — information from local property records like dwelling unit type, purchase price, mortgage amount, loan type and date, and property characteristics
· Life events — consumers who have recently moved, purchased a home or are a new parent 

Experian’s ConsumerViewSM database, the most comprehensive repository of consumer information available, ranks number one in both coverage and quality as audited by a third party.
Experian’s marketing database, ConsumerView, has been developed for marketing purposes utilizing marketing data. Marketing data means actual or inferred information consistent with a person’s commercial or charitable inquiry or transaction, or market research/market survey information. Such information can be derived from either a direct contact or marketing partnership when linked to a person’s name, postal or email address, telephone number, or any other personally identifiable information. Marketing data cannot be used for FCRA regulated purposes.
Marketing purpose means any activity undertaken to collect, aggregate, analyze, maintain, update, or sell information in order to allow or induce consumers to purchase, rent or exchange products, property or services; to solicit a charitable donation; to utilize market research or market surveys; or to provide verification services to marketers.
[bookmark: _Toc469400489]Data Install License Program
For more than 40 years, the world’s leading brands have turned to Experian to power their marketing programs. Experian Marketing Services enables more precise data-driven marketing, creates deep customer insight and powers precision targeting opportunities through demographics, psychographics, life-stage data, automotive data and summarized credit ranking information. 

The Experian Marketing Services Data Install License Program helps advertisers and industry-leading consulting, analytics and marketing firms build stronger and more profitable client relationships by leveraging the largest and most comprehensive consumer data repository and customer data enrichment available. Common applications for licensing a ConsumerView install file includes: 

· Modeling and Analytics: Robust modeling and analytics, enabled by continuous access to data for appending, can improve response and conversion to sale by detecting common characteristics that can identify and score the prospects most likely to respond and buy. The data becomes a source of understanding for assessment and refinement.
· Contact Strategies: Enhancing customer records with appended data can help to identify and score customers likely to buy additional products or services.
· Market Analysis: Having access to all consumers within a geographical marketing footprint can provide accurate penetration statistics of the real market in geographically-defined subsets. Penetration statistics on existing products can also provide important guidance in the development of new product variations and assessment of delivery systems.
· Marketing Operations: The more we know about individual consumers, the more precise we can be in communicating with them after they have responded. Mature database marketing programs usually have differing fulfillment packages, created with data-based variables, that result in higher close ratios.
· Targeting: The richer the data, the more accurately the target can be defined.
[bookmark: _Toc469400490]Engagement Options 
Data is more important than ever, and Experian has decades of experience. We’ve gone through all of the changes as the direct marketing data has evolved – from direct mail and telemarketing, to email marketing and now to digital advertising. Experian has helped thousands of companies make their data work harder and even has helped to create monetization opportunities for advertisers and marketers alike. As proven data experts, working with Ad tech, addressable advertising and data proliferation is nothing new to us; it’s just our next step forward. 

· We meet you where you are at in your process, and can work with your already trusted partners. We adjust to meet you.
· We realize that one solution doesn’t fit all needs and offer customizable services to meet your needs. Our data, technology and thought leadership are not proprietary. We plug them into our partnership networks to give clients more options and reach.
· We are vigilant about consumer privacy. We get it right so you don’t have to worry. 

Experian’s Install File License program offers flexibility and expert support to fit your unique business needs and drive your value proposition. Regardless of the option you choose, Experian Marketing Services’ experts are always available to provide guidance and expertise on how you and your clients can drive the most value from consumer data and insights.

Below are the most common partner engagement models:

Advertisers: While internal databases often contain valuable customer data, there is a wealth of customer data that often is not captured. Experian Marketing Services’ Data Install Program enables you to integrate these missing pieces of valuable insight directly into your CRM database, resulting in actionable intelligence to profile consumers and engage them through any channel your customer desires. 

Data wholesalers: For organizations looking to build a profit center from data resale, Experian Marketing Services offers preferred partners favorable discounts off standard rates. Experian data can be fully integrated into your business model, enabling you to quickly and easily sell the best data in the industry to your clients and prospects.


Value-added resellers (VARS): Experian Marketing Services’ data integrates into an organization’s existing data and analytics platform and can be incorporated into modeling and segmentation strategies. Licensees enjoy access to Experian Marketing Services’ data from within their own system walls.

Strategic data partners: Strategic partners collaborate with Experian Marketing Services to develop a mutually beneficial long-term data partnership. Data also may be exchanged through the partnership to be resold to both partners’ clients. Strategic partnerships may be structured to leverage some or all of the assets utilized by data wholesalers and VAR’s. 
[bookmark: _Toc469400491]Install File Options 
Experian offers several variations of the ConsumerView License to provide flexible solutions for today’s expanding marketing landscape. Licensing contracts are customized according to each client’s marketing needs. 
	ConsumerView License Files
	Count Estimate 
	Usage/Description 

	ConsumerView Active
Overlay and Analysis 
	300MM Individuals 
126MM Living Units 

	· Overlay and analysis 
· Digital marketing*
· Can also be used for direct marketing, mailing and/or tele-marketing (optional) with appropriate recipient reliability and telephone flags. 
· Includes records not suitable for mailing purposes such as deceased. Provides optimal coverage of active records for data overlay and analysis purposes.  

	ConsumerView Active
List Rental 
	
263MM Individuals
122MM Living Units 

	· Direct marketing, mailing and/or tele-marketing (optional). 
· Recommend to use appropriate recipient reliability and telephone flags for mailing/telemarketing purposes. 

	ConsumerView Digital Marketing Addressable Audiences 
	122MM Living Units

	· Digital marketing 	
· Subset of the ConsumerView active overlay and analysis file created specifically for digital ad tech integrations. This file is provided in audience segment format by parsing and recoding the standard data fields to provide a format that can be easily integrated and used as digital audience segments. The data set is not typically provided as a flat file, but instead is directly integrated into the respective Partner’s data management platform (DMP).
· Living Unit Level, up to 2 persons per Living Units

	ConsumerView End-Dated
Overlay and Analysis 

	151MM Individuals
 81MM Living Units

	· Overlay and analysis 
· Record's no longer verified active at the address, i.e., end-dated. In most cases, this file provides the previous address for active living units. 
· Rolling 24 month file 

	ConsumerView Individual Reference Active (IRSG) 
	263MM Individuals
122MM Living Units 

	· Reference / Look up purposes 
· Subset of the ConsumerView active database created for Individual Reference Purposes. 
· Contains public sources only (does not include non-public sources such as survey data or new movers).


*refer to EMS install listing spreadsheet for ConsumerView attributes approved for Digital Marketing 


[bookmark: _Toc469400492]ConsumerView
ConsumerView is Experian’s marketing database; it contains consumer demographic, interest and lifestyle, life event, aggregated auto, aggregated credit, mortgage information and more. Experian’s marketing database brings together insights and addressability; it contains the linkages that power not only Experian’s data products, but also data-driven marketing for leading brands across the globe. With ConsumerView data, marketers gain an in-depth understanding of their customers and prospects for acquisition, segmentation, and personalization activities. 

· Name, address, phone, mobile, email, digital identity
· Detailed demographics and segments
· Transaction and purchasing measures
· Digital behavior and channel usage
· Life-events and purchasing triggers 

Unparalleled depth and breadth of data

The U.S. population is growing. According to the government website, Census.gov, the U.S. has approximately one birth every 8 seconds, and one death every 12 seconds, one migrant every 44 seconds – net gain of one person every 12 seconds. Along with the U.S. population, our ConsumerView database changes and grows as well. Experian is constantly improving and expanding its data sources. Thanks to our deep roots in the industry and many years in the “data” business, Experian has acquired the best marketing data sources available. 
 
ConsumerView is built directly from hundreds of public and proprietary sources including:
 
· Aggregated credit information
· Aggregated motor vehicle information
· Census data 
· Deceased (primary from Social Security Death Master file) 
· Public records, both state and local 
· Property/realty records such as property deeds 
· Proprietary change of address/ new movers
· Survey data (self-reported) 
· Transactional data  
· Other proprietary sources

Experian offers a wide array of data available for licensing. The list below provides a snapshot of Experian’s marketing data install files. A comprehensive list of data attributes available for install file delivery is available in the Data Install Files spreadsheet. 

I. ConsumerView Install File Attributes
a. Auto
b. Demographics and Housing
c. Financial Behaviors
d. Lifestyle and Interests
e. Mosaic

II. ConsumerView Life-Event Install Files
a. New Mover  
b. New Homeowner 
c. New Parent - Post-Natal 
d. New Parent - Pre-Natal 



III. Census Area Projection Estimates (CAPE) Install Files
a. CAPE Ratio and Percentages 
b. CAPE Demographics 
c. Consumer Expenditures  
d. Retail Demand (Unscaled) 
e. Retail Demand & Supply (Scaled) 
f. American Community Survey (ACS)  
g. Daytime Population 
h. Seasonal Population 
i. Mosaic Residential & Mosaic Workplace 

IV. ConsumerView Geo-Aggregated Install Files
a. Summarized ConsumerView 
b. Aggregated ConsumerView 
c. Auto Market Statistics
d. Premier Summarized Credit Statistics
e. 
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[bookmark: _Toc469400493]Data Quality
We employ rigorous data testing including applying proprietary models and algorithms to ensure only the most deliverable addresses and accurate data elements are on the ConsumerView database. Our confidence codes allow us to retain the most complete information and improve data quality. 

All data is assessed for integrity using our Fair Information Values Assessment (FIVA). Our FIVA process assures proper consideration is given to all interests, rules, regulations, guidelines and philosophies that impact data use and all EMS initiatives. This somewhat unique policy position is significant and should not be discounted or taken lightly — particularly given the current privacy landscape. EMS is a trusted data steward and partner and this is definitely a competitive advantage. 
[bookmark: _Toc99267348][bookmark: _Toc99267466][bookmark: _Toc99267590][bookmark: _Toc99268385][bookmark: _Toc99268500][bookmark: _Toc99268969][bookmark: _Toc99269085][bookmark: _Toc469400494]New Data
New data is tested in a controlled environment using standard maintenance systems, syndicated research, licensed third-party software and numerous data quality routines. Each set of results is benchmarked against established data quality standards and U.S. norms. 
[bookmark: _Toc99267349][bookmark: _Toc99267467][bookmark: _Toc99267591][bookmark: _Toc99268386][bookmark: _Toc99268501][bookmark: _Toc99268970][bookmark: _Toc99269086][bookmark: _Toc469400495]Data Accuracy
Specific tests are processed to measure the accuracy of data items such as telephone number, homeowner status, dwelling unit size or age of primary decision maker. The range of tests includes first-class mailings and many quality control methods.
[bookmark: _Toc469400496]Recency of Data
The recency of data is established and recorded as a date stamp on name/address records. 
[bookmark: _Toc469400497]Data Hygiene
We use licensed U.S. Postal Service (USPS®) and commercial software to code and evaluate address records. We ensure that records include complete street name, pre/post directional, secondary address components (i.e. apt number or rural route), ZIP + 4®, and carrier route, etc.

Overall data quality checks are built into each product and maintenance cycle to ensure a continuous flow for the highest quality data. These include: 

· Process Control — Standard routines and steps for processing updates, producing reports, editing data and disseminating status.
· Statistical Quality Control — Weekly runs that record and measure national frequencies and pattern distributions for over 150 variables by update and output exception reports for review and action.
· Detail Level Measurement — Comparison of a sample of update records at the name/address level and monitor changes applied through the update process.
· We periodically re-evaluate each source to ensure that original data standards are being followed. These processes include:

· Licensed USPS® Products — Monthly source processing through postal products including National Change of Address (NCOA LINK™), Locatable Address Conversion System (LACS LINK™), Delivery Sequence File (DSF2™), etc. 
· Continuous Process Improvement — ongoing review and evaluation of source input and update results, bench-marking of update results by source and ongoing database rules evaluation.


[bookmark: _Toc99264355][bookmark: _Toc99264458][bookmark: _Toc99264560][bookmark: _Toc99267350][bookmark: _Toc99267468][bookmark: _Toc99267592][bookmark: _Toc99268387][bookmark: _Toc99268502][bookmark: _Toc99268971][bookmark: _Toc99269087][bookmark: _Toc469400498]USPS Deliverability Features
EMS offers marketers two selections that can be used to enhance deliverability — Address Quality Indicator (AQI) and Recipient Reliability Code (RRC). To assure the best deliverability when pulling orders, we suggest that marketers incorporate one of these elements into their selection. 
Please note: When using the install file for enhancement or modeling AQI and RRC should not be used to restrict the universe processed or evaluated.
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Address Quality Indicators provide a measure of address deliverability according to the USPS® Delivery Sequence File (DSF). Using outcomes of DSF footnotes and other EMS proprietary logic, we assign an Address Quality Index (AQI) to communicate the quality of the address. The AQI scores help marketers make deliberate and accurate mailing decisions about address deliverability.

If the primary concern is deliverability to the address —with less emphasis on assuring that the marketing piece is delivered to the intended living unit —AQI is an excellent choice. Records without an associated living unit are also assigned an AQI, which makes this select a good choice for marketers who want to maximize performance on resident mailings. We recommend selecting Excellent and Good for most mail campaigns, but based on the specific campaign needs additional selects may be applicable.

Address Quality Coding (AQI) Values and Definitions – Field ID 3434 
	AQI
	Definition

	E=Excellent
	Addresses have been matched against both ZIP + 4® and DSF2TM files with minimal changes required for standardization.

	G=Good
	Addresses have been verified at the Primary address level, and generally include smaller dwellings without apartment number

	S=Satisfactory
	Addresses have been verified to be within Street, PO Box or RR/HC Box ranges, and generally include high rise dwellings without apartment numbers. Although addresses may be standardized, deliverability is suspect.

	M=Marginal
	Addresses require more exhaustive measures / address elements to conform to postal standardization. 

	N=No Address
	Code reserved for contact points totally void of any address elements, but with phone number availability.



Mobility of the U.S. Population 
The geographic mobility of the U.S. population is approximately 12% yearly.
[bookmark: _Toc99267352][bookmark: _Toc99267470][bookmark: _Toc99267594][bookmark: _Toc99268389][bookmark: _Toc99268504][bookmark: _Toc99268973][bookmark: _Toc99269089][bookmark: _Toc469400500]Recipient Reliability Code (RRC)
Recipient Reliability Code (RRC) combines an internally developed mobility score and USPS® Delivery Point Validation (DPV) codes. The intersection of these variables creates a comprehensive confidence code that ranks the overall postal deliverability of living unit (LU) members at a “contact point” (i.e. the postal address). If the primary goal is successful delivery to the intended living unit, RRC is an excellent choice. 

We recommend selecting RRC 1=Very High and 2=High for mail campaigns, but based on the specific campaign needs additional selects may be applicable.

[bookmark: _Toc367437913]Recipient Reliability Code is a combination of:
 
· USPS® Delivery Point Validation codes (DPV) – DPV assists in obtaining accurate delivery address information and facilitates identification of erroneous addresses contained in address files. The use of DPV will help to reduce the amount of undeliverable as addressed pieces, which in turn will result in more efficient postal mail processing and delivery operations.
· Mobility Index - uses age of primary decision maker, housing tenure, dwelling unit size, and living unit date of last activity information. 
Modeled results are grouped into six segments evaluating the overall reliability of successful delivery to the intended living unit – via postal address contact point. 

[bookmark: _Toc367437914][bookmark: _Toc99264356][bookmark: _Toc99264459][bookmark: _Toc99264561][bookmark: _Toc99267353][bookmark: _Toc99267471][bookmark: _Toc99267595]Recipient Reliability Codes Values and Definitions – Field ID 4366
	[bookmark: _Toc124662005]RRC 
	Available Components
	Description

	[bookmark: _Toc124662007]1=Very High 
(default for mailing) 
	[bookmark: _Toc124662009]Name/address/phone where available
	Address has been matched against ZIP + 4 and DSF fields. Record has also been Delivery Point Validation (DPV) certified.

	[bookmark: _Toc124662010]2=High
(default for mailing)
	Name/address/phone where available
	Addresses have been verified and standardized at the primary address level, including smaller dwellings without a secondary address (apt number). Record has also been DPV certified.

	3=Moderate
	Name/address/phone where available
	Addresses have been verified at the primary address level, although deliverability has diminished due to the likelihood that the living unit may no longer reside at that address. 

	4=Low
	Name/address/phone where available
	Moderate to substantial differences with DSF2 inconsistent with address quality norms. Deliverability level is low.

	5=Telemarketing
	Name/phone connectivity  (No address) 
	Record is void of any address elements, but phone number is available.

	6=End-dated/Address Only 
	Resident or occupant mailing (No name)
	Names are not present. Record has been DPV certified.


 
The confidence level diminishes due to either address completeness factors and/or the likelihood that the living unit may no longer be associated with that contact point.  

Please note: When using the install file for enhancement or modeling, AQI and RRC should not be used to restrict the universe processed or evaluated.

*Experian Marketing Services is a non-exclusive licensee of the United States Postal Service® Delivery Sequence File, DSF2TM.
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ConsumerView redefines the way marketers can view the traditional household structure, offering an accurate look at living arrangements today. We no longer structure the database around households and heads of households, but rather as a Living Unit or Person Type.
[bookmark: _Toc469400502]Living Unit 
A Living Unit (LU) represents an individual or a group of people who reside together. They could be a traditional family, cohabitants/roommates or extended family or non-family units. This logic is similar to household logic, but is not tied solely to surname. Each living unit is assigned an identification number (LUID). This new LU logic recognizes:

· Different surnames in the same family 
· Cohabitation 
· Roommates 
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[bookmark: _Toc469400503]Person Types
The persons within a LU are assigned a Person Type. A ConsumerView database LU can contain up to six individuals on the install database. Within the LU, the sequence is male primary decision maker and then female Primary Decision Maker with all other members following in age order.

· Primary decision maker — the individual(s) within a living unit that is (are) most likely to make the buying, expenditure or purchasing decisions. 
· Elderly parent — an individual within a living unit that is not a PDM with an age of 65 or greater 
· Young adult — an individual within a living unit that is not a PDM and is between the ages of 19 and 25 
· Teen* — an individual within a living unit with an exact age of 13-18 
· Child* — an individual within a living unit with an exact age of 0-12 
· Other — an individual not classified in any other category.

[bookmark: _Toc372642617][bookmark: _Toc423364287][bookmark: _Toc423364756][bookmark: _Toc423365381][bookmark: _Toc423429553][bookmark: _Toc367437926][bookmark: _Toc367438998][bookmark: _Toc367439145][bookmark: _Toc367439254][bookmark: _Toc367439314][bookmark: _Toc367439478][bookmark: _Toc367439551][bookmark: _Toc367439629][bookmark: _Toc367439738][bookmark: _Toc367966584][bookmark: _Toc368413371][bookmark: _Toc369867638]* Children and teen names are not available for general selections
[bookmark: _Toc469400504]Primary Decision Maker 
ConsumerView identifies up to two persons, one male and one female, within a LU as the Primary Decision Maker (PDM). There will always be at least one PDM assigned per Living Unit except for rare occasions when compliance filters drop the remaining PDM. This calculation is performed within the repository each time a member is added, removed, or updated. 
[bookmark: _Toc423364757][bookmark: _Toc469400505][bookmark: _Toc368413372]Personal Identifier, Living Unit Identifier, and Address Identifier 
The ConsumerView install files optionally provide three identification variables: Personal Identifier (PID), Living Unit Identifier (LUID), and Address Identifier (AID). While the intended purpose of these three variables was to link together the various relational database tables that exist within the ConsumerView database, they are included as part of the standard output format during the creation of the install file for reference. 

We do not recommend using PID, LUID or AID as a pinning or linkage process to facilitate matching between current and previous updates. The three identifiers do not provide the level of consistency to be effective for this purpose. Contact your sales team for more about Experian’s OmniView linkage solution. 

The following examples help to demonstrate why the identifiers should be considered too fluid to be used effectively as a permanent ID. 

If move information is received for only one member of a LU -- without clear indication that other members of the same LU have moved – the PID is moved to the new address and a new LUID will be created.    

If John Doe moves from 123 Main to 345 Second St., and this information is provided from a source that does not link old and new address information together, EMS will create a new PID and LUID for the new address, as well as maintain the existing ConsumerView record (PID/LUID/AID combination). We may eventually receive information that will provide confirmation that both of the John Doe records are the same individual. When this happens, one of the PIDs and LUIDs will be end-dated.    

A second residence or vacation home can also create a situation where a PID or LUID can change. If EMS is unable to connect John Doe to each of his other residences he will have multiple PID’s and LUID’s on ConsumerView. If one of the residences is sold and change-of-address information directs mail to one of his other existing residences, a PID and LUID are end-dated. 

Given their primary purpose, to link together the various relational database tables within ConsumerView, the fluidness of the three identifiers does not present a problem to our internal data management organization. However, their instability (when provided in monthly or quarterly snapshots) can present install clients with problems if used to match current and previous file updates together. 

As a valued customer, your positive experience with your install file is of paramount importance to EMS. To ensure your satisfaction, it is imperative that the data be used appropriately. As such, we urge you not to make use of the PID, LUID, and AID for pinning or linkage. 

Living Unit, Address and Person ID’s are available as a value-added option in an encrypted format. 
[bookmark: _Toc469400506]Privacy & Compliance 
Experian is a steward of the information it collects, maintains, utilizes and shares. Our stewardship is anchored in a values-based approach to privacy. Our information values focus squarely upon the protection of information in our care and the safeguarding of consumer privacy through appropriate and responsible use. For more information regarding our approach to privacy, please visit our web site at . 
[bookmark: _Toc469400507]Direct Marketing Association
EMS drives the adoption of, and subsequently abides by, and encourages its clients to adhere to the DMA’s Privacy Promise and Guidelines for Ethical Business Practices. The Privacy Promise is a public assurance to American consumers that DMA members follow specific practices to protect consumer privacy. Specifically, the Privacy Promise requires member companies to:

· Provide notice of consumers’ ability to opt-out
· Honor consumer opt-out requests
· Maintain an in-house opt-out suppression file
· Use the DMA Preference Service suppression files (e.g., MPS, TPS, e-MPS)
· Promote industry-wide compliance with DMA self-regulatory guidelines 
  


For more information regarding the DMA’s self-regulatory guidelines, please visit the DMA’s web site at www.the-dma.org.
[bookmark: _Toc469400508]Sensitive Data
Data that most consumers would reasonably consider to be sensitive should only be used, displayed, or disclosed with due consideration of consumers’ expectations for privacy. 

Types of marketing data that Experian considers to be sensitive and that are only to be used, displayed or disclosed in a very limited, appropriate manner include, but are not limited to: children’s information, full date of birth, self-reported health, ailment and other sensitive product usage information such as drug use.

Consumers reasonably expect that certain types of data will be kept confidential. Confidential data, such as medical information, social security numbers, account numbers and other credit information should never be combined, used, rented, sold, or exchanged, except in those narrow circumstances permitted by law and only then with safeguards in place.
  
Sensitive Data Element Listing (Other elements may be added, as deemed appropriate)
· 0-3 year olds – Offer Type 
· Child’s day of birth
· Child’s name
· Email Address
· Vantage Score
· Telephone Number – Federal do-not-call subscriber account number requirements, and/or Experian do-not-call supplement apply based on the type of phone processing.
· Adult Full Date of Birth – MM/DD/CCYY
· Premier Summarized Credit Statistics (PSCS)™
· ChoiceScoreSM
[bookmark: _Toc469400509]Marketing Offer Review and Record Keeping
Reviewing marketing offers is an industry best practice. This practice ensures that marketing information, particularly sensitive data, is used appropriately, and used in a way that maximizes response rates. Experian regularly reviews marketing offers and requires any client that receives, uses, or discloses sensitive data from Experian to maintain records and copies of all marketing materials used in connection with the sensitive data, and to allow Experian to review client records and retained marketing materials to ensure appropriate use of Experian data.  

In reviewing marketing offers the reviewer must ensure that the communication:

· Identifies the name and contact information for the company making the offer
· Does not include reference to selection criteria used or presumed knowledge about the consumer 
· Is not untrue, deceptive or fraudulent
· Is clear, honest, accurate and complete
· Is not extending offers of credit or insurance or suggest that recipient is approved, pre-approved, pre-qualified, pre-selected, etc.
· Is not obscene, vulgar, profane, abusive or disparaging
· By reasonable standards would not be offensive
[bookmark: _Toc469400510]Fair Credit Reporting Act
EMS’s marketing data has been collected for, and may only be used for, marketing or customer relationship purposes. Marketing data is not indicative of any consumer’s credit worthiness, credit standing, credit capacity or other characteristics specified by the Fair Credit Reporting Act (FCRA), and may not be used as a factor in establishing any consumer’s eligibility for credit, insurance, employment or any other FCRA purpose.


[bookmark: _Toc469400511]Individual Look-up
In accordance with the DMA guidelines, EMS’s marketing data has been collected for, and may only be used for, marketing or customer relationship purposes. Marketing data is not suitable for, and may not be used in connection with any individual look-up service, including, but not limited to, use to prepare, publish, clean or maintain any directory. 
[bookmark: _Toc469400512]Do Not Call Suppression
Federal regulation prohibits telemarketing to individuals who have indicated that they do not wish to be solicited by telephone (see the Telephone Consumer Protection Act of 1991 and the Federal Trade Commission’s Telemarketing Sales Rule). In addition, most states have laws that impose further obligations and restrictions on telemarketers. Some states also require telemarketers to use “Do Not Call” files available from the state and national registry, the DMA, their internal suppression file and/or from a specified organization/vendor.

EMS obtains all commercially and publicly available do-not-call files and makes every effort to suppress these records from our lists. However, due to timing and varying compilation and processing methods, we do not guarantee that all do-not-call telephone numbers have been identified or suppressed from this list. 

It is up to the telemarketer, as well as any other of EMS’s clients, to be aware of, and comply with, all applicable federal and state laws. 
[bookmark: _Toc469400513]Access to Experian Data via the Internet 
Products and services available through the Internet such as File-Transfer protocols (FTP) represent significant opportunities for businesses and consumers. For these opportunities to be viewed as positive and of value, extreme care must be taken to ensure that appropriate privacy and security processes and controls are in place to protect business and consumer information. Clients that receive information from EMS cannot allow access to EMS data via the Internet to any other party without EMS’s express prior written approval. 
[bookmark: _Toc469400514]Access to Experian Data via an Online Mechanism
Currently, laws and self-regulatory codes which govern collection, access, use and disclosure of data that have been collected online differ significantly from those that govern collection, access, use and disclosure of data that has been collected offline. To avoid any conflict in laws or self-regulatory codes, and to protect against any real or perceived inconsistencies with privacy expectations and the privacy notice presented when the online or offline information was collected, offline data should not be combined with online data without completing a thorough privacy review. EMS recommends that any client who collects data online disclose to the consumer adequate notice and choice with respect to such potential uses of, or combination with, third party data such as that offered by EMS. 
[bookmark: _Toc469400515]Change in Data
Occasionally, it may be necessary to modify the data that EMS provides to its clients as a result of a change of law, regulation or contract. If the data we provide is substantially modified, we will use reasonable efforts to notify our clients of this change in writing. 
[bookmark: _Toc469400516]Change in Policy
Occasionally, it may be necessary to modify the terms and conditions governing the use of the data that EMS provides to its clients due to a change of law, regulation, contract or self-regulatory codes that EMS abides by, or due to privacy, confidentiality and other matters which consumers are sensitive. Clients that receive information from EMS must abide by such modified terms and conditions upon receipt of written notice from EMS.
[bookmark: _Toc469400517]Partners in Privacy
Fair information practices means respecting consumers’ interests in using information in a positive, fair manner. EMS believes that companies that apply appropriate fair information practices will be successful. That is why we are committed to partnering with our clients to address privacy matters. In addition to working directly with our privacy professionals, you are encouraged to get involved in the DMA and other industry trade associations and to contact your Congressional representatives to educate them about the consumer and economic benefits of direct marketing. 

For more information, contact Bob Metzger by email at bob.metzger@experian.com, or call him at (402) 458- 5216.


[bookmark: _Toc469400518][bookmark: _Toc99268392][bookmark: _Toc99268507][bookmark: _Toc99268976][bookmark: _Toc99269092]ConsumerView Data Categories and Key Attributes 
[bookmark: _Toc469400519]Demographics/Housing 
[bookmark: _Toc469400520]Age 
Exact date of birth data is extremely powerful and important information for marketers. More than 85% of the records have an exact age – and we strive to constantly improve our exact age coverage. 

Sources include: state agencies such as voter registrations, Departments of Fish and Game, Conservation and Natural Resources, marine boards that oversee hunting and fishing licensing and other proprietary sources. 

For records that do not have an exact date of birth, Experian offers a highly accurate estimated age model that was created utilizing several key demographic and proprietary data variables within the model such as:  

· Known age of others in the household
· Presence of children and age of children
· Length of Residence
· Aggregated data attributes 
· Census data 

The combination of exact and estimated age provides close to 100% coverage.
[bookmark: _Toc469400521][bookmark: _Toc99268517]Children 
Experian Marketing Services (EMS) acquires children on approximately 80% of new births in the United States. Once integrated into our ConsumerView database, the household record is “aged” as the child ages and the household is coded with the most current and accurate child age segments. Our reliable data comes from sources such as baby photographers, retail stores, diaper services, maternity clothing stores, and online expecting and new parent resource website. Experian requires all sources to provide the proper notice at the point of collection as well as detailed privacy policies that outline exactly how the consumer’s data will be used. When known date of birth is not available on a household record on ConsumerView, presence of children is determined through the application of predictive models. This application allows coverage for presence of children that aligns with US Census estimates across the entire United States

Children age is offered in five age ranges including presence of children indicator: 

· 0 - 3
· 4 - 6
· 7 - 9
· 10 -12
· 13 -15
· 16-18
[bookmark: _Toc99264360][bookmark: _Toc99264463][bookmark: _Toc99264565][bookmark: _Toc99267361][bookmark: _Toc99267480][bookmark: _Toc99267603][bookmark: _Toc99268518][bookmark: _Toc112053302]Children Known and Inferred Age Range
To increase our coverage of children’s age data, EMS offers a combination of known children's age ranges, and where not available, an EMS model which predicts the likelihood that a child within the age group is present in the living unit. 

Whether the objective is list rental, customer intelligence or modeling applications, we recommend including inferred children age data for maximum coverage. When incorporating inferred data into a selection, you will have the option of using the high level (4 tier) selection or the more granular (score) option. 

We realize that differentiating between exact or known presence of children and modeled or inferred data is important, so we provide the option to access both in an easy format. If a household is not coded as having a 

“known” child, then our model segments this remaining universe of households into 2 segments– Inferred Presence of Children and Inferred No Presence of Children. This helps the user avoid judgment errors that may result from intuitive selection. 
Development
Experian used multiple sources of known data to develop its model for predicting the presence of children. The model was developed specifically for the universe of ConsumerView households where the presence of a child is unknown. 

We identified demographic characteristics from EMS’s ConsumerView file that were highly predictive of the presence of a child. These characteristics included, but were not limited to, age of head of household, marital status, length of residence and ethnicity. Within each demographic category, groups were weighted as being more or less likely to have children. For example, heads of household age 25 to 44 years are more likely to have children in the household than other age groups. We created models using these demographic characteristics to assign the probability of the presence of children where the presence of a child is currently unknown.
[bookmark: _Toc99264361][bookmark: _Toc99264464][bookmark: _Toc99264566][bookmark: _Toc99267003][bookmark: _Toc99267362][bookmark: _Toc99267481][bookmark: _Toc99267604]Validation
We validated the overall efficiency of our Presence of Children models by comparing model results to syndicated data. We coded a sample file of ConsumerView households where actual presence of children information was available. We compared predictions to the self-reported information, confirming the models' accuracy.

	Children Age Fields 
	Values 

	Presence of Children Age Ranges

	1Y = Confirmed Presence of Children
5Y = Inferred Presence of Children
5N = Inferred No Children Present
5U = Unknown

	Presence of Children Age Range Score

	000 through 101

Repeated for the age ranges of 0-3, 4-6, 7-9, 10-12, 13-15, 16-18

The higher scores indicate the strongest probability. A score of 101 is Confirmed Presence of Children.


[bookmark: _Toc469400522]Estimated Household Income 
The income model incorporates several highly predictive individual and household level variables to provide accurate estimates for each living unit. Using multiple statistical techniques, the model predicts total estimated household income and assigns each living unit to one of twelve income ranges. 

The predictive power of the income model is a direct result of the extensive coverage of ConsumerView individual and household information including realty, age, marital status, presence of children, as well as Census data. 

As you will see from the table below, income distributions for the new model closely align with national Census distributions. The updated models more accurately predict estimates for high-income households. 
 
Estimated Income National Distributions  
	Code
	Income Range
	V5 Income %
	Census %
	Difference

	A
	$14,999 and less
	12.2%
	13.5%
	-1.3

	B
	$15,000-$24,999
	10.7%
	11.5%
	-0.8

	C
	$25,000-$34,999
	10.2%
	10.9%
	-0.7

	D
	$35,000-$49,999
	13.7%
	13.9%
	-0.2

	E
	$50,000-$74,999
	19.0%
	17.6%
	1.4

	F
	$75,000-$99,999
	12.8%
	11.5%
	1.3

	G
	$100,000-$124,999
	8.3%
	7.5%
	0.8

	H
	$125,000-$149,999
	4.6%
	4.4%
	0.2

	I
	$150,000-$174,999
	2.6%
	3.2%
	-0.6

	J
	$175,000-$199,999
	1.5%
	1.7%
	-0.2

	K
	$200,000-$249,999
	1.7%
	1.9%
	-0.2

	L
	$250,000+
	2.6%
	2.3%
	0.3

	
	Grand Total
	100.0
	100.0
	


[bookmark: _Toc469400523]Indexed Income 
Estimated Household Income indices and percentiles are created to provide additional analytical power to ConsumerView data. Income is ranked on county, state and/or national levels. 

Indexing income at the geographic level is important to help marketers better understand household’s purchasing power. For example; Jane Doe’s income is $52,000 in county X and John Smith also makes $52,000 but lives in county Y. Both Jane Doe and John Smith's incomes are in the top 76 percent of the nation, but Doe's purchasing power is greater because her income is in the top 75 percent of the county where she lives, whereas Smith's is 48 percent in his county. Using Geographic Income Percentiles takes the guess work out of selecting the top, middle, or low-end incomes. To reach the wealthiest consumers within a county or nation, marketers should target households ranked highest, example from 80 to 99.

	Index / Percentile Name 
	Description
	Field ID

	County Estimated Household Income (EHI) Index
	The index of income to the county median income, utilizing estimated income for calculating the median and for indexing. Lower values = lower income within the county. Higher values = higher incomes values within the county. Valid Values: 001-999
	4451

	State Estimated Household Income (EHI)  Index
	Index of the estimated income to the state median income, utilizing the estimated income for calculating the median and for indexing. Valid Values: 001-999
	4450

	National (Estimated Household Income (EHI) ) percentile 
	Income is ranked at the national and county levels. For each record, percentiles ranging from 00 to 99 are applied. Lower values = lower incomes. Higher values = higher incomes. 
Valid Values: 01-99
	862


[bookmark: _Toc469400524]Ethnic Insight  
Ethnic Insight helps clients reach new markets, build customer loyalty, and differentiate product offers. Ethnic Insight is developed using a unique analytical process that identifies the ethnic origin, probable religion and language preference of individuals. It allows clients to customize marketing strategies to address America’s fastest growing ethnic populations. 
 
Ethnic Insight is based on sophisticated geocentric research and proprietary technology. Ethnic Insight’s application includes system rules for first names, surnames, surname prefixes and suffixes, and geographic criteria to identify an individual’s ethnic, religious and language preference. Because of this unparalleled approach, Ethnic Insight can further identify individuals who think and speak in their native tongue.

	Ethnic Insight Attributes 
	Description
	Field ID

	Ethnic - Country Of Origin
	Based on a comprehensive predictive name analysis process that predicts the country of origin for Hispanic names.
	10779

	Ethnic – Ethnic Detail 
	Based on a comprehensive predictive name analysis process which predicts 180 specific ethnicities.
	10780


	Ethnic - Experian Group
	Based on a comprehensive predictive name analysis process that predicts ethnicity. 33 groups based on rolling up the 180 Ethnic Detail Codes
	10781


	Ethnic - Group
	Based on a comprehensive predictive name analysis process that predicts ethnicity. 16 groups based on rolling up the 180 Ethnic Detail Codes. 
	10782


	Ethnic - Religion
	Based on a comprehensive predictive name analysis process that predicts 14 religion codes.
	10783


	Ethnic - Language Preference
	Based on a comprehensive predictive name analysis process that predicts language preference.
	11070


	Ethnic - Assimilation
	Based on a comprehensive predictive name analysis process that predicts the degree which a Hispanic or Asian individual has adopted the language and culture of the US.
	11069


[bookmark: _Toc99267363][bookmark: _Toc99267482][bookmark: _Toc99267605][bookmark: _Toc99268396][bookmark: _Toc99268520][bookmark: _Toc99268980][bookmark: _Toc99269096][bookmark: _Toc99269352]
What is Ethnic Insight?
[bookmark: _Toc99267364][bookmark: _Toc99267483][bookmark: _Toc99267606][bookmark: _Toc99268397][bookmark: _Toc99268521][bookmark: _Toc99268981][bookmark: _Toc99269097][bookmark: _Toc99269353][bookmark: _Toc99269996]Experian’s Ethnic Insight is a comprehensive predictive name analysis process that identifies the ethnic origin, probable religion and language preferences of individuals. The process utilizes e-Tech 8.0 software, comprised of more than 1,027,150 surnames by ethnicity, over 81,390 first names common to more than one ethnicity, over 102,270 first names unique to a given ethnicity, over 350 middle names unique to a given ethnicity or religion and over 3,835 expert system rules based on certain prefixes and suffixes of surnames unique to a given ethnicity. It includes language-specific phrases for “son of,” patronyms, geographic locators like “southern” or “by the linden trees.”  Additionally, Ethnic Insight has a group of geographic reference tables, which are used to determine the proper codes to apply to an individual. 

How does it work?
Ethnic Insight looks at all components of a name and geography and uses internal logic to splice them together. For example, Rui Souzas should be Portuguese, even though the first name Rui can be Chinese, Portuguese or Filipino. Ethnic Insight does this by comparing the name intelligence in the first name to the name intelligence in the last name. The last name Souzas can be either Portuguese or Greek, but only one of those ethnicities is shared by the first name Rui. This approach allows Ethnic Insight to correctly code Rui Souzas as Portuguese, but Rui Chang as Chinese, even though they have the same first name.
In the case that a person’s first and surname come from two different ethnicities, Ethnic Insight will then rely more heavily on the first name when determining ethnicity and language. A person named Linh O’Brien will be identified as Vietnamese, not Irish and a person named John Chen will be identified as English-speaking, although he will still receive Chinese ethnicity.
Ethnic Insight is also able to apply name intelligence to complex, multi-part first names and surnames. This is especially important in recognizing Hispanics and Asians. Ethnic Insight knows that Peter Mei Yu is Chinese while Peter Hak Yu is Korean. Ethnic Insight is also able to recognize that a person named Robert Rojas de la Cruz is Hispanic because it will recognize two Hispanic surnames, “Rojas” and “de la Cruz.”  
If either the first name or surname is not on Ethnic Insight’s name data sets, Ethnic Insight may still identify it based on the thousands of expert rules it stores. 

In addition to name intelligence, Ethnic Insight examines all of the geographic intelligence available on the record using enhanced neighborhood analytics.

[bookmark: _Toc99267365][bookmark: _Toc99267484][bookmark: _Toc99267607][bookmark: _Toc99268398][bookmark: _Toc99268522][bookmark: _Toc99268982][bookmark: _Toc99269098][bookmark: _Toc99269354][bookmark: _Toc99269997][bookmark: OLE_LINK1][bookmark: OLE_LINK2]Country of Origin for Hispanics
For individuals identified with a Hispanic name, the system utilizes neighborhood data to predict the country of origin. A 2-position code is assigned to identify if the person is from Mexico, Cuba, and Puerto Rico etc.

Assimilation 
Assimilation is the process whereby a minority group gradually adopts the customs and attitudes of the prevailing culture. Assimilation is also the state of change that occurs when a new immigrant enters the country and adapts to the surrounding environment. As they become more adapted and comfortable within their new environment the immigrants will no longer seem to be immigrants, their lifestyle characteristics will be more in line with that of the general population because of their higher level of assimilation

Assimilation coding can be identified on the following detail ethnicities: Hispanic, Chinese, Japanese, Khmer, Korean, Laotian, Thai, Vietnamese, Hindu, Indian, Akistani and Filipino. Please use the Detail Ethnicity select to target the appropriate ethnicity. If a Detail Ethnicity select is not chosen, the user will receive data on all ethnicities listed above.

Values
1 – Assimilated – speaks primarily English 
2 – Bilingual English – Prefers English but knows some of their native language 
3 – Bilingual Native Language – Prefers their native language but knows some English 
4 – Unassimilated – Speaks primarily their native language
[bookmark: _Toc469400525]Investment Property
Investment Property is determined from grant/warranty deed information filed at the county recorder's office in the county where the property is located. More than 10 million investment properties have been identified. Investment properties values include:   I = Investment, P = Private party lender, S = Seller carry back, T = Timeshare. 

	Investment Property Attributes
	


	· Address 
	· Deed Date of Equity Loan

	· Additional Investment Flag
	· Equity Amount

	· Type of Investment
	· Equity Lender Name

	· Date of Warranty deed
	· Equity Rate Type, Loan Type

	· Purchase Amount
	· Deed Date of Refinance Loan

	· Mortgage Amount
	· Refinance Amount 

	· Mortgage Lender name
	· Refinance Lender name

	· Mortgage Rate Type, Loan Type
	· Refinance Rate Type, Loan Type


[bookmark: _Toc99268524][bookmark: _Toc469400526]Mortgage Data 
Experian’s mortgage data is compiled from county deed records and provides comprehensive data selections relating to the home purchase and mortgage transaction. Mortgage data gives you access to the essentials relating to home purchases and mortgage transactions. Use mortgage data to select elements such as mortgage amount, purchase amount, new/resale, loan type and sale date. 

For optimal insight into current financial and homeowner/mortgage status, Realty Models have been created; the and include Estimated Current Home Value, Estimated Available Equity, Estimated Current Monthly Mortgage Payment, Estimated Current Loan to Value Ratio and Estimated Current Mortgage Amount. See next section for more information. 
[bookmark: _Toc423863300][bookmark: _Toc469400527]Estimated Current Home Value (ECHV) and Realty Models 
The Estimated Current Home Value model integrates market-specific data sources that include the most current, complete and relevant home value information available. In addition to public record data, the model will consider all available market information including recent sales and property listings. 

ECHV is integral in the build for Experian’s realty models to provide the estimated current values for the mortgage, equity, loan to value and mortgage payment. The realty models include a confidence code of 1-3; 1 is the highest level of confidence. 


Data Dictionary for ECHV and Realty Models 
	ECHV and Realty Models 
	Definition 
	Field ID

	Estimated Current Home Value
	Predicts the current home value. ECHV integrates market-specific data sources that include the most current, complete and relevant home value information available. In addition to public record data, such as deed data, the model will consider all available market information including recent sales and property listings.
	4790


	Realty Mode Confidence code-v2

	Confidence code for the realty models 
  1 = Extremely Likely 
  2 = Highly Likely
  3 = Likely
	10886


	Estimated Current Mortgage Amount 
	Estimated Current Mortgage Amount model predicts the amount currently remaining on the primary mortgage. It projects the amount owed on the mortgage by using the original mortgage amount or refinance amount; even where known mortgage data is not available. When data is not available from deed records, ECMA is calculated based on a combination of real estate data including estimated current home value and other ConsumerView variables such as demographics, summarized credit and auto data, and census. 
	11126

	Estimated Current Loan-to-Value Ratio
	Estimated Current Loan to Value Ratio is a percentage of the current estimated mortgage amount divided by the estimated current market value of the home. The higher the ratio, the less equity the homeowner has on the house. This ratio is available wherever the loan amount and estimated current home value are available.
	11116


	Estimated Available Equity 
	The Estimated Available Equity model is Experian's proprietary model designed to accurately predict equity in the home for homeowner records. The value of equity equals the estimated current home value minus the remaining principal of the mortgage loan. The model inputs, such as sale price, sale date and mortgage amount of the property were acquired from realty deed records from the county court house.
	11122


	Estimated Current Monthly Mortgage Payment 
	The Estimated Current Monthly Mortgage Payment model is a subset of the Experian Equity model and predicts the monthly home payment. Input variables; such as sale date, mortgage amount and interest rate acquired from realty deed records from the county court house are utilized.
	11117


[bookmark: _Toc469400528]Indexed Estimated Current Home Value 
Estimated Current Home Value (ECHV) indices and percentiles are created to provide additional analytical power to ConsumerView data. ECHV is ranked on county, state and/or national levels. 

Indexing Estimated Current Home Value at the geographic level is important to help marketers better understand a household’s ECHV based on the location. For example; Jane Doe’s home value is $250,000 in county X and John Smith’s home is also $250,000 but lives in county Y. Both Jane Doe and John Smith's estimated current home values are in the top 76 percent of the nation, but Doe's is greater value because his ECHV is in the top 75 percent of the county where she lives, whereas Smith's is 48 percent in his county. Using Geographic Percentiles takes the guess work out of selecting the top, middle, or low-end ECHV’s. To reach the consumers with highest home value within a county or nation, marketers should target households ranked highest, example from 80 to 99.

	Index / Percentile Name 
	Description
	Field ID

	County Estimated Current Home Value (ECHV) index
	County Estimated Current Home Value Index is the result of indexing each Living Unit's Estimated Current Home Value to their county median. Utilizing the Experian Estimated Current Home Value for calculating the median and for indexing. Example: 100 = Median for County, 110 = 10% above Median for County. Valid Values: 001-999, 000=Unknown.
	4448

	County Estimated Current Home Value (ECHV) percentile
	The percentiles for Estimated Current Home Values ranked at the county level. For records with ECHV, county percentiles ranging from 01 to 99 are applied. Lower values = lower home values within the county. Higher values = higher home values within the county.  Valid Values: 01-99, 00 = Unknown.
	4449


[bookmark: _Toc469400529]Property Characteristics 
Experian’s property data is compiled completely from public records of county deed and tax assessor files. This rich data source provides detailed property characteristics such as year built, square footage, and existence of a swimming pool. In addition, property value information such as Tax Value, Total Value and Land Value is provided. EMS’s Property Data gives you the power to select on the detail level to create a custom list for your client. 

	Property Attributes 

	

	· Base square footage 
	· Home Stories

	· Building square footage 
	· Home Swimming Pool Indicator

	· Home Air Conditioning
	· Home Total Rooms

	· Home Bath
	· Home Total Value

	· Home Bedrooms
	· Home Year Built

	· Home Building Square Footage
	· Improvement value

	· Home Exterior Wall Type
	· Land depth footage 

	· Home Fireplaces
	· Land square footage 

	· Home Floor Cover Indicator
	· Land value 

	· Home Heat Indicator
	· Tax payment 

	· Home Improvement Value
	· Total Tax

	· Home Land Square Footage
	· Total value

	· Home Property Indicator
	


[bookmark: _Toc469400530]Equity/Refinance 
Experian’s equity and refinance data is compiled from county deed records and provides comprehensive data selections relating to major home financial activities. Equity and refinance data will allow you to identify homeowners who have been granted tax deductible home equity loans, home equity lines of credit, “cash out” refinances, or second mortgages. For most consumers that may mean taking possession of a lump-sum check between the value of $10,000 and $150,000. 

Composed of more than 26 million records, Experian’s equity and refinance data is a valuable resource for today’s successful marketer. These consumers are often a highly desirable audience for direct marketing offers because they have received large amounts of cash, often invest in home improvements, take vacations, and consolidate debt which may free up income for additional spending. 

Use equity and refinance data to select equity or refinance loan type, amount, date, term or rate. 

Equity/Refinance Attributes 

· Deed Date of Equity Loan
· Equity Amount 
· Equity Lender name
· Equity Rate Type, Loan Type 
· Deed Date of Refinance 
· Refinance Amount
· Refinance Lender name
· Refinance Rate Type, Loan Type
[bookmark: _Income_Version_4][bookmark: _Income_Version_5][bookmark: _Data_Select][bookmark: _Toc469400531]Rural-Urban County Size Code
A classification of U.S. counties developed by The Economic Research Service of the U.S. Department of Agriculture (ERS/USDA), these codes distinguish counties within Metropolitan Statistical Areas (Metro) by the population of the Core Based Statistical Area (CBSA), and counties not in Metropolitan Statistical Areas (Non-Metro) by degree of urbanization and adjacency to one or more Metropolitan Statistical Areas. 
The Metro and Non-Metro counties have been subdivided into three and six subgroups, respectively, resulting in nine county classifications. This allows for analysis and selection by finer distinction than CBSA Type.
1. Counties in Metro Areas w/ pop. 1,000,000 or more 
1. Counties in Metro Areas w/ pop. 250,000-1,000,000 
1. Counties in Metro Areas w/ pop. less than 250,000 
1. Urban pop. 20,000 + adjacent to Metro Area 
1. Urban pop. 20,000 + not adjacent to Metro Area 
1. Urban pop. 2,500-19,999 adjacent to Metro Area 
1. Urban pop. 2,500-19,999 not adjacent to Metro Area 
1. Completely rural/LT 2,500 urban pop. adjacent to a Metro Area
1. Completely rural/LT 2,500 urban pop. not adjacent to a Metro Area 
[bookmark: _Toc469400532]Buyer Behavior 
[bookmark: _Toc469400533]Past Purchase 
No single factor can improve the result of a campaign like an audience of proven responders. Experian's Past Purchase audiences connect you to consumers who have a purchase history in 38 product categories from brick and mortar, catalog or internet channels. With 175 attributes, Past Purchase provides the detailed granularity to give ultimate control in developing targeted audiences based upon purchase recency, frequency and monetary value (RFM). 

	38 Past Purchase Categories
	Examples of Purchase Transactions 

	Apparel Western                                                       
	Apparel considered to be “Western” (e.g.: jackets, pants, boots, hats)

	Children's Apparel                                                     
	Apparel and accessories designed for children ages 0-11

	Men's Casual Apparel                                                      
	Every day apparel excluding suits and outdoor/athletic wear

	Woman's Athletic Apparel                                               
	Athletic apparel and accessories

	Woman's Casual Apparel                                               
	Every day apparel excluding suits & evening wear

	Woman's High End Apparel                                            
	Clothing purchase price of $100+

	Woman's Low-Priced Apparel                                       
	Clothing purchase price less than $49

	Woman's Mid-Priced Apparel                                           
	Clothing purchase price of $50-99

	Woman's Plus Apparel                                                      
	Apparel designed for woman who wear plus sizes L-5X

	Children's Merchandise                                                      
	Toys, bedding and home décor designed for children 0-11

	Active Outdoors                                                               
	Skateboarding, skiing, snowboarding, active outdoors - Goods connected to outdoor activities excluding hunting & fishing (e.g. swimming pools, sports & leisure, baseball/softball, camping/hiking, cycling, golf, running/walking, boating)              

	Automotive                                                                      
	Automotive accessories, automotive repair & restoration

	Books          
	Audio books, books – biographies, memoirs, cooking, food & wine, fiction, home & garden, how-to, sports, non-fiction, travel etc.                                                                 

	Collectibles                                                                     
	Includes goods that are typically collected as hobbies, figurines, sports memorabilia, old toys

	Continuity                                                                      
	Subscribing clubs that send goods to patrons monthly or at some regular time interval

	Cosmetics/Perfume  
	Includes beauty-cosmetics/beauty aid, perfume 

	High-Priced Décor                                                          
	Home decor purchase price of $250+

	Low-Priced Décor                                                           
	Home decor with a purchase price of less than $99

	Mid-Priced Décor                                                            
	Home decor with a purchase price of $100-249.99

	Electronic/Gadgets          
	PDAs, home audio, home theater, phone products, photography & video equipment                                                   

	Extreme/Snow sport       
	Snowboarding, skiing                                              

	Furniture
	Bedroom furniture, dining room, family room, etc.                                                                              

	Food and Snacks                
	 Food or Wine Membership Clubs, pastries, popcorn, etc.

	Gardening Décor     
	Outdoor lighting, garden décor, backyard nature                                                                                                                  

	Gardening Supplies/Seeds/Flowers                             
	Gardening Supplies/Seeds/Flowers                             

	Gift Cards & Stationary  
	Stationary, luxury stationary                                               

	Gifts and gift merchandise      
	Gifts such as novelty cat, dog, horse (animal) related gifts, sports gifts, inspirational                                     

	Seasonal Gifts                                                               
	Includes gifts and merchandise primarily given during a particular season (e.g.: Christmas, Valentine’s Day, Fourth of July)

	Hobbies and Crafts  
	Knitting/crochet, needlepoint, quilting, scrapbooking, woodworking etc…                                                 

	Home Improvement and Safety                                    
	Home care-safety items, paint/wallpaper/tile supplies, home care-environmental

	Jewelry & Accessories                
	Fine jewelry, hand crafted, silver, gemstones                                   

	Kitchen & Tabletop           
	Cooking tools, tableware, linens, crystal, china & flatware                                                                                        

	Linen & Bedding
	Towels, bedding, accessories                                                               

	Music                                                                             
	Music accessories, music purchases of big band, classic rock, jazz, soft rock etc. 

	Pets       
	Pet supplies, pet food, etc.                                                                         

	Professional/Office/Business Office equipment and furniture
	Professional/business/office equipment and furniture - Copiers, faxes, computers, laptops, printers, scanners, software, office supplies

	Travel and Luggage           
	Travel accessories, package vacations, luggage                                               

	Vitamin/Health products
	Alternative medicine, nutraceuticals, vitamins, wellness, health related supplies                                                


Benefits
· Accurately target future product offers using the increased visibility into the historical purchases for a household 
· Realize an additional lift of 25% against complied files
· Improve segmentation through known transaction selects via RFM (recency, frequency, monetary) information  
· Recency, Frequency, Monetary (RFM) and Last 12 Months (LTM)  data added to enhance the consumer view
Application examples
· Financial and Insurance: Ideal for targeting consumers with recent buying activity in product categories such as children’s merchandise and furniture that may signify major life-events
· Retail: Customize dynamic ad content based on known product interests and buying activity
· Automotive: Create strong acquisition campaigns by identifying consumers who have recent buying activity for automotive repair products and services


Past Purchase data is created by aggregating retail/catalog and known proprietary purchase transaction sources on a household level to develop 38 summarized product category fields presented with recency, frequency, and monetary segments. Past Purchase provides the following data segments for product category and overall households. 

	RFM by Product Category 
	Overall RFM 

	· Recency – Most recent purchase within category
· Frequency – Total orders in 48-month window within that category
· Monetary – Total Dollars spent in 48-month window within that category
· Purchase propensity score

	· 0-3 Month frequency and dollar
· 4-6 Month frequency and dollar
· 7-9 Month frequency and dollar
· 10-12 Month frequency and dollar
· 13-18 Month frequency and dollar
· 19-24 Month frequency and dollar


Past Purchase Attributes 

Each of the 38 Past Purchase data categories includes RFM and a propensity score. Overall attributes provide RFM in month increments 0-3, 4-6, 7-9, 10-12, 13-18, and 19-24. The tables below provide examples of the fields provided. 

Past Purchase Product Category RFM + Score Example 
	Past Purchase RFM  + Score (example) 
	Definition
	Length 

	Pets Recency
	Pets Recency is the most recent purchase date for this product category. Valid Values: CCYYMMDD or Blank
	8

	Pets Frequency
	Pets Frequency is the total purchase frequency for this product category in the past 48 months. 3 Digit Frequency counter 000-999 or Blank. Valid Values: 000-999, or blank
	3

	Pets Dollar
	Pets Cumulative Dollar is the total dollars spent in the last 48 months. 4 digit whole dollars capped at 9999. Valid Values: 0000-9999
	4

	Pets Score
	Pets Score is a product category model derived from purchase activity within this category, ranking the propensity to purchase again for this target product category. Valid Values:  000 to 999. The higher the score, the more historical purchase activity there is for the household within that product category.
	3



Overall Household Past Purchase Attributes in Month Ranges Example  
	Past Purchase RFM in Month Ranges 
	Definition
	Length 

	0 - 3 Month Transaction  Frequency
	Number of orders a household has made in the past 3 months regardless of product category. 3 Digit Frequency counter 000-999 or Blank. Valid Values: 000-999
	3

	0 - 3 Month Transaction  Dollar
	Total dollars spent in the past 3 months regardless of product category. 4 digit whole dollars capped at 9999. Valid Values: 0000-9999
	4


[bookmark: _Toc469400534]Purchase Predictor 
Purchase Predictors are household-level propensities ranking likelihood to purchase across 25 product categories and 1 overall category in 3 channels; retail (brick and mortar), online and household expenditures (all channels). The Purchase Predictors were defined from Experian’s Past Purchase data to create 77 total models. The scores indicate a household’s likelihood to purchase from a category either online, through retail or overall purchase. 
Purchase Predictor Channel Categories
· Retail Buyer: Consumers who prefer to make a retail purchase relative to the product category
· Online Buyer: Consumers who prefer to make an online purchase relative to the product category
· Household Consumer Expenditure: Consumers likely to purchase within a specific product category 
Application Examples
· Electronics: Cross-sell to consumers who previously purchased home office supplies online.
· Travel and Entertainment: Promote Caribbean destination vacations to prospects likely to purchase cruises.
· Pets: Deploy retention programs targeting customers who prefer to purchase pet products at retail locations.
Purchase Predictors Features and Benefits
· Helps clients create better positioning by targeting to more customers and cross selling new categories in specific channels 
· Rank orders all ConsumerView households on the likelihood that those consumers would buy online or  brick and mortar 
· Identifies consumers who are spending money and what they are spending it on 

	Purchase Predictor Categories 
(Online, Retail, Household Expenditures)
	Past Purchase Categories (used to define Purchase Predictors)  

	Accessories
	Jewelry & accessories - Watches, jewelry, handbags, hats, scarves      

	Active Outdoors - Hard Goods
	Extreme/snow sport - Skateboarding, skiing, snowboarding, Active outdoors - Goods connected to outdoor activities excluding hunting & fishing (e.g. swimming pools, sports & leisure, baseball/softball, camping/hiking, cycling, golf, running/walking, boating)                                                   

	Active Outdoors - Soft Goods
	Sports apparel 

	Apparel
	Men’s, Women’s and Children’s apparel of all types such as athlete, casual, low to high priced, plus size.

	Computers
	Professional/business/office equipment  - computers, laptops, printers, scanners, software

	Electronics & Gadgets
	PDAs, home audio, home theater, phone products, photography & video equipment                                                         

	Food & Beverages
	Food & snacks - Food, beverages, sweets, gift baskets                                                              

	Furniture
	Bedroom furniture, dining room, family room, etc.   

	General/Misc.
	Books & magazines, Collectibles - Goods that are typically collected as hobbies, figurines, sports memorabilia, old toys, Gift cards & stationary 

	Hobbies & Entertainment
	Floral design, needlepoint, painting, pottery, quilting, sewing, knitting, scrapbooking, musical instruments, bird watching, aviation

	Home Decor
	Low to High-Priced décor - Home decor all price ranges 

	Home Domestics
	Bathroom furnishings, towels, linens, bedding           

	Home Maintenance
	Home improvement & safety - Storage, paint, wallpaper, tile supplies, plumbing, vacuums, air purifiers, maintenance, safety                                  

	Home Office
	Professional/business/office equipment and furniture - Copiers, faxes, computers, laptops, printers, scanners, software, office supplies

	Kitchen
	Small appliances, appliances, housewares 

	Lawn & Garden
	Gardening supplies including seeds, flowers, bulbs, tools, herbs, or vegetables.

	Outdoor Living
	Gardening décor - Outdoor lighting, garden décor, backyard nature                                                           

	Personal Health
	Vitamin/health products - Organic lifestyle, medical supplies, personal care, vitamins & nutrition, diet & weight loss

	Pets
	Pet supplies

	Seasonal Products
	Seasonal gifts - Gifts and merchandise primarily given during a particular season (e.g.: Christmas, Valentine’s Day, Fourth of July)                                                    

	Shoes
	Women's shoes, Men's shoes

	Tabletop & Dining
	Cooking tools, tableware & flatware                                          

	Tools & Automotive
	Goods connected directly with automotive repair & restoration (e.g. Hand tools, power tools, carpentry tools)                                                                    

	Toys
	Toys, bedding and home décor designed for children 0-11              

	Travel
	Travel accessories, package vacations, luggage

	Overall
	All


[bookmark: _Toc425077451][bookmark: _Toc469400535]Purchase Predictor Attributes 
Each of the 25 Past Purchase data categories (+ 1 overall) includes online, retail and household expenditure model rank. The model values are 01-99, the higher the number, the more likely they are to purchase online within that product category. The table below shows examples of the fields provided.  

	Purchase Predictor Online, Retail, Household Expenditure  (example) 
	Definition
	Length 

	Online Pets
	Online Pets Buyer propensity model provides a measure to rank order all ConsumerView households on the likelihood that those consumers would buy online within the pet product category. 
	2

	Retail Pets
	Retail Pets Buyer propensity model provides a measure to rank order all ConsumerView households on the likelihood that those consumers would buy at a retail location relative to the pet product category. 
	2

	Household Consumer Expenditures Pets
	Household Consumer Expenditure Pets Buyer propensity model provides a measure to rank order all ConsumerView households on the likelihood that those consumers would buy relative to the pet product category. 
	2
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ChoiceScore helps marketers identify and more effectively market to under-banked consumers using the most comprehensive array of non-credit data available from Experian, including consumer, demographic, behavioral and geo-demographic information. ChoiceScore was developed for invitation to apply (ITA) marketing campaigns to help reach under-banked populations, emerging consumers and non-bureau matches.  

ChoiceScore can be used to establish new customer bases, tap into under-marketed, under-served universes and tailor offers and promotions more appropriately. Marketers can select and test different confidence levels and target specific consumers based on potential risk or conversely use these to suppress from other programs/campaigns as a cost saving effort. 

	ChoiceScore Attributes
	Definition 
	Field ID 

	ChoiceScore Prospect Flag
	Indicates households as potentially under-banked, (also known as “thin file”) based on the ChoiceScore Model. 
Y=Yes: Present in under-banked population
N=No: Not present in under-banked population
U=Unknown 
	4042

	ChoiceScore Prospect Segment
	Propensity segment assigned to households in the under-banked population (also known as “thin file”).  Values 1-9.  1= Most likely to be on under-banked, N=Not on present on under-banked population, U=Unknown 
	4043

	ChoiceScore Prospect Model Score
	Propensity score assigned to households in the under-banked population (also known as “thin file”).  Values:  5440–9999, the higher the score, the more likely the record is to be under-banked. 0000 = Unknown. 
	4044

	ChoiceScore Good versus Bad Segment
	Propensity segment assigned to households in the under-banked population (also known as “thin file”) to be more or less desirable from a credit perspective. Values 1-9. 1= Most desirable from a credit perspective,  N=Not on present in under-banked population U=Unknown 
	4045

	ChoiceScore Good versus Bad Score
	Propensity score assigned to households in the under-banked population (also known as “thin file” to be to be more or less desirable from a credit perspective. Values: 1–9999, the higher the score the more desirable from a credit perspective. 0000 = Unknown.
	4046


ChoiceScore Applications 
· Telecommunication – campaign segmentation 
· Money transfer services – identify consumers transferring money internationally
· Financial services – new deposit accounts (checking/savings), alternative financial services such as pre-paid cards, check cashing 
Model Development 
· Determined a target population for each model using a defined universe of records identified as under-banked as the baseline analysis file
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more than 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Designed models to be applied in unison or independently
· Built and scored in demi-deciles (5% breaks) for added granularity with scores appended at the individual level, but aggregated at the household level
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected
ChoiceScore Prospect - propensity for a consumer to be in the under-banked population 
	Data Sources 
	Model Profile 

	· De-identified credit variables 
	· Areas of high delinquency

	· ConsumerView core demographics
	· Short length of residence

	· Mail order purchase behavior
	· Households with young adults

	· Census data 
	


Good vs. Bad Credit - propensity for a consumer to be more or less desirable from a credit perspective  
	Data Sources 
	Model Profile 

	· De-identified credit variables 
	· Good risk credit attributes

	· ConsumerView core demographics
	· Higher incidence of import cars

	· Auto Market Statistics 
	· Households with older individuals

	· Census data 
	



Important Notes Regarding ChoiceScore - ChoiceScore may not be used:

· To communicate an individual’s credit history
· For any adverse action at an individual level
· For any use of the Experian Audience Segments to create look-alike segments based on the Audience Segments, nor to resell or repackage the Audience Segments.  Resale or repackage of the Audience Segment is only permitted with express approval from Experian
· For any purpose at an individual consumer level, including portfolio review purposes, or to link to or seek to determine the identity or any identifying attributes of any individual
· To satisfy compliance with any end user legal requirement or in a manner that violates any local, state or federal laws or regulations, nor the Fair Credit Reporting Act


· As a factor in establishing any consumer’s eligibility for (i) credit or insurance used primarily for personal, family or household purposes, (ii) employment purposes, or (iii) other purposes authorized under the Fair Credit Reporting Act. Statistics by themselves cannot be used to determine credit worthiness
· ChoiceScore is restricted from use for Payday Loan or Credit Repair marketing offers
[bookmark: _Toc469400538]ConsumerView Profitability 
ConsumerView Profitability Score helps identifies and ranks households likely to pay their debts, allowing marketers to target the best prospects based on profitability, approval rates and response rates. ConsumerView’s Profitability Score combines a robust scoring model that offers a higher level of refinement for selecting top profitability prospects to deliver greater precision in predicting, identifying and targeting prospects at the household-level. 

Thirteen levels with 3 high profitability levels provide clients precision in selecting the best prospects that will respond and comply with the terms of their Invitation-to-Apply lending, credit or continuity program offers. The score ranks prospects at the household-level, which enhances targeting for marketers who previously relied solely on the ZIP+4™ scoring associated with the summarized credit statistics. With increased visibility at the household- level, marketers can refine prospecting to isolate mismatches, which significantly reduces the cost and the risk of generating unprofitable prospects. Tier 1 represents those most likely to pay their debts, while tier 13 contains the households least likely to be profitable.
[bookmark: _Toc469400539]FMCG Consumer Financial Insights (CFI) & Financial Personalities 
The Financial Personality & Consumer Financial Insights product suite is created in partnership between Experian and First Manhattan Consulting Group (FMCG).

Financial Personalities and Consumer Financial Insights are multi-dimensional, category-specific segmentation frameworks based on both self-reported and actual financial services-related needs, attitudes and behaviors. Financial Personality scores are used by marketers across a wide range of applications, including targeting households based on their product preferences and product usage within specific categories, outlined below. 

Development and regulatory review processes:  

· Every 18 to 24 months, extensive research is completed against a representative sample of 25,000+ consumer households across the United States 
· The respondent sample is carefully balanced to reflect a representative census population, e.g., age, gender, income, household composition, geography 
· Each participating household responds to a battery of more than 100 questions regarding their finances, e.g., investable assets, deposit balances  

All scores and models are compliant with fair lending statutes and practices; no restricted variables are used in any models. No indicators of gender, race, color, religion, national origin, marital status, ethnic group, presence of children, or other prohibited variables are included in the models. The models do not include individual or household credit data and are compliant with all relevant regulations. 
[bookmark: _Toc423364320][bookmark: _Toc423365415][bookmark: _Toc423429587]Consumer Financial Insights (CFI)
Identifying consumers based on affluence can help direct future marketing decisions and treatment strategies. Models have been developed leveraging FMCG’s survey data combined with the Experian ConsumerView information to accurately predict household-level scores across the entire U.S. population. 
Five Consumer Financial Insights Scores: 
· Household Deposits Score
· Investment Balances Score
· Investable Assets Score
· Household Net-Asset Score
· Mortgage Refinance Score

CFI provides understanding related to how households save, household liquidity and how households interact with retail financial services companies. How many times have you heard “I want to target consumers who are affluent?” It’s one of the most common requests - CFI Net Asset and CFI Investable Asset Score are very powerful when used in combination.

· Net Asset Score – an estimate of all household assets minus all household liabilities (net worth) 
· Investable Asset Score – an estimate of all household investable assets: deposits (checking, savings, money market, CD), stocks, bonds, mutual funds, retirement accounts, etc.

One of the most significant differences between the two scores is that the Asset Score includes a home value calculation while the Investable Asset Score does not include this factor. As a result, a consumer can have a high Net Worth, but have limited liquidity because most of their “worth” is in their house. The “sweet spot” is the intersections of both scores – helping the marketer identify consumers with the most affluence and liquidity to spend. Experian has more than 4.1 million consumers available on ConsumerView that are in this “sweet spot”. 

Solely relying on the Investable Asset Score will only provide half the story. The reality is that the combination of both scores will deliver the most differentiation when attempting to determine the prospects with the most affluence in the country.
[bookmark: _Toc423364321][bookmark: _Toc423365416][bookmark: _Toc423429588]FMCG Financial Personality (FP) 
Financial Personalities help marketers not only target their best prospects, but also understand the consumer’s financial attitudes and ability to spend. Marketers need to understand consumer attitudes, behaviors and interactions with retail financial services companies in order to accurately address these audiences and provide timely and relevant offerings. Imagine if you could not only find the right audience, but also know if they have the cash in hand to make a purchase. With our proprietary FMCG Financial Personalities, that’s possible.
Five comprehensive Financial Personality categories: 
· Credit Card 
· Deposits
· Home Equity 
· Investments
· Mortgage 
Application examples:
· Deposits (Conservative Branch Bankers + Household Deposit Score) – Advertise convenient locations offering excellent service to confident banking consumers who crave face-to-face interactions.
· Investments (Price-Sensitive, Self-Directed Investor + Investable Assets Score) - Advertise easy-to-use online tools and competitive rates to gain trust and earn loyalty from investors who prefer to manage their accounts online.
· Mortgage (Insecure, Advice Seeking Refinancer + Mortgage Refinance Score) - Advertise cost-savings benefits to homeowners seeking to refinance for a lower interest rate.
[bookmark: _Toc469400540]Analytics IQ – Investor IQ 
InvestorIQ is an econometric score that predicts the amount of taxable invested assets of the household (liquid investments predictor). It is developed using known and inferred data and validated against known investible asset information. InvestorIQ is an excellent tool to help marketers target high-value investors. 


Features and Benefits
· Scores are delivered in the $1000’s (i.e. 125 = $125,000), which provides a valuable level of granularity for targeting, enrichment and analytics 
· High maximum value of $20MM
· Successfully benchmarked against IXI and Nielsen IPA data
· Applied at the household 
Investor IQ Categories 
· Checking
· Securities 
· Savings
· Bonds 
· Life Insurance 
· Annuities 
[bookmark: _Toc469400541]Analytics IQ – WealthIQ™
WealthIQ predicts the net worth of the household – wealth from all sources. WealthIQ is developed using a combination of known and inferred data and proprietary models. 
Features and Benefits
· Scores are delivered in the $1000’s, which provides a valuable level of granularity for targeting, enrichment and analytics 
· High maximum value of $25MM
[bookmark: _Toc469400542]Analytics IQ – Discretionary Spend Estimate (DSE) 
Discretionary Spend Estimate (DSE) is a model that provides an estimate of a household’s discretionary spending over the next 12 months on discretionary or non-essential expenses. The score range of $888 to $87,900 represents an estimated dollar amount of a household’s annual spend on discretionary expenses. The attribute relies on Experian data and third-party data and was developed in conjunction with Analytics IQ.
Features and Benefits
· Estimates reflect current economic conditions and shifts in the economic environment
· Estimates are updated every two months 
· Leverages market-leading demographic data, national survey data and the most recently published econometric data 
· Granular dollar estimates provide deeper insight, providing greater distinction of low to mid-income households 
· Differentiates among households who look alike but have different spending behaviors 
· Model takes essential expenses out of the equation to determine what is really being spent
DSE Categories
DSE categories together sum up to the total household DSE.

	DSE Sub-category
	Description 

	DSE: Dine Out
	Dining out includes quick service restaurants/fast food to fine dining

	DSE: Alcohol and Wine
	Alcohol, beer, wine, spirits

	DSE: Apparel
	Adult and children apparel

	DSE: Entertainment
	Total entertainment, includes sub-categories for Entertain &Fees, Entertainment Other and Entertainment Audio Visual 

	DSE: Entertain Fees & Admission
	Product purchase related to tickets, admission 

	DSE: Entertainment Other
	Pets, toys, hobbies, playground equipment 

	DSE: Entertainment Audio Visual
	AV equipment/electronics (including TV’s, DVD players, computers etc.). 

	DSE: Personal
	Health & beauty/personal care, hair care, skin care, fitness, weight loss products/services

	DSE: Reading
	Reading books, eBooks, magazines, newspapers

	DSE: Education
	College and continuing education

	DSE: Travel
	Domestic, international, cruise travel 

	DSE: Donation
	Contributions to not for profits organizations

	DSE: Furnishings
	Home furnishing/improvements


[bookmark: _Toc469400543]Nielsen Income Producing Assets (IPA) 
Nielsen’s Income Producing Assets (IPA) is one of the models used to derive the P$YCLE Financial Markets. This model specifically tries to predict real worth or asset value of the household. IPA estimates affluence within ten ranges from less than $25,000 to $2,000,000+ with confidence codes ranging from extremely likely (household level) to likely (ZIP level).
[bookmark: _Toc469400544]Nielsen Net Worth
Nielsen’s Net Worth is defined as a household's total financial assets minus its liabilities. Assets include financial holdings such as deposit accounts, investments and home value. Liabilities include loans, mortgages and credit card debt. Net Worth estimates range from less than $25,000 to $1,000,000+ with confidence codes ranging from extremely likely (household level) to likely (ZIP level).
[bookmark: _Toc469400545]Mosaic 
Experian Marketing Services’ Mosaic USA is a household-based consumer lifestyle segmentation system that classifies all U.S. households and neighborhoods into 71 unique segments and 19 overarching groups, providing a 360-degree view of consumers’ choices, preferences and habits.

Mosaic USA offers a common customer language to define, measure, describe and engage target audiences through accurate segment definitions that enable more strategic and sophisticated conversations with consumers. Using Mosaic USA lifestyle segmentation, marketers can anticipate the behavior, attitudes and preferences of their best customers and reach them in the most effective traditional and digital channels with the best messages.

Successful organizations take the process of analyzing and understanding customers seriously. They use it to maximize their engagement with customers to increase loyalty, retention and value; drive profitable acquisition; and plan for the future. This latest version of Mosaic USA capitalizes on Experian's access to a wealth of new and detailed information on households in the United States to provide a comprehensive view of consumers.

· Prioritize and bring order to the data chaos by determining the right customer strategy
Provide a deeper understanding of your customers to target, acquire, manage and develop profitable customer relations.

· Precisely target your ideal customer audience across marketing campaigns
Improve your understanding of targeting specific consumers to increase site performance, maximize sales conversion, optimize consumer targeting to ensure that the right product offerings are matched to the right audience and improve your media planning and buying across traditional and digital channels.

· Invest in the future
Anticipate risk and plan for the future: analyze consumer behavior, understand potential risk and identify investment opportunities.

Breadth of data assets
More than 300 data points have been used to build Mosaic USA. These have been selected as inputs to the classification on the basis of their coverage, quality, consistency and sustainability. To be included for use, the data variables must enable accurate identification of, and discrimination between, a wide-range of consumer characteristics. 

They must also be updateable over time to ensure continuing accuracy in assignments of the Mosaic codes and meet the following criteria: 

· Allows the identification and description of consumer segments that are not necessarily distinguished solely by the use of census data
· Ensures accuracy of Mosaic code by either household or neighborhood 
· Is updated regularly to ensure that changes are monitored
· Improves discrimination and allows for the identification of a wide range of consumer behaviors

We have taken account of the breadth and depth of information that Experian Marketing Services has to offer. In the development of Mosaic, data was chosen to reflect the multiple aspects of US consumer characteristics. Dimensions such as affluence and life stage are essential cornerstones of the classification. These are combined with other key dimensions including property characteristics, tenure, socio-economics, ethnicity, additional financial measures and the type of location. 

Experian analysts considered more than 600 data points to create the classification. From the analysis, more than 300 data points were selected, including more than 85 ConsumerView household characteristics.

Essential to understanding the behaviors of each Mosaic segment and group is the richness of the descriptive content. Mosaic is applied to the authoritative sources of market research, media, and digital behavioral data to build a comprehensive and extensive portrait of America's socio-economic, life stage, lifestyle and cultural diversity.  Sources of the descriptive content include contributions from Experian Simmons, Hitwise, Auto Market Statistics and Premier Summarized Credit Statistics. 


Mosaic USA group and structure
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[bookmark: _Toc469400546]Mosaic Global
Mosaic USA is part of a global segmentation network that classifies more than 2 billion people worldwide. Organizations leverage the Mosaic Global network of more than 28 countries to unify consumer definitions around a common customer language.

Experian Marketing Services enables marketers to tap into Mosaic Global’s 10 distinct groups, which share common characteristics, motivations and consumer preferences. Using highly localized statistics and the simple proposition that the world’s cities share common patterns of residential segregation, the 10 Mosaic Global Groups are consistent across countries.

Mosaic Global network 
	Australia
	Finland
	Ireland
	Norway
	Sweden

	Belgium
	France
	Israel
	Poland
	Switzerland

	Brazil
	Germany
	Italy
	Romania
	Taiwan

	Canada
	Greece
	Japan
	Singapore
	United Kingdom

	Czech Republic
	Hong Kong
	Netherlands
	South Africa
	United States

	Denmark
	India
	New Zealand
	Spain
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Important Notes and Additional Resources for Mosaic 
· Mosaic Licensees have unlimited free access to the Mosaic Segmentation Portal (the Mosaic Segmentation Portal provides links to download the latest Mosaic documentation) 
· Mosaic Custom is a new analytical tool available for custom clustering and reporting 
· Mosaic Household and Global Household is included on the ConsumerView install
· To maximize coverage and analytical potential Mosaic is available on Geo-Level Median Zip+4 level install file 

	Mosaic Attributes 
	Description 
	Field ID
	Enrich #

	Mosaic Household
	71 Mosaic Types on household level 
	319
	313HH

	Mosaic Group Code
	19 Mosaic Groups on household level 
	444
	313HR

	Mosaic Global Household
	10 Mosaic Global codes on household level 
	318
	313GH

	Mosaic Zip4
	71 Mosaic Types on Zip+ 4 level 
	439
	314Z

	Mosaic Global Zip4
	10 Mosaic Global codes on Zip+ 4 level
	438 
	314GZ
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Marketers rely on Mosaic Segmentation Portal to explore Experian’s Mosaic® USA lifestyle segmentation with quick search functions like Zip Code look-ups and in-depth indexes for our 19 consumer groups and 71 segment types.
Our latest segmentation portal takes the same insights and statistics that you love and layered it with incredible visuals that brings these segments to life with pen portraits, word clouds, infographics, interactive maps, bar charts and crosstabs that help you understand these unique segments across more than 85 household characteristics. This user-friendly navigation makes it easy to find or change the information you want to view in one simple click.

Mosaic’s powerful insights can improve intelligent interactions with customers and prospects. Logins can be requested at:  http://www.segmentationportal.com/us , click on “How can I get access?” 
[bookmark: _Toc469400548]TrueTouch 
TrueTouchSM is a content and contact engagement tool that identifies consumer response to motivational messages, their preferred channels for engagement (top of funnel) and their preferred channels for transaction (lower funnel). With these insights, marketers can generate high performing personalized content and creative; and identify the proper channel placement to ensure engagement at the optimal time in the customer’s path to purchase. TrueTouch delivers advertising precision and performance in a fraction of the time and the cost associated with building these insights in-house. As a result, marketers can intelligently accelerate content and creative decisions and reallocate their savings toward impactful creative delivered at the right time and in the right place.

The TrueTouch tool has 3 dimensions that include Touchpoints, Media Channel Preferences and Conversion Channel Preferences:
[bookmark: _Toc469400549]TrueTouch Touchpoints 
TrueTouch Touchpoints help marketers craft messages and offers that are most likely to generate response from their audience. It also provides greater insight into what their customers and prospects value and the types of offers they are likely to perceive as worthwhile. 
Key Benefits 
· Communicate in a relevant manner to customers in order to improve response, loyalty or customer value
· Refine overall content and creative strategy to achieve maximum return on investment from each campaign across all channels

	Touchpoints
	Predictive motivations/triggers
	Message content guidelines

	Work hard, play hard

Reward and compliment for being the first to take advantage of new products and services. Impulsive but not trendy. 
	· “Leading edge” and technology savvy
· First to try new products
· Will entertain most offers positioned with a high profile image
· Motivated by image and social status
· Heavy and frequent shoppers
· Sophistication, panache and excitement
· Upscale promotions for fine dining and theatre
	· Offer them new and cutting-edge products/services
· Demonstrate prestige of product/service
· Represent high value and money well spent
· Elevate status with “premium” offer
· Reward for trying offer — materialistic
· Create opportunity for early trial/product adoption

	Look at me now

All about customer service – 1:1 attention.
	· Family values
· Safety, security and dedication
· Trust-based relationships
· Donors, volunteers
· Premium brands
· Civic minded, country club members enjoy recreation associated with affluence
· Enjoy entertaining
· Committed to quality relationships
	· Emphasize quality of product
· Focus on sound, secure content or feature of product or offering
· Promote customer service features and face-to-face contact
· Lead with trial offer to build trust
· Test “club” or continuity types of offers
· Promote established products, brands or features
· Emphasize your number of years in business, your integrity and quality awards

	A penny saved, a penny earned

No fancy pictures or bold colors, - post cards – plain fonts.
	· Price sensitive
· Family oriented
· Comparison shoppers
· Amenable to generic or store brands, not brand sensitive
· Motivated by health/fitness
· Attentive to home functions and entertainment
· Frugal yet stable
	· Show how to stretch their dollar — best offer for the money spent
· If applicable, communicate “non-animal” testing
· Present how product/offer beats competitive products/services and include price comparisons
· Promote benefit to family
· Offer buy-one-get-one-free bonuses
· Highlight value features

	Stop and smell the roses

Concerned about the environment “one with nature”.
	· Simple pleasures
· Creativity, culture and spirituality
· Healthy living
· Outdoor enthusiasts
· Activist thinking
· Appreciate purity, recycling and natural quality
· Organization
· Conscientious living style
· Idealism
	· Lead with natural ingredients versus the fabricated or man-made
· Use vocabulary such as “slate” versus “gray”
· Be eco-friendly
· Emphasize quality with details
· Altruistic positioning works appeal to their altruistic beliefs, showing benefits to environment and human well-being

	Buy American

Not necessarily “American” but always looking “back” to easier simpler times.
	· Honor and dignity
· Respect for institutions
· Family security and protection
· Salute to American values
· Nostalgic embrace of “how it used to be”
· Traditionalism
· Prudent shoppers
	· Emphasize the American made and American institutions
· Focus on established years in business and stability
· Offer local representation, if applicable
· Use incentive offers
· Include coupons (insert or in-store)


	It's all in the name

Image, trendy and celebrity influence.
	· Image is everything
· Name droppers
· Symbols of success
· In the moment
· The latest and greatest
· Knock off of the original is fine
	· Communicate a sharp image
· Feature icons/logos and sport themes
· Use celebrity testimonials
· Incentives appeal: gifts over airline miles
· Offer discounts

	Never show up empty-handed

“What's in it for me?”
	· Switch products/services for the novelty or diversity
· No strong opinion
· Motivated by options
· More is better
· Small, novel or useful gifts
	· Project the benefits of changing from the current brand
· Give a mix of options
· Offer easy payment plans
· Entice response by offering gift incentives

	Go with the flow

A follower – be an authoritative figure.
	· Surviving the “rat race”
· Following the leader
· Live and let live
· Average needs
· Consistency and inertia
	· Make your product/service recognizable as the most popular
· Offer the tried and tested
· Avoid new product roll-outs
· Extend no-risk offers
· Follow mainstream trends

	On the road again

No frills or gimmicks – make images more masculine.
	· Live for the day
· Independent
· Mobile
· Store brands and generics
· Recreation includes cars, motor-bikes and boats
· Necessity shoppers when it comes to non-recreational or fashion spending
	· Demonstrate fair value
· No frills are necessary
· Use a masculine palette
· Include peer comparisons (from just one of the guys)
· Stick with mainstream fashion views
· Regional focus preferred versus national or world focus

	No time like the present

Impulsive – simple easy, often trendy.
	· Convenience and instant gratification
· Cosmetic appeal and more is better
· Risk takers, indulgent
· “Du jour” attitude
· Identify with material goods, image oriented
· “Keeping up with the Joneses”
	· Include instant discounts, rebates, incentives and coupons
· Allow redemption at time of purchase
· Highlight multiple benefits (“hey wait there’s more”)
· Offer financing options
· Make it easy to apply and respond
· Target how product/service can help to elevate status

	Show me the money

Will churn!   All about the deal!
	· Open to change
· Motivated by receiving bonus elements
· Buy-one-get-one-free sales
· Always looking for the best deal
· Motivated by necessity (choice driven by limited resources)
	· Demonstrate why product is better than currently owned or others offered
· Incentive heavy offers are appreciated
· Use coupons to encourage response
· Show savings
· Tell how the product saves them money —cost and price-sensitive


[bookmark: _Toc469400550]TrueTouch Media Channel Preferences 
Successfully connecting with consumers involves capturing their attention through the right channel. TrueTouch Media Channel Preferences predicts the best channel or channels customers and prospects are likely to prefer receiving marketing communications.
Key Benefits 
· Identifies receptivity and preference for communication channels
· Build stronger relationships by utilizing the preferred communication channel(s) for your audience
TrueTouch Media Channels:
· Broadcast/Cable TV
· Direct Mail
· Email 
· Internet Radio
· Mobile Display
· Mobile Video
· Online Video
· Online Display
· Online/Streaming TV
· Satellite Radio
[bookmark: _Toc469400551]TrueTouch Conversion Channel Preference 
The customer journey is becoming more complex. It’s not uncommon for a shopper to research online and then purchase in-store. In this new world, the relationship between marketing campaigns and purchase channel becomes much more significant. TrueTouch Conversion Channel Preference, in combination with Touchpoints and Media Channel Preferences, allows marketers to see the full picture. From site-location analysis to merchandising and distribution channel strategies, marketers can use these insights to more intelligently set strategies by understanding the buying channel preferences of their target audiences. 
Key Benefits 
· Map the likely touch points of your customer’s journey, and define and promote offers that incent conversion based on consumer preferences 
· Identify the best time and placement of messages based on the customers' buying preferences to nurture and prompt customer action
TrueTouch Conversion Channels: 
· Brick and Mortar Retail Stores
· Online High End Retail Sites
· Online Discount Sites
· E-tailer Bid Sites
· E-tailer Only Sites


TrueTouch Methodology
Experian’s highly trained and expert data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise to develop TrueTouch. TrueTouch is an attitudinal system built from primary and syndicated research. It goes beyond answering ‘who’ to contact, and instead focuses on consumer attitudes, behaviors and shopping patterns to provide insight into the message, communication channel and buying channel preferences of the targeted audience. 

TrueTouch has been developed for marketing purposes utilizing marketing data to help marketers reach their ideal audience more effectively and to get the most from their marketing dollars. 
Data Sources 
TrueTouch builds on Experian’s rich foundation of consumer knowledge. Predictive data is drawn from Experian’s extensive consumer marketing databases as well as primary and secondary research, surveys and observed behavioral studies that we perform or collect.
Model Development and Validation 
To build TrueTouch, we took the following approach:

· Determined a target population for each lifestyle/behavior model using syndicated research panels  
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points 
· Used a sophisticated proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability and to verify that the models were performing as expected
Value Format
Each living unit is assigned a propensity code of 1-9 to indicate the living unit’s propensity to be part of a certain TrueTouch Media Channel, Conversion Channel or Touchpoint, 1 is the highest propensity and 9 is the lowest. 
[bookmark: _Toc469400552]Life Events  
[bookmark: _Toc469400553]Life Event Flags 
New Homeowner, New Mover and New Parent Life Event flags are now available on ConsumerView for licensing. These flags provide install clients the powerful ability to identify consumers that are experiencing a life event. Weekly files are available separately through New Homeowner, New Mover, and New Parent Install files. 

	Life Event Flags 
	Description 
	Field ID 

	New Homeowner Indicator 6 months 
	Life Event New Homeowner Indicator - last 6 months.  Values: Y/N
	11027

	New Homeowner Indicator 12 months 
	Life Event New Homeowner Indicator - last 12 months. Values: Y/N
	16375

	Mortgage/Home: Deed file date
	Life Event Mortgage/Home Purchase deed file date.  YYYYMMDD
	11221

	New Mover Indicator 6 months
	Life Event New Mover Indicator - last 6 months. Values: Y/N
	10952

	New Mover Indicator 12 Months
	Life Event New Mover Indicator - last 12 months. Values: Y/N
	10145

	New Mover: Date 
	Life Event New Mover new to file date. Values: YYYYMMDD
	7882

	New Parent Indicator Age 36 Months 
	Life Event New Parent Indicator Age 36 Months. Values: Y/N 
	16465


[bookmark: _Toc469400554][bookmark: _Toc423365465]First Time Homebuyer 
The First Time Homebuyers Model is a highly predictive model that identifies households that are likely to be in the market to purchase their first home. With the purchase of a new home, households will be faced with more buyer decisions than “non-First Time Homebuyers”, including decisions for mortgage lender, insurance, retail, services and many more. Households in “buyer mode” are likely to be more responsive to these types of offers. 
The First Time Home Buyer model excludes known homeowners and targets a universe of renters and possible renters. Marital status and ethnicity are excluded from the model due to their potential sensitive nature. The use of sensitive elements may be an issue for some clients as it relates to red-lining.

Each living unit is assigned a propensity code of 1-9 to indicate the living unit’s propensity to be a first time homebuyer, 1 is the highest propensity and 9 is the lowest. 
[bookmark: _Toc469400555]Lifestyles/Interests 
[bookmark: _Toc469400556]Lifestyle Propensity Models 
These days, consumers expect the most useful, enjoyable, and relevant branded content to be delivered to them at the most convenient times. To fulfill this expectation, marketers need to utilize consumer data to truly understand the needs and desires of their customers. With ConsumerView Lifestyle Propensity Models, marketers can better predict the behavior and lifestyle characteristics of their customers and prospects, making for more successful acquisition and retention marketing efforts. 

The Lifestyle Propensity Models are precise household-level models that cover a wide array of popular lifestyle categories, more than 110 models available: 

· Activities/Interests
· Purchasing Behavior
· Contributors/Memberships
· Lifestyle/General
· Invest/Financial 

By synthesizing data on buying behavior, demographics, and other characteristics, these models allow marketers to identify households that are more likely to engage in certain activities or belong to certain groups, enabling them to enhance targeting efforts and relevancy of messages. 
Features and Benefits 
· Leverages hundreds of ConsumerView data attributes, from demographics and public records to self-reported and transactional purchase history, along with syndicated research panels to develop the most precise lifestyle models 
· Scores households on a scale ranging from 1 to 99, with ‘1’ being the most likely for the given household to exhibit the lifestyle attribute; this provides detail and flexibility for analytical use, as well as pre-defined tiers for list rental and digitally addressable audience selections
· Available on ConsumerView for list rental, enrichment, file installation and digitally addressable audiences
· Greater precision in identifying and targeting prospects at the household level
[bookmark: _Toc381030612][bookmark: _Toc400456511][bookmark: _Toc411943862][bookmark: _Toc379358361][bookmark: _Toc379365784][bookmark: _Toc379366424]Methodology 
Experian’s highly trained and experienced data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise and extensive industry experience to develop the ConsumerView Lifestyle Propensity models. 
[bookmark: _Toc400456512][bookmark: _Toc411943863]

Data Sources
The ConsumerView Lifestyle Propensity models were developed utilizing Experian’s ConsumerView database along with respondent data from syndicated research panels. ConsumerView data combines data from a wide array of sources, including self-reported information, public records and historical retail purchases. ConsumerView comprises the key identities, attributes and linkages necessary for superior analytics and insights.
[bookmark: _Toc400456513][bookmark: _Toc411943864]Model Development and Validation 
To build the Lifestyle Propensity Models, we took the following approach:
· Determined a target population for each lifestyle/behavior model using syndicated research panels 
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected
Value Format - Each living unit is assigned a propensity code of 1-99 to determine the living unit’s propensity to be part of a certain lifestyle, 1=highest likelihood. 
[bookmark: _Toc469400557]Digital Moms/Dads
[bookmark: _Toc425077473]Digital Dads take more responsibility at home and make purchase decisions for the household including CPG, personal care products, home goods, and child and baby products. These Dads also use the internet heavily to obtain product information, make product purchases and for social networking.
[bookmark: _Toc425077474]
Digital Moms utilize the web and technologies to manage their households. A Digital Mom uses digital technologies to stay connected, obtain product information and make online purchases. Digital Moms also utilize the internet to source entertainment for themselves and their families, express themselves, seek advice and obtain support.
Value Format - Each living unit is assigned a propensity code of 1-9 to indicate the living unit’s propensity to be a digital mom or dad, 1 is the highest propensity and 9 is the lowest. 
[bookmark: _Toc469400558]Analytics IQ - Social IQ 
SocialIQ is a social network activity score that uses the most relevant data and modeling techniques to identify active users of Facebook, Twitter and other social networking websites. When developing the model, AnalyticsIQ selected a statistically-significant sampling of individuals (based on survey data) that indicated their degree of adaption of social networking sites. AnalyticsIQ used advanced modeling techniques to segment and clone this sampling of individuals.
Features and Benefits
· Scores U.S. adults and produces a rating indicating their social networking propensity
· Score of 0-9 with 9 being the most active
· This score has proven to be highly predictive in several modeling initiatives; implying the highest scoring records are very active consumers overall
· Updated quarterly
Suggested Uses
· Channel optimization: identify which individuals to pursue via social networking 
· Targeting of customer/prospect list files based on likelihood to influence others on Facebook, Twitter, LinkedIn, etc. 
· Suppression of non-influential individuals from mailing lists
Value Format 
1 - Non-User 
2 - Probable Non-User 
3 - Likely Non-User 
4 - Indeterminate 
5 - Potential User 
6 - Moderate User 
7 - Active User 
8 - Influencer 
9 - Passionate Influencer
[bookmark: _Toc469400559]Political Affiliation 
[bookmark: _Toc425077481]Target individuals based on their political party affiliation. There are 14 states with known party affiliation for marketing purposes: Arkansas, Florida, Ohio, Colorado, Connecticut, Rhode Island, Utah, Alaska, Oklahoma, Louisiana, District of Columbia, Nevada, New Hampshire, and Mississippi.

Where known data is not available, political affiliation is determined through the application of predictive models. This application allows access to individual party affiliation in the states where known coverage may be missing as well as across the entire United States.

The party affiliation of Independent/Other is the combination of known and inferred individuals registered with the Independent party and other political organizations.
[bookmark: _Toc425077482]
Value Format 

I = Independent/Other
D = Democrat
R = Republican
N = Non-Registered (available only as modeled data) 

[bookmark: _Toc425077483]Includes confidence code of 1=Known party, 5=Modeled 
[bookmark: _Toc469400560]Working Couples 
Working Couples is a model which works to predict Living Units that are likely to have two incomes. Working Couples is based on 3 key factors:

· Known marital status at the individual or household level
· Age 19-80 (consumers with age greater than 80 are not likely to be active work force participants) 
· Employment status of “employed” and “spouse employed” 
Value Format
2=Married with likely dual incomes in living unit
1=Married with likely 1 income or not married
0=Not eligible - the value of 0 represents the individuals within the Living Unit over the age of 80 and are not eligible to be scored 
[bookmark: _Toc469400561]Lifestyle and Interest Household Indicators 
Lifestyle and Interest Household Indicators contain self-reported and direct response data. The indicators group similar elements into slightly broader categories to create larger prospect groups that have similar interests. For example, to create the Travel Indicator, we identified self-reported information indicative of consumers who travel which could include variables such as foreign travel, cruises, frequent flyer or other information that illustrate traveler interests. 

Whether you're marketing golf equipment or computers, kitchen appliances or commodities, success means delivering the right offer to the right audience. For that, you need to know prospects, their interests, activities and lifestyles. Lifestyle and Interest Household Indicators includes responsive consumers who have completed surveys on their leisure activities, preferences, computer ownership, occupations, diet and fitness, financial products, reading preferences and more. 
[bookmark: _Toc469400562]Lifestyle and Interests Self-reported Attributes 
ConsumerView’s Self-Reported Attributes help you understand what drives customer buying decisions. Information is collected via surveys that consumers complete regarding their own personal lifestyle preferences in a wide variety of categories. 
Compilation 
· Multi-sourced compilation of lifestyle/interest, behavior and health related data 
· Online surveys
· Responsible information stewardship
· Superior depth and coverage
· Prominent disclosure on surveys
Categories 
· Ailment/Medication data, Takes RX 
· Lifestyle/Interests 
[bookmark: _Toc469400563]Segmentation
[bookmark: _Toc469400564]GreenAware
[bookmark: _Toc99268523]With the consumer population steadily growing in environmental consciousness and “Green” activity, marketers are presented with a new set of values and methods for building customer loyalty and optimizing campaign efforts. GreenAware on ConsumerView is a first-of-its-kind segmentation system that defines four distinct Green segments by consumer buying patterns, lifestyles, opinions, attitudes and media use. It allows you to better understand and identify consumers based on their level of Green activity — and in turn — convert them into profitable customers.

Green Aware Segments 
· Behavioral Greens - Think and act Green, hold negative attitudes toward products that pollute, and incorporate Green practices on a regular basis.
· Think Greens - Think Green, but do not necessarily act Green.
· Potential Greens - Neither behave nor think along particularly environmentally conscious lines, and remain on the fence about key Green issues.
· True Browns - Not environmentally conscious, and may have negative attitudes about the Green movement.

GreenAware Tiers offers ten levels of additional ranking detail for each of the four GreenAware segments which include: Behavioral Greens, Think Greens, Potential Greens and True Browns. This additional stratification feature is powered by Simmons Research and addresses clients’ requests for an even higher level of refinement to improve targeting, prospecting and overall campaign effectiveness.  

GreenAware and GreenAware Tiers created using ConsumerViewSM consumer database helps marketers better understand four distinct consumer segments that reflect buying patterns, lifestyle, opinions, attitudes and media use towards the environment. GreenAware Tiers is a two-byte field with values or scores from 01 – 40. The higher the number within the index, the more likely the prospect will fit the profile within that segment. Each of the four ten levels correspond with the four GreenAware levels:

Green Aware Tier Values
· Tiers 01 – 10:  Behavioral Greens - Members of this group think and act green. They have negative attitudes towards products that pollute and incorporate green practices in their routines on a regular basis.
· Tiers 11 – 20:  Think Greens - This group thinks green, but does not necessarily act green.
· Tiers 21 – 30:  Potential Greens - This group neither behaves nor thinks along particularly environmentally conscious lines and remains ambivalent about key environmental issues.
· Tiers 31 – 40:  True Browns - This group is not environmentally conscious and may harbor negative attitudes about environmental issues.
[bookmark: _Toc469400565]PoliticalPersonas  
PoliticalPersonas is a powerful consumer segmentation that provides in-depth insight and analysis across the voting spectrum with the ability to be analyzed within both states and local markets. PoliticalPersonas provides a vivid understanding of key voter segments, demographics, responsiveness to various media platforms and their attitudes and opinions on key political issues and social trends.  

PoliticalPersonas is a unique segmentation tool designed to help politicians, media owners, advertisers and agencies prepare for the seemingly never-ending campaign season by delivering a detailed understanding of key voter segments that go beyond party affiliation and political outlook.
 
The segments provide marketers, including political candidates, the ability to:   

· Understand the mindset of the American voters 
· Identify the issues that are important to them 
· Develop a plan to effectively reach voters across multiple media platforms 
· Target key voter segments, including party loyals and swing voters, at the nation state and local level 

PoliticalPersona was built utilizing ConsumerView known and modeled Political Affiliation data (see Political Affiliation section for more information) in conjunction with Simmons market research data.

	PoliticalPersonas Profiles 
Source: Experian Simmons NCS/NHCS
	Profile
	Political Outlook 

	Super Democrats

17% of registered voters
40% of registered Dems

	· Even male female
· Above average White and Black
· College graduate or more
· Employed
· Average Age: 46
· Average HHI: $98,000
· Percent with kids in home: 34%
	Somewhat or very liberal, Super Democrats have far left leaning positions on a variety of topics, including the environment, healthcare, international, education and the economy. They also hold very liberal positions on social issues such as abortion and legalization of drugs.

	Left-Out Democrats

9% of registered voters
22% of registered Dems

	· Even male female
· Above avg White, Black and Hispanic
· Some college
· Not married/Employed
· Average Age: 44 
· Average HHI: $69,000
· Percent with kids in home: 41%
	Left-Out Democrats consider themselves “middle of the road” to “very liberal.” They are not very engaged or opinionated on the majority of political and social issues and have a jaded view towards things like education, economy and healthcare. While this group skews Hispanic, they prefer communication in English. 

	Conservative Democrats

16% of registered voters
38% of registered Dems


	· Female skew
· Above avg White, Black and Hispanic
· Some college
· Many are retired and not married
· Average Age: 54
· Average HHI: $60,000
· Percent with kids in home: 30%
	These well-informed adults are likely to be “middle of the road” or somewhat liberal. Conservative Democrats have liberal views towards immigration and the environment, but stray from traditional Democrat party lines on issues such as abortion. They are more pro-life. Religion plays an important role in their lives. 

	Mild Republicans

10% of registered voters
30% of registered Republicans


	· Male skew
· Largely White 
· College graduate or more
· Employed
· Average Age: 47
· Average HHI: $110,000
· Percent with kids in home: 35%
	Consider themselves somewhat conservative. On the fence when it comes to issues like healthcare, the environment and religion. More conservative on social security, international and education, but more liberal towards abortion rights and the legalization of marijuana. 

	Uninvolved Conservatives

6% of registered voters
18% of registered 
Republicans

	· Male skew
· Largely White with Asian skew
· Some college
· Employed
· Average Age: 44
· Average HHI: $92,000
· Percent with kids in home: 42%
	Uninvolved Conservatives are not particularly engaged in their communities or key political topics such as the environment, education or healthcare. They do espouse right-leaning attitudes when it comes to international issues and finances though. 

	Ultra Conservatives

17% of registered voters
52% of registered 
Republicans

	· Female skew
· Largely White
· College graduate or more
· Many are retired
· Average Age: 53
· Average HHI: $83,000
· Percent with kids in home: 35%
	Ultra Conservatives are well-informed, community-minded voters with strong opinions and views that reflect their conservative outlook. They have traditional to conservative views on key issues of employment, immigration, healthcare and the environment, and even more conservative on social issues. 

	On The Fence Liberals

16% of registered voters
65% of registered Independents


	· Male skew
· Largely White
· College graduate or more
· Employed
· Average Age: 43
· Average HHI: $89,000
· Percent with kids in home: 40%
	On the Fence Liberals have a “middle of-the-road” to liberal outlook. While they don’t have very strong feelings on most key political issues, they do have left-leaning
Attitudes on issues such as abortion.
They are on the fence when it comes
To healthcare, the economy, education and international.

	Green Traditionals

8% of registered voters
35% of registered Independents


	· Even male female
· Largely White
· College graduate or more
· Above avg unemployed and retired
· Average Age: 49
· Average HHI: $79,000
· Percent with kids in home: 36%
	Green Traditionals lean to the political right. Their attitudes towards abortion, social security, healthcare and religions all skew conservative. The environment is a key issue for this group as they are active participants in recycling programs and are concerned about pollution. 

	Unconnected & Unregistered
69% of unregistered voters

	· Demographics
· Male skew
· Diverse, above average Hispanic
· High school or less
· Employed or students
· Average Age: 40
· Average HHI: $70,000
· Percent with kids in home: 46%
	Being as unconnected as they are, this segment has no identifiable political slant. In fact, they have no strong feelings towards the environment, healthcare or social security, though they do lean left on issues like abortion and marijuana legalization. They skew more Hispanic than any segment


	Informed, but Unregistered

31% of unregistered voters

	· Female skew
· Diverse, above average Hispanic
· Some college
· Unemployed or homemaker
· Average Age: 46
· Average HHI: $61,000
· Percent with kids in home: 46%
	While not registered to vote, this segment’s members have very strong opinions that tend to lean more conservative, especially when it comes to abortion and legalization of marijuana. Well-informed and aware of the issues, They are engaged in their communities and strive for a better environment. 


[bookmark: _Toc469400566]Health and Well Being
As America’s population ages, attention to health is on the rise and many of us are making changes to our diet and exercise routine in hopes of achieving a better balance and overall well-being. But with health information seemingly everywhere, understanding consumer attitudes and behaviors on health related matters is an increasingly uphill struggle. The Health and Well-Being segmentation helps marketers cut through the fat to better understand the state of health of their consumer targets by providing them with vivid insights into consumers’ health and diet attitudes and motivations, behaviors and lifestyles. Consists of five distinct segments on the individual level:
The Invincibles
The Invincibles are generally unconcerned about their health. In fact, they eat whatever they want and almost never get sick. And when they do fall ill, they use OTC meds to fix what ails them. Generally speaking, they are: 

· Unconcerned about health 
· Focus little on preventative care 
· The least health active
· Younger and busy
· Fans of fast food
Weight Reformers
This segment of consumers is constantly struggling with health food choices as they try to find an easy and effective way to improve their diet and health. They:

· Struggle to break unhealthy food habits 
· Are constantly trying to lose weight
· Try lots of different diets
· Seek and rely on health information  
· Try to exercise more
Trusting Patients
Trusting Patients—like their name suggests—rely on doctors and modern medicine, and are aware of and follow healthy eating and lifestyle practices. Trusting Patients are:

· Active health managers  
· Believers in medications, including supplements, OTC and prescription drugs
· Healthy eaters
· Preventive in the approach to health
· Health information seekers 
· Eco-friendly and buy fresh and natural ingredients  
· Generally older
Image Shapers
Health and image are aligned for Image Shapers. For them, looking good means being healthy.
Convenience and healthy choices can—and do—go together for this group. Image Shapers are: 

· Health and image leaders
· Often vegetarians
· Brand loyal
· Generally young and busy
· Fans of precooked and fast food
· Believers in pills and other medications 
Healthy Holistics 
Healthy Holistics are committed to exercise and making healthy choices when they shop or eat. These lifestyle choices help them to stay in good health and ward off illness and disease. Healthy Holistics:

· Trust homeopathic remedies 
· Actively manage their heal
· Are “green” and buy organic and natural foods
· Have healthy eating habits
· Are well-informed
· Exercise frequently 
· Like to cook
· Influence others
[bookmark: _Toc413670648][bookmark: _Toc423364342]Features and Benefits 
· Leverages hundreds of ConsumerView data attributes, from demographics and public records to self-reported and transactional purchase history, along with syndicated research panels to develop the most precise lifestyle models 
· Available on ConsumerView for list rental, enrichment, file installation and for digitally addressable audiences. 
· Greater precision in identifying and targeting prospects at the individual level
[bookmark: _Toc413670649]Methodology 
Experian’s highly trained and experienced data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise and extensive industry experience to develop the Health and Well-Being Segmentation. 
[bookmark: _Toc413670650]Data Sources
The Health and Well-Being Segmentation was developed utilizing Experian’s ConsumerView database along with respondent data from syndicated research panels. ConsumerView data combines data from a wide array of sources, including self-reported information, public records and historical retail purchases. ConsumerView comprises the key identities, attributes and linkages necessary for superior analytics and insights.
[bookmark: _Toc413670651]Model Development and Validation 
To build the Health and Well-Being Segmentation, we took the following approach:
· Determined a target population for each lifestyle/behavior model using syndicated research panels 
· Identified the most  appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected

[bookmark: _Toc413670652]Value Format - Each individual is assigned a Health and Well-Being segment code to determine the individual’s propensity to be part of a certain health and well-being segment: 

0=Unknown
[bookmark: _Toc413670653]1=Invincibles'
[bookmark: _Toc413670654]2=Trusting Patients
[bookmark: _Toc413670655]3=Weight Reformers
[bookmark: _Toc413670656]4=Healthy Holistics
5=Image Shapers 
[bookmark: _Toc469400567]Technology Adoption 
Technology has brought about immense changes in the lives of American consumers. Eight-in-ten U.S. adults access the Internet today and seven-in-ten use email; nine-in-ten Americans have at least one mobile device and four-in ten send text messages. While many Americans wholeheartedly embrace new technology and adopt it quickly, others take a bit longer to adjust before integrating new devices and technology into their lives. 

The Technology Adoption Segmentation delivers the mindset of American consumers providing vivid detail of their use and adoption of technology. This new segmentation system provides the following four distinct segments:

Wizards: “Technology is life.” Technology plays an important and broad role in Wizards’ life. These individuals cannot live without the Internet or imagine life without new electronic gadgets. Wizards are enthusiastic and adventurous users of new technology. Technology and new gadgetry helps them keep track of their social calendars and makes leisure time more interesting. This group still wants more from technology and their desire helps to move the industry forward. Wizards’ hunger for new technology fuels a future for potential new features, benefits and devices. 

Journeymen: “Technology is an important part of my life.” Journeymen have become skilled users of new technology. They are very confident with and knowledgeable about technology and are willing to experiment with few features, benefits and devices. Adoption of new technology allows Journeymen to continually improve upon the way they use it. The Internet is a source of information, commerce, entertainment as well as a means of connecting with others. While cutting-edge electronic devices may help Journeymen organize their busy lifestyles, new technology is not always their top priority.

Apprentices: “Technology is changing my life.” Apprentices take advantage of technology, using the Internet often to get needed information. New gadgets enhance their lives to a large extent, but there is still room for them to expand their usage. Apprentices are willing to learn and incorporate new technology into their lives, but they are sensitive to price and often make their purchase decisions based on this rather than desire alone. In fact, affordability is one of the few barriers that prevent this group from buying the newest technology.
 
Novices: “Technology has a limited impact on my life.” Novices are disconnected from emerging technology and resistant to adopting a new technology focused life. They may have a desire for new digital products and services if they are simple and easy to use. This group does not understand what kinds of opportunities and experiences technology can provide them and, therefore, they have a very limited engagement with new technology. 
[bookmark: _Toc415668585]Features and Benefits 
· Leverages hundreds of ConsumerView data attributes, from demographics and public records to self-reported and transactional purchase history, along with syndicated research panels to develop the most precise lifestyle models 
· Greater precision in identifying and targeting prospects at the individual level
[bookmark: _Toc415668586]Methodology 
Experian’s highly trained and experienced data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise and extensive industry experience to develop the Technology Adoption Segmentation. 
[bookmark: _Toc415668587][bookmark: _Toc423364344][bookmark: _Toc423365437][bookmark: _Toc423429611]
Data Sources
The Technology Adoption Segmentation was developed utilizing Experian’s ConsumerView database along with respondent data from syndicated research panels. ConsumerView data combines data from a wide array of sources, including self-reported information, public records and historical retail purchases. ConsumerView comprises the key identities, attributes and linkages necessary for superior analytics and insights.
[bookmark: _Toc415668588][bookmark: _Toc423364345]

Model Development and Validation 
To build the Technology Adoption Segmentation, we took the following approach:
· Determined a target population for each lifestyle/behavior model using syndicated research panels 
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected
[bookmark: _Toc415668589][bookmark: _Toc423364346]Value Format - Each individual is assigned a Technology Adoption segment code to determine the individual’s propensity to be part of a certain technology adoption segment: 
0=Unknown
1=Wizards
2=Journeymen
3=Apprentices
4=Novices
[bookmark: _Toc469400568]Retail Shoppers 
With the Retail Shopper segmentation, marketers can better predict the behavior and lifestyle characteristics of their customers and prospects, making for more successful acquisition and retention marketing efforts. The Retail Shopper segmentation helps marketers better understand the distinct mindset of consumers, their shopping behavior, and preferences. Utilizing a large set of attitudinal and behavioral variables, the six distinct segments of shoppers help clients better understand, target and message their most valuable customers and prospects:
Just the Essentials 
Consumers who primarily purchase necessities; they know what they want before they go shopping and are not impulsive shoppers. 
Key Themes: no nonsense 
Status Strivers 
Shopping is fun and recreational; they like to browse as much as buy; willing to travel to stores and spend the money and time necessary to keep up with trends. 
Key Theme: image 
Mall Maniacs
Not just consumers, they are “trysumers”; like to try new products, stores and styles; connect and interact with preferred brands; shopping brings enjoyment to them.
Key Themes: attention, approval, quality and image 
Upscale Clicks and Bricks 
Knowledgeable consumers who buy in-store or online; always carefully research purchases online first, shop around and compare prices before buying.
Key Theme: good deals 
Virtual Shoppers 
Go for the bargains and the Internet helps them find discounts so they don’t pay full price. 
Key Themes: affordability and ease 
Original Traditionalists 
Loyal to their brands, stores, services, and their country; knowledgeable and the most environmentally responsible group who incorporate green practices on a regular basis.  
Key Themes: experience, trust and reliability

[bookmark: _Toc421265227][bookmark: _Toc423364348]Features and Benefits 
· Leverages hundreds of ConsumerView data attributes, from demographics and public records to self-reported and transactional purchase history, along with syndicated research panels to develop the most precise lifestyle models 
· Available on ConsumerView for list rental, enrichment, file installation and for digitally addressable audiences. 
· Greater precision in identifying and targeting prospects at the individual level
[bookmark: _Toc421265228]Methodology 
Experian’s highly trained and experienced data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise and extensive industry experience to develop the Retail Shopper Segmentation. 
[bookmark: _Toc421265229]Data Sources
The Retail Shopper Segmentation was developed utilizing Experian’s ConsumerView database along with respondent data from syndicated research panels. ConsumerView data combines data from a wide array of sources, including self-reported information, public records and historical retail purchases. ConsumerView comprises the key identities, attributes and linkages necessary for superior analytics and insights.
[bookmark: _Toc421265230]Model Development and Validation 
To build the Retail Shopper Segmentation, we took the following approach:
· Determined a target population for each lifestyle/behavior model using syndicated research panels 
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected

Value Format - Each individual is assigned a Retail Shopper segment code to determine the individual’s propensity to be part of a certain retail shopper segment: 

0=Unknown
1=Just the Essentials
2=Status Strivers
3=Mall Maniacs
4=Upscale Clicks and Bricks
5=Virtual Shoppers
6=Original Traditionalists
[bookmark: _Toc469400569]Mobile Users 
Mobile devices have become an essential part of everyday life. Today, nine in ten U.S. adults have at least one mobile device. The Mobile Users Segmentation gives clients deep insights into Americans’ world of communication, information and entertainment needs. The Mobile Users Segmentation provides the following five distinct segments:
Mobirati: represents the mobile generation. They grew up with cell phones and cannot imagine life without them. Cell phone devices are a central part of their everyday lives. 

Social Connectors: communication is central in their lives. Their cell phone allows them to keep up to date with friends and social events. The cell phone device is the bridge to their social world.

Pragmatic Adopters: cell phones came to life in their adulthood. They are the ones who are still learning there are other things to do with your phone beyond just saying “Hello”. Cell phones are more a part of their everyday life than before but still more functional than entertaining to them.

Basic Planners: are not into cell phones or the world of technology. They use their cell phone just for the basics. The cell phone is just another communication device for this group.

Mobile Professionals: are multiple feature users. Their cell phone helps them keep up with their professional life in addition to their personal life. Members of this segment are more likely to own a smart phone. Their cell phone has become their all-in-one device for their communication and information needs.
[bookmark: _Toc408402309][bookmark: _Toc423364350]Features and Benefits 
· Leverages hundreds of ConsumerView data attributes, from demographics and public records to self-reported and transactional purchase history, along with syndicated research panels to develop the most precise lifestyle models 
· Available on ConsumerView for list rental, enrichment, file installation and for digitally addressable audiences (available for digital use in Mar 2015)
· Greater precision in identifying and targeting prospects at the individual level
[bookmark: _Toc408402310][bookmark: _Toc423364351]Methodology 
Experian’s highly trained and experienced data development team combines Experian Marketing Services’ unparalleled data assets with statistical modeling expertise and extensive industry experience to develop the Mobile Users Segmentation. 
[bookmark: _Toc408402311][bookmark: _Toc423364352]Data Sources
The Mobile Users Segmentation was developed utilizing Experian’s ConsumerView database along with respondent data from syndicated research panels. ConsumerView data combines data from a wide array of sources, including self-reported information, public records and historical retail purchases. ConsumerView comprises the key identities, attributes and linkages necessary for superior analytics and insights.
[bookmark: _Toc408402312][bookmark: _Toc423364353]Model Development and Validation 
To build the Mobile Users Segmentation, we took the following approach:
· Determined a target population for each lifestyle/behavior model using syndicated research panels 
· Identified the most appropriate and stable data source inputs, analyzing thousands of ConsumerView data points compiled from more 300 sources 
· Used a sophisticated and proprietary modeling approach unique to Experian Marketing Services
· Conducted extensive analysis to identify, validate and interpret the model results
· Validated the results with a hold-out sample from the actual model development population to confirm the model’s descriptive capability, providing a quality check to verify that the models are performing as expected

[bookmark: _Toc408402313][bookmark: _Toc423364354]Value Format - Each individual is assigned a Mobile Users segment code to determine the individual’s propensity to be part of a certain mobile users segment: 

0=Unknown
1=Mobirati
2=Social Connectors
3=Pragmatic Adopters
4=Basic Planners
5=Mobile Professionals
6=No mobile phone
[bookmark: _Toc469400570]Syndicated Segmentation 
[bookmark: _Toc469400571][bookmark: OLE_LINK3][bookmark: OLE_LINK4]Nielsen - PRIZM® 
Nielsen PRIZM is a lifestyle segmentation system developed by Claritas, Inc. It is a target marketing system that classifies households into 66 neighborhood lifestyles with shared consumer behavior. The PRIZM segments are assigned at the ZIP+4 and household levels.
[bookmark: _Toc469400572]Nielsen – P$YCLE® 
Nielsen P$YCLE is a household segmentation system that groups consumers into 58 segments based on income producing assets and a wide variety of financial and investment behavior. The P$YCLE segments fit within 12 llifestage groups based on age, family structure, income and assets. Assigned at the ZIP+4 and household levels.
[bookmark: _Toc469400573]Auto 
[bookmark: _Toc469400574]Auto Propensity Models 
The Auto Propensity Models provides statistically modeled values that indicate a household's inclination to purchase a vehicle within the next five months. There are 32 new vehicle auto segment models and 34 used vehicle auto segment models offered to refine the targeting to the type of vehicle someone is likely to purchase. 
Development
Using multiple logistic regression, we identified the ConsumerView variables (e.g., lifestyle/stage classifications, demographics, Auto Market Statistics) that would most accurately predict a consumer household's propensity to be in the market to purchase a vehicle. Then looking only at the vehicle buyers, we identified the variables that were most predictive for purchasers of new or used vehicles.

After the predictive variables were identified, a propensity score of 1-9 (Extremely Likely to Extremely Unlikely) was calculated for each individual household on the ConsumerView database. These propensity scores indicate the likelihood of a consumer household to be in the market to purchase a vehicle in the next six months, and their propensity to purchase a new or used vehicle.

After the development phase was completed, the models were applied to validation samples. The resulting predictive scores were compared to actual vehicle purchase behave

Auto Propensity Model Vehicle Categories  

	· Small Car - Standard
	· SUV Domestic – Basic

	· Economy Car – Import
	· SUV Domestic – Standard

	· Sports Car
	· SUV Domestic – Large

	· Mid-Range Car Domestic – Basic
	· Luxury SUV – Domestic

	· Mid-Range Car Domestic – Standard
	· SUV Import – Basic

	· Mid-Range Car Domestic – Sporty
	· SUV Import – Standard

	· Luxury Car – Domestic
	· SUV Import – Upper

	· Mid-Range Car Import – Basic
	· Luxury SUV – Import

	· Mid-Range Car Import – Standard
	· Luxury CUV – Import

	· Mid-Range Car Import – Upper
	· SUV – European

	· Luxury Car Import – Standard
	· Pickup – Domestic

	· Luxury Car Import – Upper
	· Pickup – Import

	· Mid-Range Car – European
	· Minivan – Standard

	· Luxury Car – European
	· Minivan – Upper

	· Upscale Elite
	· Full Size Van

	· Hybrid Car
	· Hybrid Truck


[bookmark: _Toc469400575]Auto in the Market Models 
The Auto in the Market Models predict the likelihood that a consumer household will be ready to purchase a vehicle within the next 5 months (ITM Propensity Score). For households that are likely to be in the market, the optional corollary models predict whether they are predisposed to purchase a new or used vehicle (New/Used Propensity Scores). 
Development
Using logistic regression, we identified the ConsumerView variables (e.g., lifestyle/stage classifications, demographics, Auto Market Statistics) that would most accurately predict a consumer household's propensity to be in the market to purchase a vehicle. Then looking only at the vehicle buyers, we identified the variables that were most predictive for purchasers of new or used vehicles.

After the predictive variables were identified, a propensity score of 1-9 (Extremely Likely to Extremely Unlikely) was calculated for each individual household on the ConsumerView database. These propensity scores indicate the likelihood of a consumer household to be in the market to purchase a vehicle in the next six months, and their propensity to purchase a new or used vehicle.

After the development phase was completed, the models were applied to validation samples. The resulting predictive scores were compared to actual vehicle purchase behavior
Auto in the Market Attributes  
· New Vehicle 
· Used Vehicle 
· Used Vehicle 0-5 year old 
· Used Vehicle 6-10 years old 
· Used Vehicle 11 + years old


[bookmark: _Toc469400576]Census Area Projections & Estimates (CAPE) 
[bookmark: _Toc400551493]Experian has developed a suite of data sets derived from Census 2010, American Community Survey (ACS), Current Population Survey (CPS), and Experian ConsumerViewSM along with other commercial datasets of address/delivery points and economic conditions. Examples of these sources include: 

US Census Bureau: Census, US Census Bureau: Annual Population Estimates, US Census Bureau: Annual Housing Unit Estimates, US Census Bureau: American Community Survey (ACS), US Census Bureau: Current Population Survey (CPS), US Census Bureau: Census of Retail Trade (part of the Economic Census), US Census Bureau: Population Projections, US Bureau of Labor Statistics: Local Area Unemployment Statistics (LAUS) program information, US Bureau of Labor Statistics: Consumer Price Index: All Items CPI for all Urban Consumers (CPI-U), US Bureau of Labor Statistics: Consumer Expenditure Survey, Federal Emergency Management Agency (FEMA): Declared disaster and emergency statistics, Experian: Household-level ConsumerView database statistics for small areas, IHS Global Insight: Economic Estimates and Projections

The following datasets are created for the CAPE attributes: 

· Census 2010 (considered as Census Day Estimates as of April 1, 2010)
· Current Year Estimates (annually updated conditions based from Census 2010 variables)
· Five-Year Projections (FYP) 
· Consumer Expenditure
· Retail Supply & Demand
· Mosaic Workplace
Census Geography Definitions 
Census Tracts 
Census tracts are small, relatively permanent statistical subdivisions of a county. Tracts are delineated by a local committee of census data users for the purpose of presenting data. Census tract boundaries normally follow visible features, but may follow governmental unit boundaries and other non-visible features in some instances; they always nest within counties.

Designed to be relatively homogeneous units with respect to population characteristics, economic status, and living conditions, Census tracts average about 4,000 inhabitants.

According to the website, 2010 Census.gov, there are 73,057 census tracts in the U.S.
Block group (BG) 
Census Block Groups are 1 digit. Block groups are a collection of census blocks within a census tract, sharing the same first digit of their four-digit identifying numbers. Block Groups are statistical divisions of census tracts, are generally defined to contain between 600 and 3,000 people, and are used to present data and control block numbering.  
On the CAPE install files, Census Block Groups are based on a 12-digit hierarchical code. The geographic hierarchy represented within the code as follows, using example for Block Group 010010205003 in Autauga County, Alabama. 
						
	Census Block Group 
	Length
	Example 

	State Code
	2
	01

	County Code
	3
	001

	Census Tract/Block Group
	7
	0205003





CAPE Install Datasets 
[bookmark: _Toc469400577]The table below provides the CAPE dataset names and update cycle. 

	

CAPE Dataset Name
	

Update Cycle


	

Spring - Apr/May
(Full Update)
	

Fall - Sep/Oct
(Thin Update)


	American Community Survey (ACS)
	Annual
	
	

	CAPE Ratio and Percentages – Current Year Estimates (CYE)
	Annual
	
	

	CAPE Demographics – Census Day Estimates (CDE)
	Does not change
	
	

	CAPE Demographics – Current Year Estimates (CYE)
	Bi-annual
	
	

	CAPE Demographics – Five Year Projections (FYP)
	Bi-annual
	
	

	Consumer Expenditure – Current Year Estimates (CYE)
	Bi-annual
	
	

	Consumer Expenditure  – Five Year Projections (FYP)
	Bi-annual
	
	

	Daytime Population – Current Year Estimates (CYE)
	Bi-annual
	
	

	Seasonal Population – Current Year Estimates (CYE)
	Bi-annual
	
	

	Retail Demand (Unscaled) – Current Year Estimates (CYE)
	Bi-annual
	
	

	Retail Demand & Supply (Scaled) – Current Year Estimates (CYE)
	Annual
	
	

	Mosaic Residential & Workplace – Current Year Estimates (CYE)
	Annual
	
	


[bookmark: _Toc429149798][bookmark: _Toc430520264][bookmark: _Toc431724582][bookmark: _Toc469400578][bookmark: _Toc429149794]American Community Survey (ACS) 
· Record Level – Block Group or ZIP
· Frequency – Annual
· Estimated Quantity – 217K (block groups)

The American Community Survey (ACS) data is provides current demographic, social, economic, and housing information about America’s communities. The ACS is based on an ongoing survey that provides vital information on a yearly basis about our nation and its people. Information from the survey generates data that help determine how more than $400 billion in federal and state funds are distributed each year.

ACS Categories: 

· [bookmark: _Toc430520265]Citizenship 
· [bookmark: _Toc430520266]Class of Worker 
· [bookmark: _Toc430520267]Geographical Mobility
· [bookmark: _Toc430520268]Language Spoken at Home 
· [bookmark: _Toc430520269]Nativity
· [bookmark: _Toc430520270]Race, Origin and Ancestry
[bookmark: _Toc430520271][bookmark: _Toc431724583][bookmark: _Toc469400579]CAPE Ratio and Percentages Current Year Estimates (CYE)
· Record Level – Block Group or ZIP 
· Frequency – Annual 
· Estimated Quantity – 217K (block groups) 
Current Year Estimates (CYE)
The CAPE Ratio and Percentage file provide the Current Year Estimates is categorized by Population, Households & Housing Units, Income & Poverty and Education & Employment. Provided by block group as a default but also available on ZIP level. CAPE Ratio and Percentages Current Year Estimates (CYE) is based on subset from CAPE Counts – Current Year Estimates (CYE). 
Current Year Estimates (CYE) - current calendar year based on the Census release schedule.
[bookmark: _Toc429149795][bookmark: _Toc430520272][bookmark: _Toc431724584][bookmark: _Toc469400580]CAPE Demographics Current Year Estimates (CYE), Five Year Projections (FYP), Census Day Estimates (CDE)  
· Record Level – Block Group or ZIP 
· Frequency – CYE, FYP - Bi-Annual, CDE- Annual   
· Estimated Quantity – 217K (block groups) 
Census Day Estimates (CDE) 
The CAPE Demographics Census Day Estimates is categorized by Population, Households & Housing Units, Income & Poverty and Education & Employment. CAPE Demographics – Census Day Estimates (CDE) is based on a subset of CAPE Demographics – Current Year Estimates.

Census Day Estimates (CDE) is based on a point in time of April 2010. These attributes are static and do not change. 
Current Year Estimates (CYE) 
The CAPE Demographics Current Year Estimates is categorized by Population, Households & Housing Units, Income & Poverty and Education & Employment. Provided by block group as a default but also available on ZIP level. 
Current Year Estimates (CYE) - current calendar year based on the Census release schedule.
Five Year Projections (FYP) 
The CAPE Demographics Five Year Projections (FYP) provides counts for more than 2,000 attributes categorized by Population, Households & Housing Units, Income & Poverty and Education & Employment. Provided by block group as a default but also available on ZIP level. CAPE Demographics – Five Year Projections is based on a subset of CAPE Demographics – Current Year Estimates. 
Five-Year Projections (FYP) based on calendar year projections 5 years into the future based on the Census release schedule 
[bookmark: _Toc403136650][bookmark: _Toc429149796][bookmark: _Toc430520273][bookmark: _Toc431724585][bookmark: _Toc469400581]CAPE Consumer Expenditures – Current Year Estimates (CYE), Five Year Projections (FYP)
· Record Level – Block Group or ZIP
· Frequency – Bi-annual 
· Estimated Quantity – 217K (block groups) 

Experian has developed the Consumer Expenditure Estimates based upon the analysis of individual respondent level information from the Consumer Expenditure Survey conducted by the U.S. Census Bureau, on behalf of the U.S. Bureau of Labor Statistics. This respondent information is analyzed by Experian to determine relationships between expenditure and key demographic factors. 
Consumer Expenditure – Current Year Estimates (CYE): 
1. CYE CEX – Average Expenditure
1. CYE CEX –  Average Annual Expenditure
1. CYE CEX – Gifts

Consumer Expenditure – Five Year Projections (FYP): 
1. FYP CEX – Average Expenditure
1. FYP CEX –  Average Annual Expenditure
1. FYP CEX – Gifts 

Both the Consumer Expenditure – Current Year Estimates and Consumer Expenditure – Five Year Projections provide dollar estimates and projections of expenditure dollars undertaken within 12 month periods by the residents in each Block Group. 14 major expenditure categories are provided:

· Food
· Alcoholic beverages
· Housing
· Apparel and services
· Transportation
· Health care
· Entertainment
· Personal care products and services
· Reading
· Education
· Tobacco products and smoking supplies
· Miscellaneous
· Cash contributions
· Personal insurance and pensions
[bookmark: _Toc429149797][bookmark: _Toc430520274][bookmark: _Toc431724586][bookmark: _Toc469400582]CAPE Retail Demand & Retail Supply (RDRS) – Current Year Estimates (CYE)
Available as Retail Supply and Demand Scaled Version, Retail Demand Unscaled Version – CYE 

· Record Level – Block Group or ZIP
· Frequency – Retail Supply and Demand Scaled - Annual, Retail Demand Unscaled - Bi-annual 
· Estimated Quantity – 217K (block groups)

Note: Five Year Projections are not created for the Retail Demand/Supply dataset. 
The Retail Demand/Retail Supply (RDRS) Current Year Estimates relate to demand (expenditure) and supply (sales) in $ for the whole of Calendar Year. The Retail Demand/Retail Supply – Scaled (RDRS) estimates use several data sources to create Block Group level estimates of RDRS presented in terms of both Merchandise Lines and Store Types such as the Consumer Expenditure Survey and the Census of Retail Trade. 
[bookmark: _Toc324323204][bookmark: _Toc387741969][bookmark: _Toc419204183][bookmark: _Toc429149799][bookmark: _Toc430520275][bookmark: _Toc431724587][bookmark: _Toc469400583]Daytime Population – Current Year Estimates (CYE)
· Record Level – Block Group or ZIP
· Frequency – Bi-annual
· Estimated Quantity – 217K (block groups)

The CAPE Daytime Population provides insight into the typical population present during the day realizing that the level and composition present in a block group can differ significantly to the residential population of the same block group. Some of the reasons daytime and residential population differs are listed below: 

· Population living outside of the area that travels into the area to work
· Population living inside the area that travels out of the area to work elsewhere
· Children living outside of the area that travel into the area to attend school
· Children living inside the area that travel out of the area to attend school
· Students living outside the area that travel into the area to attend college/university
· Students living in the area that travel out of the area to attend college/university

The Daytime Population database allows for typical travel patterns such as the above, and also allows for segments of the population likely to spend the majority of the day in the same area (Block Group) in which they reside, such as the unemployed, retired, and pre-school age children. All of these different types of population are then combined in order to estimate the typical daytime population of each Block Group.

This database is of use to any businesses or service providers where demand is believed to be highly dependent upon the daytime population, rather than, or as well as, dependent upon residential population.
[bookmark: _Toc429149800][bookmark: _Toc430520276][bookmark: _Toc431724588][bookmark: _Toc469400584]Seasonal Population - Current Year Estimates (CYE)
· Record Level – Block Group or ZIP
· Frequency – Bi-Annual 
· Estimated Quantity – 217K (block groups)

CAPE Seasonal Population estimates the population temporarily residing on a block group level in housing units whose annual status (as defined by the Census and the American Community Survey) is defined as vacant (for seasonal, recreational, or occasional use). 

The CAPE ‘Seasonal Population’ only refers to the proportion of the population that is temporarily living in housing units that are defined as ‘For seasonal, recreational, or occasional use’. The CAPE ‘Seasonal Population’ therefore needs to be combined with the permanent ‘Residual Population’ to estimate the overall level of the population in each area by quarter.
[bookmark: _Toc429149801][bookmark: _Toc430520277][bookmark: _Toc431724589][bookmark: _Toc469400585]Mosaic Residential & Mosaic Workplace Current Year Estimates (CYE)
· Record Level – Block Group or ZIP
· Frequency – Annual 
· Estimated Quantity – 217K (block groups)

Experian has created Block Group level distributions of counts by Mosaic Groups and Types for the following CAPE Demographics CYE attributes:

· Total Population
· Total Population Aged 16 years and over
· Total Population Aged 18 years and over
· Households
· Employed Civilian Population Aged 16 years and over

Mosaic Residential and Mosaic Workplace are presented in terms of the same Mosaic classifications therefore distributions of people who live in the area can be compared to Mosaic distributions of people who work in the same area. Such analysis can show which Mosaic Types commute into an area but do not live in the area (and vice versa). This can be very useful in terms of targeting likely daytime and transitory trade, as well as allowing assessments of likely differences in the level and type of demand dependent upon the time of day.


[bookmark: _Toc469400586]Geo-aggregated Data
[bookmark: _Toc430520279][bookmark: _Toc431724591][bookmark: _Toc469400587]Premier Summarized Credit Statistics Overview 
· Aggregation Level – Geographic – ZIP+4, ZIP+2, ZIP
· Frequency – Quarterly 
· Estimated Quantity – 12MM ZIP+4’s

Premier Summarized Credit StatisticsSM (PSCS) is a series of aggregated credit attributes and Experian proprietary scores that represent the entire US consumer credit population. The statistics are derived as average values for more than 220 million credit-active consumers on Experian’s consumer credit file. The Premier Summarized Credit Statistics (PSCS) are based on credit information aggregated at a postal geographic level, the lowest level being ZIP+4™. If, based on the United States Postal Service, a ZIP+4 does not include multiple households, the ZIP+4 is eliminated and the aggregation will occur at a larger geographic level to help ensure that it is not possible to reverse engineer any of the aggregated information to an individual level. This geo-aggregated level of consumer credit activity allows for a comprehensive view into the current “state of credit” for specific market areas within the US. 

Experian PSCS do not communicate individual credit histories or activities. They are averages which typify consumer credit conditions in a neighborhood. The PSCS are only to be used in non-FCRA applications. See Usage Information section for compliance information. 

Premier Summarized Credit provides aggregated attributes, scores and models. 
	Attribute Categories 
	Factor Variables
	Scores and Models 

	· All trade types
· Mortgage
· Auto
· Revolving and national bankcard
· Retail
· Installment
· Student loans
· Utility
· External collections
· Credit union

	· Bad versus Good Credit
· Short Term Delinquencies
· Install or Auto Trades Amount
· Revolving Bankcard Balances Segment
· Credit Seekers Segment
· Recently Opened Mortgage
· # Months Since Mortgage Opened
· Mortgage Foreclosures
· Second Mortgages Amounts
· Recent Delinquent Mortgages
· Open Retail Trades & Credit
· Student Loans
	· VantageScore®
· Scorex PLUSSM
· Bankruptcy PLUSSM
· RecoveryScoreSM
· In the Market ModelSM
· Experian TAPSSM (Total Annual Plastic Spend) 



Features and Benefits 
· Provides greater insight at a neighborhood level when consumer-level FCRA permissible purpose is not available
· Characterizes a neighborhood’s general consumer credit activity, by summarizing individual level credit attributes at a ZIP® and ZIP+4™ level
· Provides organizations with a powerful tool that will allow them to go beyond demographics to target more precisely and profitably
Consumer insights provided
· Available credit
· Total debt / Monthly obligations
· Credit activity (shopping for new loans)
· Credit capacity
· Credit risk 
· Monthly credit obligations
· Activity by debt type (i.e. auto, bankcard)
· Rate of delinquency 
· Public records (bankruptcy, judgments, liens)
· Foreclosures
· Collection activity
· Propensity for bankruptcy
· Propensity for 90+ delinquency
· Propensity for recovery 
Example uses
· Model building
· Geographical trending and research
· Portfolio evaluation
· Market assessment
[bookmark: _Toc400551494][bookmark: _Toc423364369][bookmark: _Toc423365454][bookmark: _Toc423429627][bookmark: _Toc425846674][bookmark: _Toc428706148][bookmark: _Toc428706697][bookmark: _Toc429149804][bookmark: _Toc430520280][bookmark: _Toc431724592][bookmark: _Toc469400588]PSCS Bankruptcy PLUSSM Score 
The Bankruptcy PLUS Score was developed to predict the likelihood that a consumer will file bankruptcy. While other bankruptcy risk models are segmented using traditional methods, Bankruptcy PLUS incorporates “preliminary” risk scores prior to calculating the overall risk. The preliminary risk scores create segments based on a consumer’s bankruptcy risk grade and indicate which of the multiple scorecards is most predictive for a specific consumer. This provides a significant lift in bankruptcy risk prediction. The PSCS Bankruptcy Plus variables are summarized at a ZIP® and ZIP+4™ level and provide the mean average and median average to predict the likelihood of a consumer bankruptcy filing in the next 24 months at a neighborhood level. 

Traditional Risk Score Format 
· Score Range 300-900 = traditional risk score format
· Lower scores represent a higher likelihood of risk
· Values (Implied Decimal): 999v99

Traditional Bankruptcy Score Format 
· Score range 1-1400 = traditional bankruptcy score format  
· Higher scores represent a higher likelihood of risk
· Values (Implied Decimal): 9999v99
[bookmark: _Toc400551495][bookmark: _Toc423364370][bookmark: _Toc423365455][bookmark: _Toc423429628][bookmark: _Toc425846675][bookmark: _Toc428706149][bookmark: _Toc428706698][bookmark: _Toc429149805][bookmark: _Toc430520281][bookmark: _Toc431724593][bookmark: _Toc469400589]PSCS Factor Variables 
Factor Variables are weighted, aggregations of the 368 Premier Summarized Credit Statistics. They are highly predictive and provide improved efficiencies in model building using PSCS data. The PSCS Factor Variables are summarized at a ZIP® and ZIP+4™ level. They are averages which typify consumer credit conditions in a neighborhood.
Factor Variable Categories
· Bad versus Good Credit
· Short Term Delinquencies
· Install or Auto Trades Amount
· Revolving Bankcard Balances Segment
· Credit Seekers Segment
· Recently Opened Mortgage
· # Months since Mortgage Opened
· Mortgage Foreclosures
· Second Mortgages Amounts
· Recent Delinquent Mortgages
· Open Retail Trades & Credit
· Student Loans
Factor Variable Value Formats 
· Segment Values 1-9 - 1 is highest ranked based on each factor definition. Example: Good Vs Bad Credit, 9 - indicates an area with higher credit worthiness due to a lower number of delinquent or derogatory trades. 1= indicates a less credit worthy area. 

· Score Values: 1-99999 - Higher scores represent a higher likelihood. Example: Good Vs Bad Credit – the higher score indicates an area with lower credit worthiness due to a high number of delinquent or derogatory trades. A lower score indicates a higher credit worthy area.
[bookmark: _Toc400551496][bookmark: _Toc423364371][bookmark: _Toc423365456][bookmark: _Toc423429629][bookmark: _Toc425846676][bookmark: _Toc428706150][bookmark: _Toc428706699][bookmark: _Toc429149806][bookmark: _Toc430520282][bookmark: _Toc431724594][bookmark: _Toc469400590]PSCS in the Market ModelsSM
The In the Market Model is a suite of next generation prospecting scores that predict the likelihood that a consumer will open a specific product type 30 to 120 days from the point of observation. They were designed to predict the propensity of consumer to open a specific account type in a specified outcome window or be ‘in-the-market’ for a specific product type. These are not traditional response models, so there is no inverse relationship to risk on consumers who are in the market for new credit. 

The In the Market models were developed using Experian’s Premier Credit Attributes and enhanced segmentation from unique Experian assets and sophisticated modeling technology. The PSCS In the Market Model variables are summarized at a ZIP® and ZIP+4™ level provide the mean average and median average to predict the likelihood to open a specific product type based at a neighborhood level.
Product types:
· Auto (loans and leases)
· Bankcards
· Mortgages
· Home equity
· Personal finance
· Retail accounts
· Student loans
[bookmark: _Toc400551497][bookmark: _Toc423364372][bookmark: _Toc423365457][bookmark: _Toc423429630][bookmark: _Toc425846677][bookmark: _Toc428706151][bookmark: _Toc428706700][bookmark: _Toc429149807][bookmark: _Toc430520283][bookmark: _Toc431724595][bookmark: _Toc469400591]PSCS RecoveryScoreSM
Two RecoveryScore models were developed for the bank card and retail accounts using Premier Credit Attributes to predict “how much is collected”. They asses the likely relative recovery amounts generated from bankcard or retail accounts that have been charged-off. The RecoveryScore variables are summarized at a ZIP® and ZIP+4™ level and provide the mean average and median average to predict the propensity to pay over the next 6-12 months on a neighborhood level. 
[bookmark: _Toc400551498][bookmark: _Toc423364373][bookmark: _Toc423365458][bookmark: _Toc423429631][bookmark: _Toc425846678][bookmark: _Toc428706152][bookmark: _Toc428706701][bookmark: _Toc429149808][bookmark: _Toc430520284][bookmark: _Toc431724596][bookmark: _Toc469400592]PSCS Scorex PLUSSM
Scorex PLUS is a powerful, high performance credit reporting model that uses advanced model development technology, capitalizing on Experian’s rich consumer credit data. An empirically driven and statistically sound prediction tool developed to predicts the likelihood of future serious delinquencies (90 days late or greater) on any type of account. The PSCS Scorex Plus variables are summarized at a ZIP® and ZIP+4™ level and provide the mean average and median average to predict the likelihood of risk at a neighborhood level
[bookmark: _Toc400551499][bookmark: _Toc423364374][bookmark: _Toc423365459][bookmark: _Toc423429632][bookmark: _Toc425846679][bookmark: _Toc428706153][bookmark: _Toc428706702][bookmark: _Toc429149809][bookmark: _Toc430520285][bookmark: _Toc431724597][bookmark: _Toc469400593]PSCS Total Plastic SpendSM (TAPS)
TAPS is a spend algorithm built from credit data. Longitudinal credit data is used to proxy the last 12 months of “spend” on credit and charge cards. TAPS calculates spend, separately, on each trade line, then aggregates those trade lines to provide a snapshot of annual spend. Ninety percent plus of all general purpose (Visa, MasterCard, American Express etc…) credit card “spend” is captured in TAPS. The PSCS TAPS variables are summarized at a ZIP® and ZIP+4™ level.


[bookmark: _Toc425846680][bookmark: _Toc428706154][bookmark: _Toc428706703][bookmark: _Toc429149810][bookmark: _Toc430520286][bookmark: _Toc431724598][bookmark: _Toc469400594]TAPS Average TAPS Spend 
Based on a spend algorithm built from credit data that interprets the last 12 months of longitudinal credit history and calculates a proxy for historical spend. Average TAPS Spend is the sum of total “spend” over the last 12 months, summarized at a ZIP® and ZIP+4™ level. 
[bookmark: _Toc425846681][bookmark: _Toc428706155][bookmark: _Toc428706704][bookmark: _Toc429149811][bookmark: _Toc430520287][bookmark: _Toc431724599][bookmark: _Toc469400595]TAPS Average TAPS Pay Rate 
Based on a spend algorithm built from credit data that interprets the last 12 months of longitudinal credit history and calculates a proxy for historical spend. Average TAPS Pay Rate is the proportion of the average monthly balance that is spend (spend/ Avg Bal / 12), summarized at a ZIP® and ZIP+4™ level.
[bookmark: _Toc400551500][bookmark: _Toc423364375][bookmark: _Toc423365460][bookmark: _Toc423429633][bookmark: _Toc425846682][bookmark: _Toc428706156][bookmark: _Toc428706705][bookmark: _Toc429149812][bookmark: _Toc430520288][bookmark: _Toc431724600][bookmark: _Toc469400596]PSCS VantageScore® 3.0
VantageScore is a predictive and consistent scoring model used across the three Credit Reporting Companies. It was developed to predict the likelihood of future serious delinquencies (90 days late or greater) on any type of account. VantageScore leverages the collective experience of the industry’s leading credit data, scoring and analytics experts to deliver the market’s superior consumer credit score. 
The PSCS Vantage Score variables are summarized at a ZIP® and ZIP+4™ level and provide the mean average and median average to predict the likelihood of lower risk at a neighborhood level

VantageScore® 3.0 utilizes familiar 300 – 850 scale. Research was conducted with both lenders and consumers, with each audience indicating a preference for the 300 – 850 scale. While lenders individually determine their own credit quality cutoffs, the credit tier breakdown below is offered only as an approximation:

781–850   Super prime
661–780   Prime
601–660   Non-prime
500–600   Sub-prime
300–499   Deep sub-prime
[bookmark: _Toc400551501][bookmark: _Toc423364376]Important notes about PSCS  
· Statistics by themselves cannot be used to determine creditworthiness
· Statistics do not communicate individual credit histories
· A service already granted cannot be taken away based on Premier Summarized Credit Statistics
· Premier Summarized Credit Statistics may not be used for any adverse action at an individual level
· Premier Summarized Credit Statistics require compliance approval and a supplemental agreement 
· Vantage Score requires a signed “Vantage Score Supplement”   
· 4 household minimum 
[bookmark: _Toc423364377][bookmark: _Toc430520289][bookmark: _Toc431724601][bookmark: _Toc469400597]Summarized ConsumerView (SCV) Install File 
· Aggregation Level – ZIP+4 or Block Group  
· Frequency – Quarterly  
· Estimated Quantity – 26MM ZIP+ 4’s or 217K (block groups) 

The Summarized ConsumerView install file provides summarized count statistics on the individual and household level data. The SCV is available at the ZIP, ZIP+4, or Block Group level. The SCV install file is a valuable resource for clients that are more technical and analytical. SCV provides summarized counts to help clients understand attribute distribution and use to determine market penetration. 
[bookmark: _Toc430520290][bookmark: _Toc431724602][bookmark: _Toc469400598]Aggregated ConsumerView Install File 
· Aggregation Level – ZIP+4 or Block Group  
· Frequency – Quarterly  
· Estimated Quantity – 26MM ZIP+ 4’s or 217K (block groups) 

The Aggregated ConsumerView install file provides the dominant value for more than 250 individual and household level data attributes including the new Lifestyle Propensity models and TrueTouch. The Aggregated ConsumerView file is available at the ZIP+4 level and is a valuable resource for clients that are interested in marketing insight at a geo-level. 
[bookmark: _Toc430520291][bookmark: _Toc431724603][bookmark: _Toc469400599]Auto Market Statistics (AMS) Install File 
· Aggregation Level – ZIP+4, Block Group, ZIP 
· Frequency – Quarterly  
· Estimated Quantity – 27MM ZIP+ 4’s  

Auto Market Statistics are created from Experian’s North American Vehicle Database. Auto Market Statistics provide insight related to automobile purchase behaviors and ownership. Attributes are aggregated at the ZIP + 4 (lowest), block group, census tract and ZIP Code. 
Benefits
· More effective targeting by providing a precise financial snapshot
· By adding depth to customer profiles, it allows marketing offers to be tailored more effectively
· Predictive in analytical models
AMS Statistical categories
· Household vehicle information
· Vehicle age
· Vehicle manufacturer origin
· Vehicle ownership by gender
· Vehicle new/used
· Vehicle MSRP value
· Vehicle market classification
· Vehicle price class value
· Light truck makes
· Sport utility vehicle makes
· Van makes
· Car makes
Factor Variables 
Factor Variables are weighted, aggregations of the Auto Market Statistics. They are highly predictive and provide improved efficiencies in model building using AMS data. The AMS Factor Variables are summarized at a ZIP® and ZIP+4™ level. They are averages which typify auto profile in a neighborhood. 

· Foreign vs. domestic vehicle
· More vs. less expensive
· Luxury vs. Mid-priced
· New vs. used
· Mid-range cars
Factor Variable Value Formats 
· Segment Values 1-9 - 1 is highest ranked based on each factor definition. Example: Foreign vs Domestic, 1 = area that is extremely likely to own foreign vehicles. 9 = area that is extremely likely to own domestic vehicles.

· Score Values: 1-99999 – High vs Low scores, example: Foreign vs Domestic, a higher value for the Foreign vs. Domestic factor variable indicates an area where foreign vehicles are more likely to be present. A lower value for indicates an area where domestic vehicles are more likely to be present. 


[bookmark: _Toc469400600]Life-event Files
[bookmark: _Toc430520293][bookmark: _Toc431724605][bookmark: _Toc469400601]New Mover Install File 
· Record Level – Household   
· Frequency – Weekly 
· Estimated Quantity – 1.3MM per month  

The New Movers file is compiled from multiple sources assuring you broader, more in-depth coverage. The database is developed using Experian’s unique, proprietary Change of Address (COA) data, recorded deed information on new home sales, telephone service providers and other reliable sources. Files from telephone service providers are evaluated to ensure that new connects are actual movers. Our New Movers Database is available each week, providing a fresh source of recently reported new movers.

All records on Experian’s New Movers Database are ZIP+4 coded using CASS certified software. Names are highly deliverable and qualify for available U.S. Postal Service rate discounts. No New Mover information is derived from the USPS® National Change of Address file. 

New movers are excellent prospects for household furnishings and appliances, home improvement offers, phone service, garden and workshop tools, insurance, local retail stores, banks, credit card organizations, catalogers, fundraising associations and restaurants.

Target new movers by distance of move, whether the move was local or out of state, or type of dwelling moved from and to. Refine your prospect universe further with demographic selects like age, estimated income and presence of children to target the right households for your offer.
Applications
· Catalogers
· Home improvement, furnishings
· Lawn tools and services
· Newspaper and magazine offers
· Professional services
· Retail, restaurant promotions
Sources
· Compiled from a variety of sources
· Deed transactions
· Phone providers
· Proprietary change of address information such 
as magazine subscription information
· New Movers information is not derived from USPS® NCOALinkTM
New Mover Attributes 
· 12 month rolling file, available weekly or monthly 
· Move date 
· Age, income, marital status, gender 
· Previous address info (approx. 45%) 
· Move by distance 
· Same/different state/zip


[bookmark: _Toc430520294][bookmark: _Toc431724606][bookmark: _Toc469400602]New Homeowner Install File 
· Record Level – Household 
· Frequency –  Weekly 
· Estimated Quantity – 273K records per month 

Consumers who have recently bought a home typically spend more on products and services than established residents. In additional they have above average incomes and specific purchasing needs making them ideal targets for a variety of offers.

Experian’s New Homeowner’s are compiled from public records including warranty and security deeds with approximately 290K records per month. They have recently passed extensive credit evaluation and are creditworthy with above average incomes. 
Applications 
· Home services
· Retail
· Financial services
Sources
· Public and proprietary sources
· Warranty deeds
· Security deeds
· Supplemented by new movers (option to include) 
Coverage
· Over 1200 counties available with deed data
New Homeowner Attributes 
· The New Homeowner file can optionally include additional record types: 
· Equity/Second Mortgage – 5 MM annually 
· Investors – 360K annually 
· Private Party Lender, Seller Carry Back - 59K annually
· Mortgage Amount
· Mortgage Date on File
· Mortgage Lender Name
· Mortgage Loan Type
· Mortgage Rate Type
· Mortgage Sale Type
· Original Loan to Value
· Purchase Amount
· Purchase Date


[bookmark: _Toc430520295][bookmark: _Toc431724607][bookmark: _Toc469400603]New Parent Pre-Natal Install File 
· Record Level – Household 
· Frequency –  Weekly 
· Estimated Quantity – 99K records per month 

The birth of a child, particularly the first child, is a major life stage event. It’s an event that triggers a wave of consumer purchases ranging from diapers, clothing, food and insurance to homes, furnishings, cars, appliances and more. As a market segment, these families outspend childless couples 2-to-1 and are prime candidates for not only a full range of baby products, but also daycare, home entertainment, photography, recreation and catalog offers — virtually any product or service that promises the family a better way of life.
 
No other life cycle list offers the accuracy, cost efficiency or selections of the New Parents file including the option of defining markets at either the expectant stage or after delivery. Compiled from multiple sources from approximately 50 principal sources such as photography companies, baby furniture/maternity stores, magazines/catalogs and surveys. 
Applications
· Small business - Locate new parents in the ZIP codes you serve. The geographic depth of our new parent file allows small-business marketers to locate prospects in their neighborhood. 
· Financial - Parenthood often sparks renewed interest in financial security and planning. Get in touch with families that may have new savings, insurance and investment needs. 
· Retail - First-time parents need baby furniture and items such as car seats and strollers. Selecting first-birth families allows you to reach parents with notices of sales, discounts and special offers — and increase store traffic. 
· Catalog - New parents have more to do and less time to do it. They are prime candidates for catalogs featuring infant furniture, clothes, toys, books and decorating items. 
· Health care/ Pharmaceuticals - Because our database includes families with children up to age 3, it’s a good source of prospects for manufacturers of over-the-counter pharmaceuticals designed for infants and young children. 
· Consumer packaged goods - Coupons and product samples introduce new parents to baby-related packaged goods they may not have shopped for — until now. Prenatal selects allow you to reach families early and begin building brand awareness and loyalty. 
· Publishing - Our prenatal and postnatal segmentation options help you target prospects for children’s books and publications related to parenting. 
Important notes about New Parent Pre-natal 
· Female name in household is output
· The week the baby is born the record rolls over to Post Natal file
· The New Parent Prenatal file provides data in the last two trimesters of pregnancy. 
· Offer Type selection is required on all counts and orders
· Offer type represents the type of offer your client is providing
· Omits appropriate sourced data which is restricted from competing offers (examples: magazines or baby food offers)
· Over 80% of the file is non-restricted (Other – Offer Type)
· Experian respects consumer privacy and takes extra care regarding elements that are considered sensitive.
· Experian uses the Direct Marketing Association Guidelines for Ethical Business Practices as the standard for marketing offer approval. 
· Examples of some wording that will help you identify when an offer is unacceptable include:
· Wording that reveals selection criteria: “Because you have several children”, “Your new baby will love this product” 
· Wording implicating individual knowledge of the recipient: “Because you are a new parent”, “We heard you were expecting” 


[bookmark: _Toc430520296][bookmark: _Toc431724608][bookmark: _Toc469400604] New Parent Post-Natal Install File 
· Record Level – Household 
· Frequency –  Weekly 
· Estimated Quantity – 272K records per month 

Experian is the only multisource compiler of new parent information that brings together such a vast array of contributors — approximately 50 principal sources. The result is the industry's largest and most stable source of new parent information available for your marketing campaigns. Experian’s new parent file puts you in touch with more than 3 million new parents annually. Our reliable information comes from diverse sources, including retail outlets, Internet sites and online programs. Major sources include photography studios, baby furniture and maternity stores, consumer packaged goods manufacturers and hospital package programs. No other compiler defines the new parent market at either the expectant stage or after delivery. Our broad coverage gives you a comprehensive prospecting source, saving you the time and expense of merging multiple new parent lists.
Applications
· Small business - Locate new parents in the ZIP Codes you serve. The geographic depth of our new parent file allows small-business marketers to locate prospects in their neighborhood. 
· Financial - Parenthood often sparks renewed interest in financial security and planning. Get in touch with families that may have new savings, insurance and investment needs. 
· Retail - First-time parents need baby furniture and items such as car seats and strollers. Selecting first-birth families allows you to reach parents with notices of sales, discounts and special offers — and increase store traffic. 
· Catalog New parents have more to do and less time to do it. They are prime candidates for catalogs featuring infant furniture, clothes, toys, books and decorating items. 
· Health care/ Pharmaceuticals - Because the New Parent file includes families with children up to age 3, it’s a good source of prospects for manufacturers of over-the-counter pharmaceuticals designed for infants and young children. 
· Consumer packaged goods - Coupons and product samples introduce new parents to baby-related packaged goods they may not have shopped for — until now. 
· Publishing - Our postnatal segmentation options help you target prospects for children’s books and publications related to parenting. 
 Important notes about New Parent Post-natal 
· Female name in household is output
· Offer Type selection is required on all counts and orders
· Offer type represents the type of offer your client is providing
· Omits appropriate sourced data which is restricted from competing offers  (examples: magazines or baby food offers)
· Over 80% of the file is non-restricted (Other – Offer Type)
· Experian respects consumer privacy and takes extra care regarding elements that are considered sensitive
· Experian uses the Direct Marketing Association Guidelines for Ethical Business Practices as the standard for marketing offer approval. 
· Examples of some wording that will help you identify when an offer is unacceptable include:
· Wording that reveals selection criteria:  “Because you have several children”, “Your new baby will love this product” 
· Wording implicating individual knowledge of the recipient: “Because you are a new parent”, “We heard you were expecting” 


[bookmark: _Toc469400605]Digital Marketing
We realize that today’s consumers are moving targets and reaching them where they are at, when they are ready to receive the marketing message is vitally important. We also realize that digital information that is recorded becomes part of an amazing, complex data set that can be used to derive connections about behaviors, relationships, trends and economies. With the power of “big data” in combination with display advertising, it’s more important than ever that you work with a trusted data partner that is compiling and using consumer data – whether the compilation is online or offline – in a responsible, secure and anonymous way. 

Experian Marketing Services (EMS) has been a trusted steward of data and a leader in the direct marketing industry for 30+ years. We are now applying our proven and safe traditional direct marketing strategies to the online world, bringing more relevant advertising to consumers while carefully safeguarding their privacy. Additionally, EMS intimately understands the digital marketplace. In fact, EMS is a leading digital advertiser itself, as well as a proven provider of industry-leading display advertising campaign services.

[bookmark: _Toc425077520]As an EMS client, you have a unique opportunity to leverage ConsumerView data to bridge your traditional and digital marketing strategies. The information below is a brief snapshot about our digital marketing capabilities; please reach out to your EMS account team for additional information.
[bookmark: _Toc430520298][bookmark: _Toc431724610][bookmark: _Toc469400606]OmniActivation & the Audience Engine
Activate your offline audience for true one-to-one addressable advertising across channels
Improve digital and television advertising effectiveness by enabling the use of a single audience definition to reach today’s omni-channel consumer. Through OmniActivation™, marketers can coordinate campaigns across channels and leverage their own data to deliver the best message to their most valuable customers and prospects. The end result is an efficient, engaging cross-channel advertising strategy — spanning direct mail, email, mobile, online and television — which also delivers insightful closed-loop analytics that prove return on marketing spend. 
Three steps to enable your cross-channel advertising strategy
1. Determine your best audience: Activate your own first-party data, Experian Marketing Services’ best-in-class consumer data, or a combination of the two to build your target audience. Combined with our data hygiene, segmentation and predictive modeling services, your audience will be precise yet scalable.

2. Find and target the same consumers across multiple channels: Utilize Experian’s digital media buying services, email capabilities, direct mail experience, and partnerships with major online publishers and TV operators to match your audience and launch your brand’s one-to-one marketing communications.

3. Measure campaign effectiveness: Through closed-loop reporting, evaluate the online and offline effectiveness of your addressable campaigns to gain insights, determine return on investment (ROI) and improve future cross-channel strategies.


For clients who want to maximize the user of 1st, 2nd and 3rd party data, including ConsumerView, Audience Engine makes coordinated cross channel advertising possible in a matter of clicks. Contact your EMS representative for a demo of this exciting, first of its kind data activation platform.







Partner with a leader in consumer data
With a rich history in consumer data management, marketing and intelligence,
Experian Marketing Services is uniquely positioned to act as a neutral third-party matching partner for marketers and media companies. 

· Privacy and compliance expertise: Protect your brand and customer data while personalizing interactions that foster loyalty and a greater return on your advertising spend. We enable marketers to match deidentified target audiences to media partners in a privacy-compliant manner.

· World-class data: The use of Experian Marketing Services data, the best in quality and scale, as well as our superior linkage capabilities means your marketing message will reach the right target for your brand.

· Flexible framework: As a media-agnostic marketing services provider, Experian can support your omnichannel strategy across both online and offline channels. With no need for SAAS integration, Experian Marketing Services’ OmniActivation is a seamless addition to your current media buying processes and plans. 
Protecting consumer privacy
Experian Marketing Services is a trusted steward of the data it collects, maintains and uses. Through industry-leading technologies, processes and personnel, we strive to ensure the secure, appropriate and responsible use of all consumer data entrusted to us.
[bookmark: _Toc469400607]OmniActivation Strategic Services
OmniActivation Strategic Services provides powerful, fully managed, end-to-end display advertising buying services that combine planning, targeting and optimization, along with reporting and measurement services. Our Audience IQ platform anonymously ties our world-class EMS ConsumerView database to an addressable cookie universe for precise audience-based media targeting.

Our offering is unique in the online ad space because it gives advertisers the same precision and targeting of traditional offline marketing techniques such as direct mail by harnessing the power of ConsumerView along with first party data from you or the clients you represent. 

Working with leading online media companies, EMS enables highly targeted addressable advertising on multiple platforms while preserving the anonymity of ad recipients. 

EMS works with you to understand the targeting objectives for you or your client. We help determine the best and most effective options to ensure the best audience segment is selected and the most engaging message is delivered to the consumer. 


[bookmark: _Toc469400608]Appendix A 
[bookmark: _Toc431724615][bookmark: _Toc469400609]Additional Resources Available  
[bookmark: _Toc431724616][bookmark: _Toc469400610]Install File and Attributes Spreadsheet 
The Install File Listing document provides a comprehensive list of all EMS install files and available attributes organized into four file categories: 

1. ConsumerView 
2. Life Events 
3. Aggregated Data 
4. Census (CAPE) 

An install file comparison grid and a comprehensive attribute listing is provided for each category and file listing the data available for licensing purposes. 
[bookmark: _Toc431724617][bookmark: _Toc469400611]Data Dictionaries 
Separate data dictionaries are available for each install file that provides details including field name, id, values and description.  

Please contact your Experian representative for these documents. 
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