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About mapping and
profiling

Mapping and profiling shows
you where your audiences,
visitors or users live and what
sort of people they are.

Knowing more about your
audiences will help you to
understand them better and
connect with them more
effectively through your
marketing.

Not only can we tell you more
about your current users, but
we can also use our software
to tell you where your
potential audiences live and
then work with you to target
them.
Mapping and profiling can
also help you to prove the
impact of your marketing and

provide evidence on the
make-up/geographic spread
of your visitors to your funders
or board, for example.

This is a short introduction to
our range of mapping and
profiling services.

We’ve identified some
scenarios to illustrate how you
can make the most of the
information at your fingertips
and use it to improve your
marketing activity and
ultimately increase your user
figures.

Of course, if there’s anything
else you’d like to do with
mapping and profiling, do get
in touch.
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What do you need
mapping and
profiling for?

1. To see where your
audience members come
from

2. To compare where different
groups come from

3. To find out the amount of
users coming from different
areas

4. To show how well you are
penetrating a specific market

5. To see how your visitor
profile develops
geographically over time

6. To see the socio-
demographic profile of your
audience

7. To see the socio-
demographic profile of people
within a specific area

8. To find out where your
target markets are.
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1. See where your
audience comes
from
What you would need to
supply us with:
A list of your audience’s
postcodes.

What we do with the data:
Create a ‘Spot Map’ plotting
the geographical spread of
your users on a map in
relation to your organisation.

What you can do with this
information:
a) Identify gaps in your
audience and see how far
people are travelling to attend

b) Identify local vs tourist
visitors

c) Intelligently target new
geographical areas

d) Demonstrate your impact,
for example - bringing tourism
into the region.

Cost: £50 for a Spot Map
based on one set of post
codes.
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Spot Map
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2. Compare where
different groups of
audiences are
coming from
What you would need to
supply us with:
A separate list of postcodes
for each different user group
e.g. general admission vs
family event bookers.

What we do with the data:
We would plot the
geographical spread onto a
‘Multi-layer Spot Map’
indicating where the different

groups are from, with each
group represented by a
different colour.

What you can do with this
information:
Compare where your different
audience groups are coming
from to ensure your marketing
is relevant and targeted to the
correct locations. The
information can also inform
which products to target in
which areas.

Cost: £75 for 2 audience or
visitor groups + £25 for each
additional group.
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Multi Layer
Spot Map
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3. Find out the
amount of
attenders coming
from different areas
What you would need to
supply us with:
A full list of postcodes
(including those that are
repeated), each one
representing a single booker,
visitor or user.

What we do with the data:
We would plot the number of
audience members in each
area onto a ‘Heat Map’ which
shows levels of shading to
indicate the density of your
organisation’s users in any
given area.

What you can do with this
information:
You can see where higher
numbers of visitors are
coming from and also areas
with lower attendance rates.
This can inform potential
growth areas and help to
target your marketing
effectively.

Cost: £100 per ‘Heat Map’
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Heat Map
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4. Find out how well
you are penetrating
a specific market
What you would need to
supply us with:
A full list of postcodes
(including those that are
repeated), each one
representing a single
audience member, visitor or
user.

What we do with the data:
We will calculate and plot the
percentage market
penetration of your chosen
region onto a map. Levels of
shading will indicate the
percentage penetration in
each area of your choice of
audience type, for example

theatre, cinema, or dance
attenders.

What you can do with this
information:
Find out where you’re
reaching your potential
audiences and where you’re
not, to help inform and
improve your marketing. You
can also find out where you
are penetrating an area
particularly well –
then look into the reasons for
that success.

Cost: £100 per map
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Market Penetration Map
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5. Look at how your
audience, visitor or
user profile
develops
geographically
over time
What you would need to
supply us with:
Two comparable lists of
postcodes, each one
representing a single person
at different times e.g. year on
year.

What we do with the data:
We calculate and plot onto a
‘Change Map’ the increase or
decrease in audience
members over time in each

given area.  For example how
many more people
booked/attended from a
certain postcode sector in the
last financial year compared
to the previous year. The map
will show levels of shading to
indicate the increase or
decrease in each given area
over time.

What you can do with this
information:
Discover patterns in how your
visitors change over time and
measure the effectiveness of
targeted marketing campaigns
or changes in programming
etc.

Cost: £200 to compare two
sets of comparable data
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Change Map
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6. See the socio-
demographic
profile of your users
compared to your
choice of base
area
What you would need to
supply us with: A full list of
postcodes (including those
that are repeated), each one
representing a single visitor or
user.

What we do with the data:
We profile your audience
using postcode data and
compare it to the profile of
your chosen base area, (e.g.
County, drive-time around

your organisation) presenting
it in excel format.  We can
include a comparison of your
audience with either Arts
Council England’s Arts
Audience: Insight (AA:I)
segments or ACORN
Categories and Types.

What you can do with this
information:
You can see the socio-
demographic make-up of your
visitors, including lifestyle
information such as: which
media they use, how affluent
they are, their family make-up
etc, which will allow you to
identify and target potential
markets.

Cost: £200 for 1 ACORN
report or 3 AA:I reports based
on 1 list of postcodes
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ACORN Profile
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7. See the socio-
demographic
profile of people
within a specific
area
What you would need to
supply us with:
Provide your chosen area,
e.g. 15 minute drive-time,
town or Local Authority area.

What we do with the data:
We profile the entire
population of your given area
against a base of Great
Britain, and present it in an
Area Profile Report (APR), in
excel format. The report
includes detailed information
about the population of the

area, broken down by
postcode sector, such as:

–Age
–Ethnicity
–Social grade/lifestyle
classification (ABC1, C2DE
and ACORN)
–Levels of arts attendance
–Internet usage
–Newspaper readership.

What you can do with this
information:
The reports can be used to
inform areas of work such as
funding bids, business
development and marketing
strategies. The breakdown of
information at postcode sector
level also enables closely
targeted campaigns.
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Cost:
Organisations in receipt of
funding from Arts Council
England are eligible to
receive 3 free reports per
year and Local Authority arts
development departments
can get 5 free per year.
Otherwise, APRs are still an
affordable option, costing
£25 each.

NB: We can also provide an
Arts Audiences: Insight
report based on your chosen
area. Organisations in
receipt of funding from Arts
Council England are eligible
to receive 3 free reports per
year.
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8. Find out where
your target markets
are
What you would need to
supply us with:
The area that you’d like to
look at, for example town,
county or region and your
target market (i.e. AA:I
segment, ACORN group, or
attenders of a particular art
form).

What we do with the data:
We would use socio-
demographic data to show
where the highest density of
your target market lives (on a
map, labelled with postcode
sectors).

What you can do with this
information:
You can find out where you
have a base of potential new
audiences and it will also
enable you to target your print
and advertising more
effectively.

Cost: £100 per map
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Target Market Map
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Mapping and
profiling extras:
Are you interested in the
raw data behind your map?
For example which postcode
sectors/Council areas are the
majority of your users coming
from? Prices start from £50
for top 20 postcode sectors.
Contact us to get a quote.

Do you need support in
interpreting the data?
We can help you understand
what the information is telling
you by analysing and
interpreting the maps and
reports.  This information can
then be used to inform
strategies.  We can also work
with you to develop your
marketing strategy – whatever

level of marketing support you
need, we can help.

Would you like to look at
your data in a different
way?
There are a number of
different things we are able to
do with the tools at our
disposal and we can offer a
variety of bespoke services,
such as mapping the cross-
over of audiences from similar
organisations and identifying
potential hotspots around
organisations e.g. top 20
postcode sectors for a specific
AA:I segment group in your
local area.  To discuss your
specific needs get in touch.
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Next Steps
We’d love to talk to you about
how mapping and profiling
can support your
organisation’s marketing
activity.

If you have any queries, or
would like to talk to someone
about which service is right for
you, please contact:

Susan Ingham
Associate Consultant

susan@andco.uk.com
www.andco.uk.com

“York Theatre Royal have
worked with &Co… to further
understand our catchment
area and where our
customers come from.
Extensive postcode analysis
alongside ACE insight
intelligence has helped us to
identify areas… where
potential is high for further
penetration. We have also
mapped attendance and
participation for different art
forms. This will inform our
overall marketing strategy for
the year ahead and will have
an immediate impact on
distribution.”

Abbigail Wright
Head of Communications
York Theatre Royal


