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A powerful tool designed for direct marketing specialists 
 
The key to successful data-driven marketing is turning data into profitable new customers. First 
Direct Solutions’ new Lifestyle Profile Report combines complex profiling techniques with 
advanced statistical modelling to unlock the knowledge contained within your existing customer 
data. This allows you to discover, with great accuracy, the lifestyle and demographic attributes 
demonstrated by your customers and then apply these to identify prospects. The result is the 
ability to differentiate between those most and least likely to become a customer - a crucial skill 
today when accountability is more important than ever before. 
 
 
 
 
Our Profile Report can help you to gain greater insight into the most significant demographic and 
lifestyle characteristics of your existing customers.  
 
By matching your current customers with the information held on our Lifestyle database we can 
create a profile of your customers based on 200 separate characteristics. We'll be able to tell 
you typically what age bands your customers are in, what household income they have, whether 
they are home owners, what they spend their disposable income on, their leisure interests and 
much more. The Profile Report will give you a complete list of these characteristics. 

 
 
 
 
Using the profiling information generated through the report we can identify potential prospects 
on our Lifestyle database. By scoring the prospects according to their similarities with your 
existing customer base you will get a report that ranks all the prospects available to you for 
mailing. Prospects are grouped into bands and each band is given a score corresponding to the 
probability of converting the prospect to a new customer.  
 
 

Profile Report 

Step one – Understanding your customers 

Step two – Scoring: Identify new prospects 
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Overview 
 
For uniformity between successive reports we always present the order of the 200 indexing 
characteristics in the same way. 
 
These characteristics are grouped in 7 Sections as follows: 
 

1. Demographic & Household 

2. Financial 

3. Motor 

4.   Holidays & Travel 

5. Charity 

6. General Lifestyle 

7. Telecoms & Hi Tech 

 
Each section has a fixed set of variables (e.g. gender), and each variable has a fixed set of 
response categories or bands. 
 
Tables and Charts 
 
Profile information on your customers is represented both numerically and graphically for ease of 
understanding. 
 
The report compares your customer data to the Australian population – as represented by our 
Lifestyle database (which will be referred to as  'base'). 
 

Profile Report in Summary 
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Here is a definition of each label used on the tables in the Profile Report 
 
♦ Customer Percentage – the proportion of individuals matched from your customer file 

according to each lifestyle characteristic 
 

♦ Base Percentage – the proportion of individuals appearing on the Lifestyle database  
according to each lifestyle characteristic 
 

♦ Index (standard) – the ratio of the Customer Percentage over the Base Percentage, x 100 
 

♦ Normalised Index – an indicator calculation used to evaluate the statistical significance of 
the Index value1 

 
 
Example of a table 
 

Gender Customer % Base % Index Normalized Index 
Male 31.0 10.0 310 +6.0 

Female 0.5 0.55 91 - 0.8 
 
 
 
 

1The Normalised Index is designed to overcome the statistical conundrum raised by the (standard) Index.  
 

The standard Index will return the same value for the customer % / base % ratio 4/2 , as it will for the 
ratio 400 % / 200% - that is, a value of 2 
 
Plainly in the first instance, the statistical reliability of ratio value 2 is much less than is the case for the 
second ratio. The Normalised Index is designed to emphasise the relative importance of the Index as 
influenced by sample size. 
 
A Normalised Index value of greater/lesser than +/-2 can be taken as indicating substantial statistical 
significance. 
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The Index (standard) value, summarises the customer and base data into a single, convenient 
number, showing whether your customers have a propensity to be: 
 
• similar in occurrence to the Australian population for a given  characteristic - Index values 

around 100 
 
• more frequent in occurrence than the Australian population for a given characteristic - Index 

values 120 & above 
 
• less frequent in occurrence than the Australian population for a given characteristic - Index 

values 80 & below 
 
The Normalised Index (values greater/lesser than +/-2 ) provides statistical legitimacy to the 
value of the (standard) Index. 
 
 
Charts 
 
Horizontal bar charts show the value of the Normalised Index for all 200 characteristics used in 
the profiling - blue for values of the standard index falling below 100, red for values of the 
standard index falling above 100. 
 
 

 

 

 

 

 

 

 

 

Interpretation of Values 



December 2006 
©First Direct Solutions, All Rights Reserved 

 
 

Our unique scoring model incorporates the complete set of Normalised Indices from all 200 
characteristics to create a single number, a score for each individual on the Lifestyle database. 
The higher this number, the more probable that individual’s profile is like your customers’ profile 
– we now have a set of  “lookalikes” – people who have similar characteristics to your 
customers.  

We rank the scored individuals on the Lifestyle database to produce a scorecard.  

The Scorecard  
 

The scorecard results are presented in bands, each containing 5% of the Lifestyle 
database. 

 
The Scorecard report output is designed to provide you with an understanding of how 
good the scoring model method of selecting names is compared to a random selection. 
The scoring model is based on the entire profile of your typical customer and should 
therefore significantly outscore random selection, or even “educated” manual 
selections.  

 
The (standard) Index is calculated for each band to show the model’s performance 
against a random selection of the Lifestyle database and the strength of the model over 
the entire Lifestyle database is plotted in the Power Curve.  

 
The Power Curve 
 

This curve is used to evaluate the power of the model. The straight line shows the 
result of a random selection across the Lifestyle database. 

 
The area between the Power Curve (model selection) and the straight line shows the 
gain of the model over random selection. The greater this area, the greater the power of 
the model. It shows you the increased likelihood of the prospects to respond when you 
make a selection of scored names from the Lifestyle database compared with a random 
selection. 

 
 

Scorecard Report in Summary 
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Client data provided for each profile report is run against the National Change of Address and 
Address Validation files. 
 
The report gives a summary of statistics including the number of records that passed address 
validation, the number of records that were detected to have change address details. 
 
========================================= 
    N A T I O N A L    C H A N G E    O F    A D D R E S S 
========================================= 
 
G E N E R A L 
Input file: DLSUBS.CSV                                     
Agent ID  : SS                Job number: 8873 
Processed : Thursday, 7 December 2006 2:34:58 PM 
 
R E S U L T S 
Total number of records processed                 : 6,955 
 
Number of records where a DPID was supplied       : 0 
As a % of Number of records processed             : 0.00% 
 
Records processed by Address Validation           : 6,955 
As a % of Number of records processed             : 100.00% 
 
Records that passed Address Validation            : 6,439 
As a % of Number of records processed             : 92.58% 
 
Records processed by Change of Address            : 6,439 
As a % of Number of records processed             : 92.58% 
 
Records that Changed Address                      : 614 
As a % of Number of records processed             : 8.83% 
As a % of Number of records with a DPID           : 9.54% 
 
Records that Changed Address with consent         : 163 
As a % of Number of records processed             : 2.34% 
As a % of Number of records with a DPID           : 2.53% 
As a % of Records that Changed Address            : 26.55% 
 
Records that Changed Address, but did not consent*: 451 
As a % of Number of records processed             : 6.48% 
As a % of Number of records with a DPID           : 7.00% 
As a % of records that Changed Address            : 73.45% 
 
For more information, contact your AP Account Manager on  1300-363-242.

Updata Summary 
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The match rate report details: 
• The number of records supplied by the client. 
• The number of records useable for the analysis. This is determined by running 

the clients database file through the First Direct Solutions Updata which 
checks and updates records that have changed address, and then assigns a 
DPID to all validated address records. The client database is also deduped of 
any duplicate records. 

• The number of records that matched on name and DPID from the client 
supplied data file, compared with First Direct Solution’s Lifestyle Survey. 

• The match rate is calculated as the percentage of the number of people 
matched from the usable client database file. 

 
 
An example of a Match Rate Report is demonstrated in Table 1. 
 
Table 1. 
Match Rate Report Universal Magazines – Dogs Life. 
Number of records sent 6,955 
Number of records 
useable 

6,439 

Number of records 
matched 

630 

Match Rate (%) 9.78% 
 
 
 

Match Rate Report 
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