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channel impact

Channel Impact is CACI’s five year view of changing customer behaviour in banking. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

33m

•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Forecast	web	traffic,	sales	and	renewals	by	channel	and	cost	of	sale	
from	your	customer’s	channel	mix

•	 Understand	how	the	branch	network	will	need	to	change	over	time	

aPPliCaTiONS

•	 Provides	the	knowledge	needed	to	plan	digital	
transformation	investment

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	
market	in	terms	of	channel	usage

•	 Available	for	current	account	as	well	as	commoditised	and	
considered	products		

•	 Projects	data	up	to	2021	and	each	year	in	between

•	 Uses	GfK	Financial	Research	Survey	–	the	largest	and	most	widely	
recognised	financial	survey

•	 Aligned	with	latest	released	figures	from	OFCOM

wHY CHaNNEl imPaCT?

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications	

•	 Uses	industry	validated	population	projections	(JICPOPS)

•	 Available	at	individual	level,	or	on	a	town-by-town	basis

•	 Can	be	applied	to	CACI’s	financial	gravity	model	-	Financial	
Footprint’s	2,678	centres

decline	in	
branch	visits

34%

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	taking	out	new	products.		
	
The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores,	which	
can	be	applied	to	both	customers and prospects	predicting	both	
current	and	future	behaviour.		
	
In	addition,	we	have	combined	the	scores	with	population	data	
and	aggregated	to	towns	and	cities	across	the	UK	using	Financial	
Footprint,	creating	a	unique	location by location view	of	changing	
customer	interactions.

people	using	
mobile	banking	apps

current	account		
interactions	

across	all	channels

4bn

By 2021:
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35m

• Understand channel preferences in acquisition or 
cross sell campaigns

• Forecast web traffic, sales and renewals by channel and cost of sale 
from your customer’s channel mix

• Understand how the branch network will need to 
change over time

APPLICATIONS

• Provides the knowledge needed to plan digital 
transformation investment

• Understand which customers will migrate to more cost 
effective channels

• Benchmark how your customers compare to the rest of the 
market in terms of channel usage

• Available for current account as well as commoditised and 
considered products

• Projects data up to 2023 and each year in between

• Uses GfK Financial Research Survey – the largest and most widely 
recognised financial survey

• Aligned with latest released figures from OFCOM

WHY CHANNEL IMPACT?

• Robust methodology from the innovators of individual  
level classifications

• Uses industry validated population projections (JICPOPS)

• Available at individual level, or on a town-by-town basis

• Can be applied to CACI’s financial gravity model - Financial 
Footprint’s 2,264 centres

decline in  
branch visits

35%

FEATURES

Channel Impact has been built by analysing time series data from 
GfK’s Financial Research Survey to look at changing channel 
behaviour for both managing accounts and taking out new products. 

The responses have been linked to Fresco, CACI’s leading financial 
services segmentation, aggregated and projected forwards over the 
next five years. The result is a series of propensity scores, which 
can be applied to both customers and prospects predicting both 
current and future behaviour.

In addition, we have combined the scores with population data 
and aggregated to towns and cities across the UK using Financial 
Footprint, creating a unique location by location view of changing 
customer interactions.

people using 
mobile banking apps

current account  
interactions 

across all channels

3.6bn
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FEATURES

Channel Impact has been built by analysing time series data from 
GfK’s Financial Research Survey to look at changing channel 
behaviour for both managing accounts and taking out new products. 

The responses have been linked to Fresco, CACI’s leading financial 
services segmentation, aggregated and projected forwards over the 
next five years. The result is a series of propensity scores, which 
can be applied to both customers and prospects predicting both 
current and future behaviour.

In addition, we have combined the scores with population data 
and aggregated to towns and cities across the UK using Financial 
Footprint, creating a unique location by location view of changing 
customer interactions.
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•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Forecast	web	traffic,	sales	and	renewals	by	channel	and	cost	of	sale	
from	your	customer’s	channel	mix

•	 Understand	how	the	branch	network	will	need	to	change	over	time	

aPPliCaTiONS

•	 Provides	the	knowledge	needed	to	plan	digital	
transformation	investment

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	
market	in	terms	of	channel	usage

•	 Available	for	current	account	as	well	as	commoditised	and	
considered	products		

•	 Projects	data	up	to	2021	and	each	year	in	between

•	 Uses	GfK	Financial	Research	Survey	–	the	largest	and	most	widely	
recognised	financial	survey

•	 Aligned	with	latest	released	figures	from	OFCOM

wHY CHaNNEl imPaCT?

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications	

•	 Uses	industry	validated	population	projections	(JICPOPS)

•	 Available	at	individual	level,	or	on	a	town-by-town	basis

•	 Can	be	applied	to	CACI’s	financial	gravity	model	-	Financial	
Footprint’s	2,678	centres

decline	in	
branch	visits

34%

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	taking	out	new	products.		
	
The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores,	which	
can	be	applied	to	both	customers and prospects	predicting	both	
current	and	future	behaviour.		
	
In	addition,	we	have	combined	the	scores	with	population	data	
and	aggregated	to	towns	and	cities	across	the	UK	using	Financial	
Footprint,	creating	a	unique	location by location view	of	changing	
customer	interactions.

people	using	
mobile	banking	apps

current	account		
interactions	

across	all	channels

4bn

By 2021:
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35m

• Understand channel preferences in acquisition or 
cross sell campaigns

• Forecast web traffic, sales and renewals by channel and cost of sale 
from your customer’s channel mix

• Understand how the branch network will need to 
change over time

APPLICATIONS

• Provides the knowledge needed to plan digital 
transformation investment

• Understand which customers will migrate to more cost 
effective channels

• Benchmark how your customers compare to the rest of the 
market in terms of channel usage

• Available for current account as well as commoditised and 
considered products

• Projects data up to 2023 and each year in between

• Uses GfK Financial Research Survey – the largest and most widely 
recognised financial survey

• Aligned with latest released figures from OFCOM

WHY CHANNEL IMPACT?

• Robust methodology from the innovators of individual  
level classifications

• Uses industry validated population projections (JICPOPS)

• Available at individual level, or on a town-by-town basis

• Can be applied to CACI’s financial gravity model - Financial 
Footprint’s 2,264 centres

decline in  
branch visits

35%

FEATURES

Channel Impact has been built by analysing time series data from 
GfK’s Financial Research Survey to look at changing channel 
behaviour for both managing accounts and taking out new products. 

The responses have been linked to Fresco, CACI’s leading financial 
services segmentation, aggregated and projected forwards over the 
next five years. The result is a series of propensity scores, which 
can be applied to both customers and prospects predicting both 
current and future behaviour.

In addition, we have combined the scores with population data 
and aggregated to towns and cities across the UK using Financial 
Footprint, creating a unique location by location view of changing 
customer interactions.

people using 
mobile banking apps

current account  
interactions 

across all channels

3.6bn

By 2023:

Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It 
takes into account channel usage and behaviour, customer segments via Fresco, financial 
catchment changes and population projections.

FEATURES

WHY CHANNEL IMPACT?

APPLICATIONS

By 2023:

69% 12m 2.5m

Channel Impact has been built by analysing time series 
data from GfK’s Financial Research Survey to look at 
changing channel behaviour for both managing accounts 
and arranging new products.

The responses have been linked to Fresco, CACI’s leading 
financial services segmentation, aggregated and projected 
forwards over the next five years. The result is a series 
of propensity scores which are combined with population 
data and can be applied to both your customer base, as 
well as prospect

• Available at individual level for coding onto
   customers and prospects
• Robust methodology from the innovators of individual
   level classifications
• Includes IFAs, aggregator sites and direct sales

• Plan digital transformation investment through detailed     
   insight on your customers and the market
• Understand how interactions with your brand will
   change over time
• Forecast renewal volumes and the cost of sale

• Uses the GfK Financial Research Survey – the largest and  
   most widely recognised financial survey in the UK
• Projects data up to 2021 and each year in between
• Aligned with latest released figures from OFCOM
• Uses industry validated population projections (JICPOPS)

• Benchmark how your customers compare to the rest of      
   the market
• Understand channel preferences in acquisition or
   cross sell campaigns
• Understand which customers will migrate to more cost
   effective channels

of products
will be sold via
digital channels.

people will use 
price comparison 
sites to purchase 
new products.

increase in the 
number of people 
using independent
financial advisors.
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© 2021 CACI Limited and all other applicable third party notices can be found at www.caci.co.uk/copyrightnotices.pdf

© 2016 CACI Limited and all other applicable third party notices can be found at www.caci.co.uk/copyrightnotices.pdf

Call  020 7602 6081 Email  KTESTER@CaCi.CO.UK wEb  CaCi.CO.UK TwiTTER  @CaCi_iCX

Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact

10m 3x75%

By 2021:

Taking ouT / renewing a general insurance producT: arranging insurance Through a  
price comparison websiTe

S"ll	  At	  Home	  
Star"ng	  Out	  

Rising	  Metropolitans	  
Poorer	  Parents	  

Working	  Singles	  &	  
Home-‐Owning	  Families	  

High	  Income	  
Older	  Working	  Families	  
Mid-‐Life	  Social	  Renters	  

Asset	  Rich	  Greys	  
Road	  To	  Re"rement	  
Low	  Income	  Elderly	  

2016	  
2021	  
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Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact

10m 3x75%

By 2021:

Taking ouT / renewing a general insurance producT: arranging insurance Through a  
price comparison websiTe

S"ll	  At	  Home	  
Star"ng	  Out	  

Rising	  Metropolitans	  
Poorer	  Parents	  

Working	  Singles	  &	  
Home-‐Owning	  Families	  

High	  Income	  
Older	  Working	  Families	  
Mid-‐Life	  Social	  Renters	  

Asset	  Rich	  Greys	  
Road	  To	  Re"rement	  
Low	  Income	  Elderly	  

2016	  
2021	  
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Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact

10m 3x75%

By 2021:

Taking ouT / renewing a general insurance producT: arranging insurance Through a  
price comparison websiTe

S"ll	  At	  Home	  
Star"ng	  Out	  

Rising	  Metropolitans	  
Poorer	  Parents	  

Working	  Singles	  &	  
Home-‐Owning	  Families	  

High	  Income	  
Older	  Working	  Families	  
Mid-‐Life	  Social	  Renters	  

Asset	  Rich	  Greys	  
Road	  To	  Re"rement	  
Low	  Income	  Elderly	  

2016	  
2021	  
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12m

• Benchmark how your customers compare to the rest of the market

• Understand channel preferences in acquisition or 
cross sell campaigns

• Understand which customers will migrate to more cost 
effective channels

APPLICATIONS

• Plan digital transformation investment through detailed insight on 
your customers and the market

• Understand how interactions with your brand will 
change over time

• Forecast renewal volumes and the cost of sale

• Uses the GfK Financial Research Survey – the largest and most 
widely recognised financial survey in the UK

• Projects data up to 2023 and each year in between

• Aligned with latest released figures from OFCOM

• Uses industry validated population projections (JICPOPS)

WHY CHANNEL IMPACT?

• Available at individual level for coding onto 
customers and prospects

• Robust methodology from the innovators of individual  
level classifications

• Includes IFAs, aggregator sites and direct sales

people speaking 
to independent 
financial advisors

2.5m

FEATURES

Channel Impact has been built by analysing time series data from 
GfK’s Financial Research Survey to look at changing channel 
behaviour for both managing accounts and arranging new products.

The responses have been linked to Fresco, CACI’s leading financial 
services segmentation, aggregated and projected forwards over the 
next five years. The result is a series of propensity scores which are 
combined with population data and can be applied to both your 
customer base, as well as prospects.

people will use price 
comparison sites to 

purchase new products.

of products 
will be sold via 
digital channels.

69%

By 2023:

Taking out / renewing a general insurance product:

Segment 01
Segment 02
Segment 03
Segment 04
Segment 05
Segment 06
Segment 07
Segment 08
Segment 09
Segment 10
Segment 11
Segment 12
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Branch/F2F Internet (Direct) Internet (Aggregator) Telephone Post Arranging insurance through a price comparison website

2018 2023 2018 2023
_01 A Still At Home 0.17 0.25 0.16767 0.24638
_02 B Starting Out 0.14 0.21 0.14115 0.20975
_03 C Rising Metropolitans 0.19 0.28 0.18762 0.27568
_04 D Poorer Parents 0.16 0.23 0.15984 0.22532
_05 E Working Singles & Couples 0.24 0.31 0.23562 0.31127
_06 F Home-Owning Families 0.28 0.38 0.27585 0.38235
_07 G High Income Professionals 0.27 0.39 0.27317 0.3936
_08 H Older Working Families 0.24 0.32 0.23628 0.31997
_09 I Mid-Life Social Renters 0.09 0.14 0.09484 0.13632
_10 J Asset Rich Greys 0.14 0.21 0.14457 0.21218
_11 K Road To Retirement 0.14 0.21 0.13583 0.21371
_12 L Low Income Elderly 0.03 0.06 0.03417 0.06074

2018 2023 2018 2023 2018 2023
% % # # pop pop

Still At Home 0.16767 0.24638 1983697.6 1887815.6
Starting Out 0.14115 0.20975 3840016.2 3650542.7
Rising Metropolitans 0.18762 0.27568 3800085.2 3726673.5
Poorer Parents 0.15984 0.22532 6030143.4 6040793.5
Working Singles & Couples 0.23562 0.31127 2608584 2543957.4
Home-Owning Families 0.27585 0.38235 4019241.2 4025455.3
High Income Professionals 0.27317 0.3936 3118465.2 3124910.4
Older Working Families 0.23628 0.31997 4532915.8 4544880.6
Mid-Life Social Renters 0.09484 0.13632 3310895 3445474.2
Asset Rich Greys 0.14457 0.21218 4794533.8 5114858.8
Road To Retirement 0.13583 0.21371 8971895.9 9567414.3
Low Income Elderly 0.03417 0.06074 5365727.7 5996505.4

Still At Home
Starting Out

Rising Metropolitans
Poorer Parents

Working Singles & Couples
Home-Owning Families

High Income Professionals
Older Working Families
Mid-Life Social Renters

Asset Rich Greys
Road To Retirement
Low Income Elderly

2018
2023
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Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact

10m 3x75%

By 2021:

Taking ouT / renewing a general insurance producT: arranging insurance Through a  
price comparison websiTe

S"ll	  At	  Home	  
Star"ng	  Out	  

Rising	  Metropolitans	  
Poorer	  Parents	  

Working	  Singles	  &	  
Home-‐Owning	  Families	  

High	  Income	  
Older	  Working	  Families	  
Mid-‐Life	  Social	  Renters	  

Asset	  Rich	  Greys	  
Road	  To	  Re"rement	  
Low	  Income	  Elderly	  

2016	  
2021	  
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Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact

10m 3x75%

By 2021:

Taking ouT / renewing a general insurance producT: arranging insurance Through a  
price comparison websiTe

S"ll	  At	  Home	  
Star"ng	  Out	  

Rising	  Metropolitans	  
Poorer	  Parents	  

Working	  Singles	  &	  
Home-‐Owning	  Families	  

High	  Income	  
Older	  Working	  Families	  
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Channel Impact is CACI’s five year view of changing customer behaviour in insurance. It takes 
into account channel usage and behaviour, customer segments via Fresco, financial catchment 
changes and population projections. 

•	 Benchmark	how	your	customers	compare	to	the	rest	of	the	market	
•	 Understand	channel	preferences	in	acquisition	or	cross	
sell	campaigns	

•	 Understand	which	customers	will	migrate	to	more	cost	
effective	channels

aPPliCaTiONS

•	 Plan	digital	transformation	investment	through	detailed	insight	on	
your	customers	and	the	market

•	 Understand	how	interactions	with	your	brand	will	
change	over	time

•	 Forecast	renewal	volumes	and	the	cost	of	sale

•	 Uses	the	GfK	Financial	Research	Survey	–	the	largest	and	most	
widely	recognised	financial	survey	in	the	UK

•	 Projects	data	up	to	2021	and	each	year	in	between
•	 Aligned	with	latest	released	figures	from	OFCOM	
•	 Uses	industry	validated	population	projections	(JICPOPS)

wHY CHaNNEl imPaCT?

•	 Available	at	individual	level	for	coding	onto	
customers	and	prospects

•	 Robust	methodology	from	the	innovators	of	individual		
level	classifications

•	 Includes	IFAs,	aggregator	sites	and	direct	sales

increase	in	the	number	of	
people	using	independent	

financial	advisors.

fEaTURES

Channel	Impact	has	been	built	by	analysing	time	series	data	from	
GfK’s	Financial Research Survey	to	look	at	changing	channel	
behaviour	for	both	managing	accounts	and	arranging	new	products.

The	responses	have	been	linked	to	Fresco,	CACI’s	leading	financial	
services	segmentation,	aggregated	and	projected	forwards	over	the	
next	five	years.	The	result	is	a	series	of	propensity	scores	which	are	
combined	with	population	data	and	can	be	applied	to	both	your	
customer base,	as	well	as	prospects.

people	will	use	price	
comparison	sites	to		

purchase	new	products.

of	products	
will	be	sold	via	
digital	channels.

channel impact
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• Benchmark how your customers compare to the rest of the market

• Understand channel preferences in acquisition or 
cross sell campaigns

• Understand which customers will migrate to more cost 
effective channels

APPLICATIONS

• Plan digital transformation investment through detailed insight on 
your customers and the market

• Understand how interactions with your brand will 
change over time

• Forecast renewal volumes and the cost of sale

• Uses the GfK Financial Research Survey – the largest and most 
widely recognised financial survey in the UK

• Projects data up to 2023 and each year in between

• Aligned with latest released figures from OFCOM

• Uses industry validated population projections (JICPOPS)

WHY CHANNEL IMPACT?

• Available at individual level for coding onto 
customers and prospects

• Robust methodology from the innovators of individual  
level classifications

• Includes IFAs, aggregator sites and direct sales

people speaking 
to independent 
financial advisors

2.5m

FEATURES

Channel Impact has been built by analysing time series data from 
GfK’s Financial Research Survey to look at changing channel 
behaviour for both managing accounts and arranging new products.

The responses have been linked to Fresco, CACI’s leading financial 
services segmentation, aggregated and projected forwards over the 
next five years. The result is a series of propensity scores which are 
combined with population data and can be applied to both your 
customer base, as well as prospects.

people will use price 
comparison sites to 

purchase new products.

of products 
will be sold via 
digital channels.

69%

By 2023:

Taking out / renewing a general insurance product:

Segment 01
Segment 02
Segment 03
Segment 04
Segment 05
Segment 06
Segment 07
Segment 08
Segment 09
Segment 10
Segment 11
Segment 12

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

%
 o

f p
eo

pl
e 

us
in

g c
ha

nn
el

Branch/F2F Internet (Direct) Internet (Aggregator) Telephone Post Arranging insurance through a price comparison website

2018 2023 2018 2023
_01 A Still At Home 0.17 0.25 0.16767 0.24638
_02 B Starting Out 0.14 0.21 0.14115 0.20975
_03 C Rising Metropolitans 0.19 0.28 0.18762 0.27568
_04 D Poorer Parents 0.16 0.23 0.15984 0.22532
_05 E Working Singles & Couples 0.24 0.31 0.23562 0.31127
_06 F Home-Owning Families 0.28 0.38 0.27585 0.38235
_07 G High Income Professionals 0.27 0.39 0.27317 0.3936
_08 H Older Working Families 0.24 0.32 0.23628 0.31997
_09 I Mid-Life Social Renters 0.09 0.14 0.09484 0.13632
_10 J Asset Rich Greys 0.14 0.21 0.14457 0.21218
_11 K Road To Retirement 0.14 0.21 0.13583 0.21371
_12 L Low Income Elderly 0.03 0.06 0.03417 0.06074

2018 2023 2018 2023 2018 2023
% % # # pop pop

Still At Home 0.16767 0.24638 1983697.6 1887815.6
Starting Out 0.14115 0.20975 3840016.2 3650542.7
Rising Metropolitans 0.18762 0.27568 3800085.2 3726673.5
Poorer Parents 0.15984 0.22532 6030143.4 6040793.5
Working Singles & Couples 0.23562 0.31127 2608584 2543957.4
Home-Owning Families 0.27585 0.38235 4019241.2 4025455.3
High Income Professionals 0.27317 0.3936 3118465.2 3124910.4
Older Working Families 0.23628 0.31997 4532915.8 4544880.6
Mid-Life Social Renters 0.09484 0.13632 3310895 3445474.2
Asset Rich Greys 0.14457 0.21218 4794533.8 5114858.8
Road To Retirement 0.13583 0.21371 8971895.9 9567414.3
Low Income Elderly 0.03417 0.06074 5365727.7 5996505.4
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