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1. Executive Summary 
 
 

 West Midlands internet usage closely matches the UK average, but is 
underrepresented when it comes to newer technology – e.g. Smartphone take-up and 
internet via mobile – and overrepresented in terms of older technology – e.g. usage of 
landline telephones. In terms of Birmingham, residents use the internet and email slightly 
less than the UK as a whole, but not significantly so.  

 There are distinct variations in communications behaviour across Birmingham due to 
its highly diverse population. There is variation in ethnicity and religion, as English is not the 
first language for over 56,000 schoolchildren. 

 Using the Birmingham model of segmentation, residents will fall into one of twelve 
different segment groups, from diverse large families to older, vulnerable white adults to 
young well-educated people. There is no one single segment group that dominates, with 
the biggest single group (families with children in low-value terraced housing) only 
comprising 15% of Birmingham. 

 In terms of TrueTouch groups, which profile communications groupings in Birmingham, 
internet usage tends to be part-time, with a preference for traditional offline 
communications. 

 Most recent contact with Birmingham City Council tends to be via the telephone, which ties 
in with their True Touch behaviour. Council tenants use the telephone the most out of all 
groupings measured. Email is the second most popular choice, particularly with younger 
and/or more affluent groups.  

 However, this may be due to the ease of access in contacting a Council service by 
telephone vs. online channels, rather than a behavioural preference. 

 Birmingham website – most users surveyed live locally and contact the Council regarding 
Rubbish and Recycling or other miscellaneous reasons. Satisfaction with the website is 
generally positive, but the lowest satisfaction ratings are for those who visit to report a 
problem, suggesting room for improvement. 

 Those segments with high service needs tend to be among the less enthusiastic users 
of Internet communications, preferring offline communications. However, there are links 
between high mobile phone usage and high service need segments in the city centre.  

 As the national average for Internet had risen through 2011, according to Ipsos Mori’s Tech 
Tracker for January 2012, it is likely that Birmingham residents’ usage will likely have 
increased over the past year, too. However, this is more likely to have affected the 
younger and/or more affluent segments than the low income and/or older segments. 

 The different segment groups’ potential for channel shift varies, often inversely to their level 
of service need.  

 Council social media use is inconsistent – with softer informational feeds for arts & 
culture doing well, whereas harder service-led feeds not being utilised to their full potential, 
or not used at all. This is often due to lack of frequent updates and little interaction with 
social media users. 

 Business information is comprehensive on the website, but interactive online channels 
(i.e. social media) are much underutilised for business support. 

 
 

There is potential for increased channel shift to online channels if these channels are fully 
developed, with targeted promotion and interaction with the appropriate audiences. 
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2. Who is online in Birmingham and the West Midlands?  
 
At Birmingham level, general Internet and email usage closely matches the UK average, but tends 
to be slightly less.  
 
According to Ofcom’s 2011 report, West Midlands’s take-up of new technology matches, in most 
categories, the UK average, signifying an increase in the use of the mobile & home broadband, and 
mobile phones, and social networking.  
 
However, there are some key differences between West Midlands and the UK as whole: 
 
Take-up of Smartphones - slightly less than national average, however, it does show that 
approximately a quarter of West Midland’s residents use a phone to access the Internet. 
 
Although 74% of West Midlands residents polled have broadband, less than 30% of those polled 
use the internet for local council/ government websites and information on health related issues – 
significantly less than national average. Together with fixed line telephone use only being slightly 
above the national average, this suggests there may be a heavier than average usage for 
contacting the Council via phone. 
 
However, use of Social Networking sites is closer, though still slightly underrepresented, to the UK 
average. 43% of individuals surveyed in the West Midlands use Social Networking sites, suggesting 
that it is an important area of online communications in the region. 
 
The highest proportion of Birmingham citizens tend to have a medium practical usage, using the 
Internet for key areas but generally still inclined towards traditional communications. This ties in 
with the higher than average ownership of a fixed line telephone only, along with slightly lower than 
average Smartphone usage. 
 
However, there is a significant core of young people with high internet and high mobile usage, 
suggesting that Internet usage will become increasingly more common in Birmingham, and use of 
fixed line telephones will decrease.  
 
Affluence level also plays a key role, with more affluent segments A, B, & G all tending to have the 
highest internet and mobile phone usage. This ties in with the SOCITM Better Connected Report 
2011 which reports that nationally only 4% of households with an income of £30,000 or more are 
not online, compared with 50% of households earning less than £11,500.  
 
According to the above SOCITM report, other groupings with high percentages of people offline 
include: 

 48% of disabled people 
 42% of local authority tenants 
 43% of housing association tenants 

 
This means it is likely that the lowest income segment groups in Birmingham, with a tendency to be 
in social housing – segments H, I and K – have much lower than average internet usage/ 
accessibility. 
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Internet Usage 
At a Birmingham level 
 
PC Usage in Birmingham % of Birmingham % of UK Index 

Personal/Household  35.26 39.95 88 
Educational Purposes  27.46 27.89 98 
Games  26.06 25.91 101 
Hobbies  27.35 32.08 85 
E-mails  45.2 53.68 84 
Internet  52.34 58.6 89 

Base: Experian Data, 2011. 
 
 

Broadband and Smartphone Usage 
Broadband and Smartphone data available at a West Midlands (WM) level. 

Usage type WM % UK % (Base) Index 

Use of internet for watching video clips/ 
webcasts (e.g. YouTube & Big Brother) 

29 32 91 

Residential PC Ownership 76 77 99 

Consumer broadband 74 74 100 

Take-up of mobile broadband 16 17 94 

Take-up of Smartphones 24 30 80 
Adults who have used a mobile to 
access the internet 

27 32 84 

Use of internet for local council/ 
government websites 

24 39 62 

Use of internet for banking 54 60 90 

Use of internet for information on health-
related issues 

25 36 69 

Use of social networking sites 43 48 90 

Has a fixed-line telephone 83 85 98 

Has a mobile telephone 91 91 100 

Uses fixed-line telephone only 7 6 117 

Uses mobile telephone only 16 15 107 

Base: Ofcom - The Communications Market 2011 (August) 
 
 



 
 
Base: Experian Data, 2012. 
 
Explanation: Experian split UK population into 10 equal decile groups (marked 1-10) from least 
likely to most likely to use mobiles non-traditionally (e.g. internet via phones). The UK average of 
likelihood was 10% and Birmingham’s different decile groups were compared against that average. 
 
As shown above, Birmingham residents tend to have lower non-traditional mobile phone usage 
(e.g. downloads, email, games, photo messaging, video) compared with the rest of the UK. This 
ties in with West Midlands’s below average representation of Smartphones and internet usage via 
mobile phone. 
 
 

National Trends 
 
The Ipsos MediaCT Technology Tracker (Quarter 1 2012) gives a recent context at a national level, 
of online usage: 

 The proportion of adults accessing the Internet has risen over the last year with 81% of 
British adults currently using the internet. 9 in 10 of those aged 15-24 or AB social grade 
have access to the web. 

 The top activities online remain: accessing email (72%), browsing for information on 
hobbies (67%), researching product/services (58%) and online shopping (54%). 

 Smartphone ownership has risen to 42% but Tablet ownership is still a niche (9%). 
 Social networking is still mainly though PCs/ laptops but mobile usage is rising. Only 3% 

access it through an internet-enabled TV. 
 46% of all adults have visited or used Facebook in the past 3 months with a similar number 

(44%) visiting or using YouTube . 
 Social networking user profiles: 

o Facebook: tend to be younger & spread across all social grades 
o Youtube: tend to be younger, in high-middle class social grades 
o Twitter: Half under 34 years, very high levels of Smartphones 
o LinkedIn: tend to be older, richer males with a propensity for tablets 

 15% of British adults have no access to the internet – a further 5% simply choose not to.  
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Birmingham Segmentation & Communication 
 
Birmingham segmentation is a bespoke profile of the city’s residents, using Mosaic Public Sector 
segmentation as a base. Segmentation involves grouping citizens depending on their differing 
characteristics, behaviours, and service needs. This means that communications and services can 
be more efficiently targeted to the citizens of Birmingham. 
 

Birmingham Segment Group % of B’ham Most Receptive Channels 

5.56 Internet 
 Telephone advice lines 
 Neighbourhood Watch 

A. Career professionals living in 
choicest housing  
  
  

 Heavyweight magazines 
3.70 Internet and email 

 Digital TV 
 Entertainment magazines 

B. Younger families living in new 
private estates  
  
  

 Leisure centres 
8.68 Telephone advice lines 

 Birmingham Post 

C. Older white families living in 
traditional private housing in 
established neighbourhoods  Neighbourhood Watch 

2.63 Internet 
 Heavyweight magazines 

D. Families, largely from Asian origin 
living in semis in suburban areas 

 Community associations 
15.19 Community associations E. Families with children living in 

low-value terraced houses  Working Men’s Club 
13.19 Internet 

 Telemarketing 
F. Diverse (large) families, but 
mainly from South Asian origin living 
in privately rented inner city 
terraces  

 Community associations & religion-based 
channels 

7.77 Internet 
 Telephone advice lines 
 Leaflets and posters 

G. Diverse young well-educated 
people living in areas of mobile 
populations  
  
   Direct mail,  Magazines  

Local shops, gym & leisure centres 
11.84 Leaflets and posters 

 TV and Telemarketing 

H. Diverse (younger) population with 
uncertain employment living in 
(estate based) social housing  Direct Mail 

11.92 Drop-in centres 
 TV and Telemarketing 

I. Low income (largely white) 
families living in estate based outer 
suburban social housing  Posters 

12.05 TV J. Mostly white families living in 
homes bought from social landlords  Telemarketing 

2.91 Personal contact K. Older, vulnerable white adults 
mostly living in social housing  Post Office and mobile library 

4.56 Personal contact 
 Right of centre press 

L. Largely independent older white 
adults living in privately owned 
homes  Community leaflets / magazines 
Base: Experian Data, 2011. 

 
 



TrueTouch Types and Groups in Birmingham 
The TrueTouch profile classifies all UK consumers into groups and sub-groups (types) based upon 
their channel preferences, motivation and promotional orientation. Below shows the make-up of 
Birmingham in terms of TrueTouch groups. 
 

 
 
Below are the most popular TrueTouch types (sub-groups) in Birmingham: 
 
TrueTouch Type % of B’ham Key Features 

D12 Plug-and-play 13.23% High internet usage via 3G mobile phone  
Prefer Smartphones over landline 
Chats via forum sites/ eBay/ Instant messages  
Uses internet for entertainment rather than info. 
Single young males with low to medium incomes 

D15 Catalogue 
Conventionals 

11.46% Responsive to direct mail/ Women's magazines 
Interactive TV/ Online competitions 
Light internet use but does go for online chat 
Family-life/health websites 
26-45 years old with low to medium incomes 
Likes face-to-face for advice 

B07 Internet 
Dabblers 

7.75% Digital TV & Popular newspapers 
Average Internet & Smartphone usage 
Average mobile use – mainly for business 
Early middle-age, medium income 

A02 Practical 
Surfers 

6.79% Focused on business comms 
Internet used for product research, work, & news 
Buy products by phone 
Low internet via mobile 
Middle-aged males with high incomes 

B06 Cautious E-
converts 

6.67% Middle-aged females - light, tentative internet use 
Internet for Health, Travel, Property 
Mobile use rare/ prefer landline  
Unlikely to have Smartphone 
Higher socio-economic bracket 

Base: Experian Data, 2011. 
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Social Grade 
 
Social Grade is the socio-economic classification used by the Market Research and marketing 
Industries, chiefly using Census data.  
 
 Social Grade  % B’ham  % England   Index 
AB Higher & intermediate manage/ admin/ prof  17.1 26.1 65
C1 Supervisory, cleric, junior manage/ admin/ prof  25.7 28.7 89
C2 Skilled manual workers  23.1 21.2 109
D Semi-skilled and unskilled manual workers  22.3 15.6 142
E On state benefit, unemployed, lowest grade workers  11.9 8.4 142

Base: Experian, 2011 
 
Representation of social grades in Birmingham tends to be skewed towards semi-skilled, unskilled, 
low-paid and unemployed groups and away from senior, managerial, well-paid positions. 
 
This suggests that Birmingham residents will be less likely to afford and access up-to-date 
communication technologies – e.g. Smartphones, latest PCs, high quality broadband, etc – than the 
English average. A higher than average likelihood of increased service needs, particularly in 
regards to Grade E. 



Demographics of Birmingham 
When considering communications in Birmingham, its broad diversity in ethnicity, religion, and 
language will have an impact on the success of any channel shifts. 
 

Ethnicity & Religion 

White British 
54%

 Pakistani  8%

 Kashmiri  1%

 Post 2004 EC 
2%

 Pre 2004 EC  3%

 Irish  7%

 Indian  6%

 Black Caribbean 
5%

 Bangladeshi  2%

 Black African  2%

 Chinese  1%

 Other  9%

 
 

        

Christian 
58%

 Hindu 
2%

 Jewish 
0%

 Sikh 
3%

 Not Answered 
9%

 No religion 
13%

 Any other religion 
0%

 Muslim 
14%

 Buddhist 
1%  

 
 First Language Total  
School Pupils who speak a non-
English first language 56756
 Highest Non-English Languages 
Spoken   
Urdu 14335
Punjabi and subsets 14114
Bengali and subsets 6450

The high number of school pupils who 
speak a non-English first language 
should be taken into account when 
encouraging channel shift, as it is likely 
their parents/ guardians or other close 
family relations speak a non-English first 
language. 

 
Base:  

Ethnicity: Source: Experian Origins for BCC (2010). 

Religion: Source: Experian Current Year Estimates based on ONS Census Data (2010). 
Non-English First Language – Birmingham School Pupils Census, 2010. The count is based on no. of pupils aged 5 years 
and over. 
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3. Scope for Channel Shift 
 
Channel Shifting within Birmingham is about encouraging people to use more effective 
methods of communication with the Council, e.g. moving from phone to email. To enable 
this, how and why people contact the council and use the website, must be more fully 
understood. In conjunction with demographics and internet, the following information will 
help the Council to achieve this: 
 

 How customers contact Birmingham City Council (BCC) 
 How this contact varies by demographics, segments, constituencies, wards 
 Website behaviour 
 Service Needs across Birmingham 
 Geographical patterns of high service needs 
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Accessing Council Services – Preferred Channels 
 
The Tracker Survey results show how local citizens currently communicate with the 
Council, based on their most recent contact. Each channel’s highest percentage per 
category has been highlighted in yellow. 
 
Q109: Channel of most recent contact with Birmingham City Council 

 Demographics Telephone  In person By e-mail
Through the 
website By letter 

Councillor 
surgery 

Other 
channel Unsure 

Total 70.37% 3.67% 8.66% 3.58% 2.26% 0.30% 0.45% 0.58%
            

Male 66.57% 4.04% 9.98% 3.14% 1.63% 0.41% 0.20% 0.20%
Female 73.45% 3.37% 7.60% 3.93% 2.77% 0.21% 0.66% 0.88%

Aged 18-34 69.70% 3.68% 9.62% 4.79% 1.47% 0.00% 0.00% 0.73%
Aged 35-54 72.45% 3.66% 10.96% 3.09% 3.36% 0.28% 0.00% 0.00%

Aged 55+ 68.41% 3.72% 4.64% 3.09% 1.55% 0.62% 1.54% 1.23%
Ethnicity            

White/White British 70.58% 3.15% 8.82% 3.99% 2.04% 0.25% 0.62% 0.37%
Mixed ethnicity 76.00% 3.97% 10.10% 5.08% 0.00% 0.00% 0.00% 4.71%

Asian/Asian British 70.89% 5.84% 9.31% 3.09% 2.33% 0.80% 0.00% 0.00%
Black/Black British 66.98% 4.13% 4.13% 1.31% 2.71% 0.00% 0.00% 2.42%

Other ethnicity 62.04% 5.56% 16.34% 0.00% 10.71% 0.00% 0.00% 0.00%
BME 69.44% 5.13% 8.34% 2.48% 2.90% 0.43% 0.00% 1.14%

Employment            
Working 69.86% 3.15% 13.33% 4.69% 1.38% 0.00% 0.22% 0.22%

In education or training 59.24% 6.86% 20.63% 4.46% 6.97% 2.37% 0.00% 2.23%
Unemployed 65.20% 6.78% 6.84% 3.84% 1.50% 0.00% 0.00% 1.33%

Retired 69.46% 3.90% 3.47% 3.03% 1.74% 0.87% 1.73% 0.87%
Other non-working 79.68% 1.22% 2.46% 1.26% 4.36% 0.00% 0.00% 0.00%

Housing            
Owner-occupied 
accommodation 68.85% 2.97% 10.44% 4.36% 2.61% 0.38% 0.50% 0.50%

Social housing 76.12% 4.25% 3.22% 1.38% 1.66% 0.28% 0.55% 0.61%
Other housing tenure 61.32% 5.69% 15.81% 6.48% 2.58% 0.00% 0.00% 0.91%

Council tenant 81.84% 4.79% 2.73% 1.26% 1.60% 0.34% 0.68% 0.40%
Housing Association 

tenant 50.28% 1.82% 5.45% 1.96% 1.93% 0.00% 0.00% 1.55%
Private-sector tenant 60.37% 6.27% 17.43% 6.14% 2.85% 0.00% 0.00% 0.00%

Base: 954 respondents who have contacted BCC in the previous 12 months. BCC Tracker Survey – Q3 2011 

 
Q109: Channel of most recent contact with Birmingham City Council - Constituencies 

Constituency Telephone  In person By e-mail 
Through the 
website By letter

Councillor 
surgery 

Other 
channel Unsure

Edgbaston  73.44% 3.22% 5.03% 5.53% 2.72% 0.00% 1.42% 0.72% 
Erdington  72.82% 2.83% 5.20% 3.01% 1.03% 0.00% 0.00% 0.97% 
Hall Green 69.79% 4.66% 12.26% 4.53% 3.87% 1.31% 0.00% 0.00% 
Hodge Hill 62.06% 1.57% 3.26% 3.24% 3.36% 0.00% 0.00% 0.00% 
Ladywood  65.68% 5.77% 8.22% 3.43% 1.21% 0.00% 0.00% 0.00% 
Northfield 73.71% 5.36% 11.79% 4.71% 0.76% 0.00% 0.00% 0.00% 
Perry Barr 68.30% 6.70% 8.16% 2.06% 2.95% 0.00% 0.00% 2.66% 
Selly Oak 69.69% 2.84% 11.71% 3.66% 3.39% 0.00% 2.33% 0.77% 
Sutton Coldfield 66.43% 1.20% 11.49% 3.08% 2.13% 0.00% 0.00% 0.00% 
Yardley  79.01% 1.42% 8.61% 1.42% 1.49% 2.39% 0.00% 0.00% 

Base: 954 respondents who have contacted BCC in the previous 12 months. BCC Tracker Survey– Q3 2011 
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As the tables on the previous page show, telephone contact is overwhelmingly the most popular 
channel. Council tenants use it the most (81.84%) and private tenants the least (60.37%), 
suggesting housing-related enquiries are a popular reason for telephoning the Council. The same 
may be true for benefits, as non-working people (79.68%) use it more often than other employment 
groups. 
 
The second most popular channel is email, more so than contact in person or by letter. Councillor 
surgeries are one of the least used methods, with those in education or training using it more than 
others, but still not a great deal (2.37%). 
 
Email usage is spread across age, with both 18-34 and 35-54 age groups having similar results. 
Those in education and training had by far the highest email usage (20.63%), followed by those 
who work (13.33%). Other non-working categories had far lower usage, yet probably higher service 
needs (health needs for retired, benefits needs for unemployed). 
 
Across constituencies, there is not much variation in methods of Council contact as telephone 
dominates in all constituencies. However, Yardley residents are the biggest telephone users, 
whereas in terms of emails, Hall Green stands out. 
 
However, this does not indicate whether people prefer the telephone over other communications, or 
if it’s the most easily accessible way to contact the Council over services. For example, 70% of 
registrants for the ongoing Nectar Recycling Trial in Bournville & Cotteridge chose to register using 
the web-based form rather than by telephone. This suggests that there is more scope for email/ 
web channels than an initial analysis of the Tracker Survey suggests. 
 
Q109: Channel of most recent contact with Birmingham City Council - Segments 

  Telephone In person By e-mail 
Through the 
website By letter 

Councillor 
surgery 

Other 
channel Unsure 

Segment A 78.50% 2.11% 7.62% 6.67% 2.63% 0.00% 0.00% 0.00%

Segment B 72.22% 0.00% 22.94% 4.82% 1.81% 1.45% 0.00% 0.00%

Segment C 53.73% 3.98% 6.59% 3.85% 1.93% 1.07% 1.70% 0.00%

Segment D 88.68% 0.00% 11.32% 0.00% 0.00% 0.00% 0.00% 0.00%

Segment E 68.19% 4.21% 6.03% 3.67% 3.54% 0.00% 0.00% 2.30%

Segment F 69.63% 5.58% 14.61% 2.46% 0.00% 0.00% 0.00% 0.00%

Segment G 65.64% 1.38% 21.82% 9.64% 3.52% 0.00% 2.79% 1.40%

Segment H 68.09% 1.81% 4.33% 3.50% 0.00% 0.77% 0.00% 0.91%

Segment I 75.44% 2.35% 3.66% 1.66% 1.87% 0.00% 0.73% 0.00%

Segment J 75.67% 7.03% 6.26% 2.79% 2.77% 0.00% 0.00% 0.00%

Segment K 80.68% 4.28% 4.25% 2.40% 6.13% 0.00% 0.00% 1.88%

Segment L 70.39% 5.66% 7.91% 2.25% 2.25% 0.00% 0.00% 0.00%
Base: 954 respondents who have contacted BCC in the previous 12 months. BCC Tracker Survey - Q3 2011. 

    
All segments tend to use the telephone the most to contact the Council, which fits in with overall 
Birmingham figures. However, there are variations in levels of channel usage across segments: 

 Segment D are the largest users of the telephone and only use one other channel (email).  
 Segment C have much lower telephone contact, with a wider spread across different 

channels than segment D. 
 Segments B and G, both younger segments, have the highest usage of email - over 20% of 

their recent communications channel. This ties with the high email usage result for “In 
education or training”, as segment G contains a lot of students. 

 Segments A & G, groups that contain significant proportions of affluent professionals, have 
the highest usage of the website but this is still low overall compared with telephone 
contact. 

 Segment K (older, vulnerable white adults) have the highest proportion of contact via letter, 
though overall they contact the Council via telephone. 



Geographical Spread of Telephone and Email Usage (By Ward) 

 

Telephone 
The wards that most used telephones 
to contact the Council tend to be 
located towards the south of 
Birmingham, with moderately lower 
usage in the Sutton Coldfield wards. 
 
Wards with the relatively lowest 
usage are located around the centre. 

Email 
The wards that most used emails to 
contact the Council tend to be 
located in the south of the city. 
 
Wards with the relatively lowest 
usage are clustered near the Central 
East and in the North West. 
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Motivation for contact 
 
In terms of specifically why people contacted the Council, further information from the same 
Tracker survey shows similar results in channel popularity. 
 
Q109: Channel of most recent contact with Birmingham City Council 
Motivation for contact For information For service For complaint 
Telephone 77.98% 89.06% 82.62%
In person 4.07% 4.05% 4.96%
By e-mail 14.95% 8.74% 15.57%
Through the website 9.23% 4.15% 5.21%
By letter 3.63% 2.15% 4.37%
Councillor surgery 0.00% 0.00% 1.12%
Other channel 0.00% 0.19% 1.37%
Unsure 0.51% 0.00% 1.83%

Base: 954 respondents who have contacted BCC in the previous 12 months. BCC Tracker Survey- Q3 2011. 

 
Again, telephone is by far the most popular method of communication. However, particularly 
regarding services, which is higher than the overall result (70.37%) and which suggests very few 
service-related transactions take place via non-telephone means. Email is still the most popular 
second choice, particularly for complaints and information.  
 
Contacting the Council regarding services had a higher rate of telephone contact, and lower rate of 
email contact, than when people are looking for information. This suggests that those who contact 
the Council for service needs find the website/ email channels less accessible than those who are 
looking for information only. 

Website Behaviour – Birmingham.gov 
Overview 
 
One of the most cost-effective channels is through the web (17p per transaction versus telephone 
at £5 per transaction1). Information from Socitm survey data on the Birmingham.gov website shows 
what type of people visit the website, reason for visiting, and satisfaction levels:  
 
Relationship with Birmingham Total % of respondents 
I live in this area 1511 81.1 
I work in this area 513 27.6 
I work for the council 108 5.8 
I am planning to visit 78 4.2 
I am planning to move to this area 31 1.7 
I am a local councillor 4 0.2 
I live in council-owned property 146 7.8 

 

Base: Socitm Survey on Birmingham.gov.uk, 
1st – 23rd Jan 2012, 1862 respondents.  

Visit purpose  Count % 
Find information 742 39.85% 
Just browsing 111 5.96% 
Make a booking 118 6.34% 
Make a payment 84 4.51% 
Make an application 112 6.02% 
Other - please say 234 12.57% 
Report a problem 270 14.50% 
Request a service 191 10.26% 
Grand Total 1862 100.00% 

Satisfaction with visit to Birmingham.gov website 
Visit purpose  Satisfied OK Dissatisfied
Find information 51.75% 23.05% 25.20% 
Just browsing 47.75% 37.84% 14.41% 
Make a booking 71.19% 15.25% 13.56% 
Make a payment 60.71% 23.81% 15.48% 
Make an application 58.93% 26.79% 14.29% 
Other - please say 43.16% 19.23% 37.61% 
Report a problem 45.93% 26.30% 27.78% 
Request a service 69.11% 22.51% 8.38% 
Grand Total 53.44% 23.63% 22.93% 
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1 Average costs based on data gathered by SOCITM from councils in the North West region of England. 



General Characteristics: 
 Most live locally, with a large proportion working in the city.  
 They are generally searching for information, or looking to report a problem.  
 There are variations in levels of satisfaction depending on stated visit purpose, which appears 

to relate to how complex the BCC-customer interaction is for that visit purpose: 
o relatively high levels of satisfaction-> straightforward transactions  (e.g. making a 

booking/payment)  
o relatively lower levels of satisfaction-> where BCC or the customer add a level of 

complexity to the transaction (e.g. reporting a problem, or miscellaneous “other” 
requests that do not fit easily into a particular visit purpose) 

 
Main Service Interest – Birmingham.gov 
 
Below shows information on what service people are looking for when they visit the site, as this 
could indicate areas that are best suited to channel shifting from phone to web. 

 
Main service interest (Top 5) Total % of Total 
Rubbish and recycling 536 28.79%
Other 217 11.65%
Libraries 166 8.92%
Leisure facilities 149 8.00%
Council tax 118 6.34%
Job vacancies 118 6.34%

 
 
 
 
 
 
 

 Main Service Interest (% of each segment – all results below 5% excluded) 

B’ham 
Segment 

Council 
Tax 

Env’tl 
Health Housing 

Job 
Vacancies

Leisure 
facilities Libraries Other Planning 

Rubbish & 
Recycling 

Schools/  
Youth 

A 5.62% 0.56% 0.56% 1.12% 7.87% 13.48% 5.06% 5.62% 43.26% 3.37%

B 5.56% 0.93% 3.70% 3.70% 8.33% 6.48% 10.19% 4.63% 42.59% 2.78%

C 6.82% 2.27% 0.57% 6.25% 7.95% 11.93% 4.55% 3.98% 37.50% 6.25%

D 0.00% 3.13% 9.38% 9.38% 12.50% 6.25% 12.50% 6.25% 21.88% 0.00%

E 5.85% 2.34% 2.34% 8.19% 5.85% 5.85% 9.36% 2.92% 41.52% 2.34%

F 9.73% 4.42% 8.85% 7.96% 2.65% 7.08% 8.85% 0.88% 34.51% 3.54%

G 13.08% 6.54% 2.80% 3.74% 4.67% 9.35% 12.15% 1.87% 34.58% 0.00%

H 9.68% 4.30% 13.98% 2.15% 2.15% 6.45% 16.13% 3.23% 27.96% 3.23%

I 8.49% 1.89% 11.32% 6.60% 7.55% 2.83% 17.92% 0.00% 28.30% 2.83%

J 6.01% 3.00% 4.29% 6.01% 11.16% 8.15% 13.73% 1.72% 31.33% 3.86%

K 9.52% 0.00% 11.90% 7.14% 7.14% 9.52% 9.52% 0.00% 28.57% 2.38%

L 7.41% 1.85% 3.70% 3.70% 12.96% 5.56% 7.41% 7.41% 35.19% 3.70%

Average 7.29% 2.62% 4.81% 5.31% 7.43% 8.28% 10.26% 3.04% 35.60% 3.26%
Base: Socitm Survey on Birmingham.gov.uk, 1st Jan – 23rd Jan 2012, 1862 respondents 
 
 
Main Service Interest Characteristics: 
 Main service interest for all survey respondents is Rubbish and Recycling. 
 Apart from Rubbish & Recycling, there are variations among segments for other service 

interest, reflecting their different service needs and interests. For example: 
o Segments A & C, who tend to live in private housing, score very low on Housing but 

much higher on Leisure and Libraries.  
o Segments that tend to live in social housing (H, I, K) search more for Housing than 

Leisure.  
o Segment G, who are likely to be younger and include the most students of all the 

segments, show interest in Council Tax and Libraries. 
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Service Needs  

Birmingham Segments 
 
What services do you communicate to each segment? Depending on the segment group, what 
combination of service messages would be most appropriate and efficient? The below table ranks 
service needs and the priorities for each group. For example, concentrating on benefits and 
housing issues for Segments H & I. 
 

Birmingham Segment 
% of 

B’ham 
Overall 
Need 

Benefits Libraries Env’tl Housing Child Ed.

A. Career professionals living in 
choicest housing   

5.56 Low 
 

Low High Medium Low Medium 

B. Younger families living in 
new private estates   

3.70 Low Low Medium Medium Low Medium 

C. Older white families living in 
traditional private housing in 
established neighbourhoods 

8.68 Low Low Medium Medium Low Medium 

D. Families, largely from Asian 
origin living in semis in 
suburban areas 

2.63 Low Low Medium Medium Low High 

E. Families with children living 
in low-value terraced houses 

15.19 High High Medium Medium Low High 

F. Diverse (large) families, but 
mainly from South Asian origin 
living in privately rented inner 
city terraces  

13.19 High High High Medium Medium High 

G. Diverse young well-educated 
people living in areas of mobile 
populations    

7.77 Low Low Medium Medium Low Low 

H. Diverse (younger) population 
with uncertain employment 
living in (estate based) social 
housing 

11.84 High High Low Medium High Medium 

I. Low income (largely white) 
families living in estate based 
outer suburban social housing 

11.92 High High Low Medium High High 

J. Mostly white families living in 
homes bought from social 
landlords 

12.05 Medium Medium Medium Medium Medium Medium 

K. Older, vulnerable white 
adults mostly living in social 
housing 

2.91 High High Low Low High Low 

L. Largely independent older 
white adults living in privately 
owned homes 

4.56 Medium Medium Medium Low Low Low 

Source: Customer Knowledge & Experian, 2009 



TrueTouch vs. Segments  
 
Map of the most popular TrueTouch types in Birmingham. 
 
The below map shows strong geographical patterns, with Plug-and-Play located across the centre 
of Birmingham, Catalogue Conventional found across the whole of the city, and other types circling 
around the outer wards. 
 
In the next map, Birmingham Segments with high levels of need for benefits and housing services – 
i.e. segments likely to most depend on and contact the Council - will be compared with this map to 
see if there are any geographical trends linking communication behaviours with high service need. 
 

 
Source: Experian, 2011 
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Map of Segments with High Service Needs (Benefits & Housing) 
 
With over 55% of the Birmingham population likely to have high service needs, and social grading 
indicating higher than average levels of low paid workers or unemployed, it is important to 
understand how these groups are inclined to access information, as they are the most likely to need 
to contact the Council. 
 

In comparison with the geographical attributes of the most popular TrueTouch Types: 
 Plug & Play (high mobile usage) and Catalogue Conventionals types are located in the same 

areas as Segments Groups F & H. As Plug & Play tend to be profiled as young & male, this 
suggests that H (diverse younger pop.) may be particularly linked to this TrueTouch type. 

 Around the outskirts of the city centre, Catalogue Conventionals appear to have a mild 
geographical link with Segment I.  

 Practical Surfers and Cautious E-Converts also appear to have a geographical link with 
Segment E.   

 

 
Source: Customer Knowledge & Experian, 2011       
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BCC & Social Media 
The Council has a wide range of Twitter and Facebook feeds, covering a range of topics from 
Resilience to Environmental Services to Housing Rents. It also has YouTube sites, but these have 
very few subscribers. 
 
The sites with higher levels of popularity (such as Brum Culture, with over 6000 Twitter followers 
and over 4,000 Facebook likes, and BMAG, with 6,600 Twitter followers and 3,500 Facebook likes) 
tend to have the following aspects: 
 Updated frequently & interacts with social media users 
 Frequent flow of relevant information with promotion of local events 
 
Feeds of high-profile subjects are also popular (Frankfurt Market Facebook page - 17,244 likes; 
Library of Birmingham Facebook page – 915 likes, Artsfest Facebook page – 2,000 likes).  
 
The least popular social media sites are those such as local libraries (excluding Library of 
Birmingham), business and learning sites, youth and rent services, with followers and ‘likes’ of 
mostly under 100, and often less than 10. They tend to have the following aspects: 

 Few updates & little interaction with social media users 
 Service-led rather than informational. 

 
This suggests that there is a big market for social media in Birmingham, but so far it seems to be 
most used for culture and leisure information, rather than the more complex two-way interactive 
services, e.g. business support, housing services support. 
 
Below are examples of BCC social media in use: 
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A citizen reporting via twitter 
when online and offline BCC 
communications fail. 

 

       
 
 The Nature Centre’s popular 
Facebook page, with public 
interaction and frequent updates – 
nearly 1000 likes. 

Business and Learning 
Facebook page - less than 100 
likes and no updates.  
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Potential Channel Shift Based on Birmingham Profile  

By Segment 
 

Segment 
Group 

Channel 
Shift Options 

Difficulty/ challenges in terms of 
characteristics 

Services of most 
interest 

A From telephone 
to Web/ Email/ 
Smartphone 

Not difficult but A have low service needs so 
channel shift may not be of high value 

Rubbish & Recycling 
Libraries  
Leisure 

B From telephone 
to Web/ Email 

Not difficult but B have low service needs so 
channel shift may not be of high value. 

Rubbish & Recycling 
Libraries  
Leisure 

From letter/ 
personal contact 
to telephone 

Medium difficulty – only half use phones, 
potential to steer away remaining low 
percentages who use letter/ personal contact 

C 

From telephone 
to Web/ Email 

Medium difficulty – numbers low for email/ web 
& tend to be traditional comms, but face no 
language/ income barriers. 

Rubbish & Recycling 
Libraries  
Leisure 

D From telephone 
to Web/ Email 

Difficulty level may be less for email than 
website. Segment group D are generally open 
to Internet comms and contacting BCC via 
email, but rarely use the Birmingham website.  

Child Education 
Rubbish & Recycling 
Leisure 

E From letter/ 
personal contact 
to telephone 

Not difficult - high percentage already use 
phones, potential to steer away remaining low 
percentages who use letter/ personal contact 

Rubbish & Recycling 
Benefits 
Child Education 
Employment 

F From telephone 
to Web/ Email/ 
Smartphone 

Segment group F are generally open to Internet 
communications and contacting BCC via email, 
but rarely use the Birmingham website. F tend 
to have poor English literacy – is this the reason 
for low web usage? 

Benefits/ Council Tax 
Child Education 
Libraries 
 

G From telephone 
to Web/ Email/ 
Smartphone 

Not difficult due to openness to new technology 
but G have low service needs so channel shift 
may not be of high value. 

Rubbish & Recycling 
Council Tax 
Libraries 

H From telephone 
to Smartphone 

Probably high users of mobile phones. H tends 
to be disengaged from society so harder to 
target. Unreceptive to internet in general but 
Smartphone popularity among younger 
population likely to change this.  

Benefits/ Council Tax 
Housing 
Employment 
 

I One-stop 
services 

Due to feelings of disengagement and isolation 
from society, shifting away from any ‘in person’ 
contact would probably be counterproductive. 
Maximise use of in-person contact through 
multiple service needs being dealt with at the 
same time.  

Benefits/ Council Tax 
Housing 
Child Education 
Employment 
Travel Pass 

J From in person 
to telephone 

Medium. Have a reasonably high level of 
telephone contact but are also the group with 
the highest level of ‘in person’ contact (7.03%). 

Rubbish & Recycling 
Leisure 
Council Tax 

K One-stop 
services 

Potential to steer away remaining low 
percentage that use letters but due to high care 
needs, shifting away from personal contact 
would probably be counterproductive. Maximise 
use of in-person contact through multiple 
service needs being dealt with at the same time. 

Benefits 
Housing 
Health/ Care Services 

One-stop 
services 
 

Strong preference for personal contact so 
unlikely to shift ‘in person’ contact. Maximise 
use of in-person contact through multiple 
service needs being dealt with at the same time. 

L 

From telephone 
to email 

Medium difficulty. Likely to be cautious users of 
Internet, but second most popular contact 
channel (next to telephone) for the Council is 
email; however, percentage still quite low 
(7.91%).  

Rubbish & Recycling 
Leisure  
Health 
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By Channel Shift Type 
 
Moving to web/ email based channels 
 Approximately 32% of the Birmingham population (Segments A, B, D & G) are currently 

relatively open to communications via the internet/ email. The main service interests include 
Rubbish & Recycling, Libraries and Child Education are also important to most of them. 
The diversity of the groups suggests that there may be language/ cultural issues and to tailor 
any channel shift communications accordingly. 

 
 A further 13% (Segments C & L) have the potential to use the Internet/ Email more as a 

communication channel but are likely to be more difficult to convince. As well as Rubbish & 
Recycling, Libraries & Leisure are keys service interests.  

 
 Due to 90% of those aged 15-25 (nationally) very likely to have access to the internet, Youth 

Services communications would be another potential service that would work well online. 
 
 
Moving to use of Smartphone Apps 
 13% (Segments A & G) of the Birmingham population - due to openness to new technology and 

relatively good levels of affluence to afford the latest technology makes this group very likely to 
have the latest Smartphones. As with before, Rubbish & Recycling and Libraries are the key 
service interests but service need is generally low. 

 
 However, there is another group (Segment Group H, who link in with a high mobile usage 

comms segment) of approximately 12-13% of the Birmingham population, who are likely to be 
enthusiastic mobile phone users. However, they are likely to be constrained in their use of 
Smartphone apps by low finances. They’re concerned most with housing services and 
benefits. 

 
 
One-Stop Services 
 19% (I, K, & L) of the Birmingham population – due to their strong preferences for in-person 

contact and particular service needs and vulnerabilities, it may be preferable to keep face-to-
face contact, with an emphasis on maximising that contact through the use of ‘one-stop 
services’. 
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Data Sources 
 

1. SOCITM Better Connected Report 2011. 
 

2. Experian Household Data, November 2011. 
 

3. Ofcom - The Communications Market 2011 (August) 
 

4. Ofcom - The International Communications Market 2011 (December) 
 

5. Experian Origins for BCC (2010). 
 

6. Experian Current Year Estimates based on ONS Census Data (2010). 
 

7. Birmingham School Pupils Census, 2010.  
 

8. Ipsos MediaCT Technology Tracker (Quarter 1/January 2012). 
 

9. BCC Tracker Survey– Q3 2011. 
 

10. Socitm Survey on Birmingham.gov.uk, 1st – 23rd Jan 2012 
 

11.  http://www.birmingham.gov.uk/socialmedia 
 

12.  http://www.birmingham.gov.uk/business 
 

http://www.birmingham.gov.uk/socialmedia
http://www.birmingham.gov.uk/business
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