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An awareness of context allows us 
to have a more targeted approach

This presentation aims to contrast the most likely parents to enrol their children in to the private school system 
against other parents, and the Australian population in general. 


Beyond firming our idea of what communication is most relevant to these parents, we want to contrast these 
groups in order to:

Surface the most 
potent opportunities to 

build relevance with 
these parents

Provide a reference to 
review the effectiveness 

of current communication 
and approach 
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But it requires familiarity 
with the numbers

How to interpret: Where two sets of numbers exist, two audiences have been profiled and indexed against 
Australia’s general population. Firstly, our target audience of parents of most likely to enrol their children in private 

school, and secondly, a wider audience of all parents with children of the same age.

3

“I will buy a product because of the label”

(32.1% 143 ix. vs. 24.4% 109 ix.)
Likely private school parents All parents of children U16 

32.1% of private school 
parents will buy a product 

because of the label

24.4% of all parents will 
buy a product because of 

the label

All parents are 9% more 
likely than the Australian 

population to buy a product 
because of the label

Private school parents are 
43% more likely than the 

Australian population to buy a 
product because of the label



Today's magnifying glass…

In order to bring out the most distinct opportunities, we’ve refined our audience to fit a profile of someone ‘more 
than likely’ to enter their children in to the private schooling system (primary & secondary).


We set up this profile by refining ourselves to…

Parents of children 
under 16

Living in Victoria or 
Tasmania
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With a household 
income of 100k or 

more

This amounts our target audience to a total of 228,000 parents across both Victoria and Tasmania. 


In contrast, there are 1,387,000 parents of Children U16 in Vic and Tas in total.



Demographics hint that 


These parents sit on a strong foundation for a higher 
quality of life, both professionally and personally
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They’re raising children in a stage of 
life presumably with more stability, 

maturity and life experience.

On average they are older…
They have an education that enables 

higher skilled employment, and in 
turn, a higher income.

…higher educated…
They’re more likely to reside closer to 

the city, and the services, lifestyle 
and opportunity that comes with it.

… and live more centrally.

• 25 - 34: (13.2% 74 ix. vs 26.2% 147 ix.)

• 35 - 49 (70.3% 290 ix. vs 60.8% 250 ix.) 
• 50 - 64 (16.0% 73 ix. vs 10.4% 48 ix.)

• Have a diploma or university degree 
(81.6% 184 ix. vs 63.2% 142 ix.)


• 23% more likely than other parents to 
have a tertiary education degree

Victoria:

• Melb Western: (14.0% 381 ix. vs. 16.2% 441 ix.)

• Melb Northern: (20.8% 524 ix. vs. 16.6% 418 ix.) 
• Melb Central: (25.2% 381 ix. vs. 14.8% 230 ix.) 
• Melb Outer North East (7.9% 362 ix. vs. 7.8% 358 ix.)

• Melb Outer South & East (12.4%  332 ix. vs. 16.4% 440 ix.)

• Country:  (15.5% 270 ix. vs. 22.9% 380 ix.)

Tasmania:

• Greater Hobart (3.5% 374 ix. vs. 3.7% 396 ix.)

• South (0% 0ix. vs. 0.5% 281 ix.)

• Burnie (0.4% 82 ix. vs. 0.9% 184 ix.)

• Launceston (1.0% 165 ix. vs. 1.7% 283 ix.)



It’s something they’re working hard to maintain and 
provide for their family
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They’re more likely to be a household of two salaries… …and to be on their way to home ownership.

• 1 worker (FT/PT) in household (28.4% 111 ix. vs. 33.2% 130 ix.)

• 2 workers (FT/PT) in household (61.3% 185 ix. vs. 49.9% 151 ix.) 

• 1 full time worker in household (63.9% 178 ix. vs. 56.1% 156 ix.)

• 2 full time workers in household (30.6% 138 ix. vs. 22.5% 101 ix.)

Home Ownership: 
• Own Home (13.9% 39 ix. vs 13.7% 39 ix.) 
• Paying off home (68.1% 225 ix. vs. 49.7% 164 ix.) 
• Renting (17.3% 54 ix. vs. 34.7% 108 ix.)

• Other (0.8% 36 ix. vs. 1.9% 85 ix.)
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How this foundation shapes 
their lifestyle and attitude can 
start to be understood with 
Helix Personas

A consumer segmentation tool that integrates psychographic 
and behavioural data to classify the entire population into 56 
Personas and 7 Communities using a combination of Roy 
Morgan Single Source data and third party data sources.


Beyond precision media targeting, the opportunity Helix 
provides marketers is for a wholistic impression over an 
audience which might otherwise be defined by one or two 
specific qualities; a broader perspective puts our key pieces 
of information like ‘enrols their children in private school’ in 
to context of their life as a whole.



Contrasting the personas of our audience against those of other parents draws out the idea that 


our group can afford to be future oriented
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They occupy more positions of leadership, both 
professionally and attitudinally. They’re more likely 

the early adopters of new technology, trends and to 
have empathy for their community.

More accomplished and confident
They occupy personas that meet more 

conservative profiles, focussed on maintaining 
their current lifestyle rather than improving upon 

it, but importantly, being content doing this.

More cautious and conservativevs.

Their circumstance provides them with enough room and stability to be planning for tomorrow, and having the 
foresight on how to get there both for their own wellbeing as well as their community’s

• 107 Humanitarians (8.2% 300 ix.) 
• 109 Progressive Thinkers (8.3% 274 ix.) 
• 404 Family First (5.3% 126 ix.)

• 207 Urban Entertainers (5.2% 157 ix.)

• 206 Big Future (3.7% 218 ix.)

• 203 New School Cool (2.5% 171 ix.)

• 504 Budget Lifestyle (5.6% 150 ix.) 
• 701 Penny Wise (5.0% 148 ix.) 
• 702 Rural Families (4.9% 119 ix.)

• 507 Making The Rent (4.1% 273 ix.)

• 109 Progressive Thinkers (4.3% 140 ix.)

• 306 Average Aussie (3.8% 98 ix.)

Our target audience’s 6 largest helix personas: Contrasted with the 6 largest helix personas of all parents:
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Our target audience’s 6 largest helix personas:

• 107 Humanitarians (8.2% 300 ix.)

Humanitarians are confident and accomplished 
scholars living alone, with housemates or a partner, and 

perhaps young children—whatever stage they’re at, 
they don’t believe settling into mortgages and family life 

ever needs to mean moving out to the ‘burbs.  Often 
younger than other Leading Lifestyles,  

Humanitarians nevertheless already earn six figures as 
up-and-coming doctors, accountants or marketing and 
communications managers—and plan to be smart with 

their money, investing in shares and property.



10

Our target audience’s 6 largest helix personas:

• 109 Progressive Thinkers (8.3% 274 ix.) 

“Mostly metropolitan, Progressive Thinkers are close 
compatriots in income and lifestyle to Worldly and Wise 

but are slightly younger and so have less home and 
savings values. Incomes cover a wide range, with big 

gaps between main earner and secondary earner. They 
are digitally connected and often self-employed or 

doing some paid work from home in industries such as 
engineering, construction and retail.”



Put simply, their means have brought 
out a distinct confidence 
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An attitude that stems from their financial stability and circumstance, they hold an appreciation for both the 
success they’ve already earned, and the opportunities that are present to them looking forward.


Their confidence translates in to leadership and self awareness that amongst the community, their actions and 
way of thinking is more likely to set the pace, rather than follow it.

I consider myself a 
leader more than a 

follower (67.4% 139 ix. 
vs. 51.4% 106 ix.)

I sometimes use force 
to get things done 
(34.1% 152 ix. vs. 

23.8% 106 ix.)

I'm a bit of an 
intellectual  

(51.0% 124 ix. vs. 
43.2% 106 ix.)

I believe in taking 
risks (55.6% 138 ix. 
vs. 47.1% 117 ix.)



It’s an assuredness that comes to the surface in their 
approach and attitude to various parts of their life
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Valuing professional achievement, and 
holding a greater need for involved, 

demanding and respected work.

Career and Working Life
An appreciation for their financial 

stability and how spending money is 
an enabler for opportunity.

Financial Freedom
Distinct optimism for the operation of 
their wider community, less inclination 

to disagree with governance.

Governance and Society

• I need to have security in my job (84.9% 
143 ix. vs. 68.6% 115 ix.)


• It is important that I have responsibility in 
my job (87.3% 139 ix. vs. 69.6% 111 ix.) 

• I find it difficult to switch off from work 
(52.4% 172 ix. vs. 38.0% 125 ix.)


• I'm more interested in my job than my 
house (33.5% 169 ix. vs. 22.2% 112 ix.)

• Credit enables me to buy the things that I want 
(44.4% 147 ix. vs. 40.1% 132 ix.) 

• I like to be well insured (79.6% 114 ix. vs. 72.5% 104 ix.)

• I feel financially stable at the moment (78.9% 135 ix. 

vs. 56.4% 96 ix.) 
• I'm worried about interest rates at the moment (12.0% 

40 ix. vs. 24.1% 80 ix.)

• It would be ideal if I could conduct all my banking 

without ever having to go to a branch (67.2% 134 ix. vs. 
60.9% 121 ix.)


• I feel comfortable giving my credit card details over the 
Internet (53.6% 157 ix. vs. 43.3% 127 ix.)

• The Government is doing a good job 
running the country (41.0% 132 ix. vs. 
33.9% 109 ix.)


• I'm optimistic about the future (82.5% 
115 ix. vs. 77.6% 108 ix.) 

• Corruption is one of the major problems 
affecting this country (38.5% 68 ix. vs. 
56.7% 97 ix.) 



Notably, it’s a state of mind also 
reflected in their academic values

They’re more likely than other parents to weigh an importance on traditional  achievement in school. Grades, 
scholarships, distinction; values they’re more inclined to believe is under emphasised in our education system.


Most secondary schools today place too little emphasis on academic achievements (48.9% 109 ix. vs. 43.6 97 ix.)
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Their security and circumstance also invite a 
broader and more involved lifestyle
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Exercise serves as validation for 
their day-to-day routine as well as 

it’s own means of leisure.

They’re more physically active; More explorative with food;

 They have a wider palette and 
make a more conscious effort to 
expand their culinary horizons.

Have wider cultural roots;

Their go-to activities for leisure 
seem to span wider than a movie, a 

game of football or a night-in.

Invested in homely maintenance;

More likely to have the means and 
motivation to hold pride in their 

home’s appearance

• I love to do as many sports as possible 
(33.9% 143 ix. vs. 21.0% 88 ix.)


• I'm feeling well and in good health 
(87.8% 112 ix. vs. 82.0% 105 ix.)


• I like tough physical activity (47.2% 141 
ix. vs. 32.4% 97 ix.)


• I live a full and busy life (84.4% 130 ix. 
vs. 73.7% 113 ix.) 

• Did some formal exercise (eg. gym, 
aerobics, running, cycling, etc.) 
(59.3% 118 ix. vs. 51.0% 102 ix.)

• Went to a jazz, classical or blues 
performance (8.0% 176 ix. vs. 4.0% 87 
ix.)


• Went to a theatre restaurant, pub or 
cabaret for live entertainment (11.3% 
139 ix. vs. 7.4% 91 ix.)


• Went to professional sports events 
(28.8% 221 ix. vs. 16.1% 123 ix.)


• I'd like to holiday where I can 
experience the local culture (81.3% 
112 ix. vs. 73.2% 101 ix.)

• I would rather clean than cook any day 
(35.0% 158 ix. vs. 22.5% 102 ix.)


• I keep up-to-date with new ideas to 
improve my home (39.0% 134 ix. vs. 
31.8% 109 ix.) 

• Worked in the garden (76.7% 127 ix. vs. 
64.6% 107 ix.)


• Went to a home interiors store (32.9% 
137 ix. vs. 29.2% 121 ix.)


• Bought fresh flowers (29.2% 146 ix. vs. 
23.9% 119 ix.)

• I enjoy food from all over the world (92.6% 
127 ix. vs. 79.6% 109 ix.) 

• If I see a new type of food I will try it 
(67.9% 123 ix. vs. 58.9% 107 ix.) 

• I don't have time to spend cooking (28.3% 
141 ix. vs. 22.0% 110 ix.)


• I often buy take away food to eat at home 
(35.0% 154 ix. vs. 26.8% 118 ix.)


• I like to drink wine with my meals (35.2% 
144 ix. vs. 21.9% 90 ix.)


• Ate a meal at a fast food place (70.8% 146 
ix. vs. 57.3% 118 ix.)


• Went to a BYO restaurant (33.3% 149 ix. vs. 
24.9% 112 ix.)
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The Sunday family outing: 
these parents are 
destination oriented

There’s an argument to be made that the group of parents in our 
crosshairs are more destination minded when it comes to 
weekend leisure. 


Following the common thread in this presentation, their financial 
stability provides greater opportunity for these families to seek 
out specific events, towns, restaurants, theatres, cafes or even 
retreats for family past time at any scale.

• Went to a cafe for coffee or tea  
(71.1% vs. 121 ix. vs. 60.2% 102 ix.)


• Went to a cafe for a snack or meal 
(60.06% 125 ix. vs. 50.7% 104 ix.)


• Went to professional sports events 
(28.8% 221 ix. vs. 16.1% 123 ix.)

• Rented a car for leisure purposes  
(10.8% 224 ix. vs. 5.8% 121 ix.) 

• Had a weekend away  
(52.1% 157 ix. vs. 36/05% 109 ix.) 

• Travelled by air  
(37.0% 148 ix. vs. 21.5% 86 ix.)
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Their sources of information 
and entertainment skew 
differently to the average 
parent

TV (849 mn vs. 969 mn vs. 1083 mn) 
Newspapers (102 mn vs. 94 mn vs. 115 mn)


Magazines (51 mn vs. 41 mn vs. 52 mn)

Radio (1167 mn vs. 1107 mn vs. 868 mn) 

Internet (home) (662 mn vs. 794 mn vs. 827 mn)

Internet (work) (383 mn vs. 277 mn vs. 229 mn)


Internet (everywhere but home) (528 mn vs. 395 mn vs. 363 mn)

An information source - purpose 
driven consumption, not mindless

+ Internet

A relied upon channel that slips 
in to their existing routine

+ Radio

Not engaging and less sought 
out for entertainment

- Television

• Over against in every time slot, especially breakfast, drive-time and evening

• Radio gives me something to talk about (66.2% 132 ix.)

• Radio is an important part of my daily routine (50.3% 139 ix. vs. 47.5% 131 ix.)

• I go online after hearing something of interest on the radio (44.0% 149 ix.)

Where other audiences over-indexed on communication/entertainment, the most 
popular uses of internet for our group were:

• Buying, selling and shopping activities online (61.6% 124 ix.)

• Banking and finance activities online (72.6% 119 ix.)

• Research and information activities online (83.4% 120 ix.)


Our audience are less likely to agree that:

• TV advertising often gives me something to talk about 

(7.5% 37 ix. vs. 17.0% 84 ix.)

• Quite often I find TV advertising more entertaining than 

the programs (13.1% 86 ix. vs. 16.3% 108 ix.)

	 Media consumption by minutes per week:	

Our Audience All Parents All Australians



Thought Starters
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How can we start making more effective 
communication with our new found familiarity?
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What are some opportunities for talking to these parents with messaging that will resonate?

Tapping in to mindset of 
an audience aware of 

the opportunities 
available to them

Embedding in to the 
lifestyle of a ‘Sunday 

family outing’ audience

Leveraging our alumni 
and encouraging a 

sense of inheritance 
with private school

Emphasising academic 
leadership as a driver for 

success and 
achievement

Approaching media 
channels in the same 

way our audience 
approaches them.  
i.e. Internet as a 

research medium.

Can you focus on inserting 
messaging in to the 

channels already ingrained 
in their daily routine?

Is there opportunity for 
partnerships or relevance by 
being mindful of where this 
audience set their sights on 

for leisure on weekends?

Seeing eye-to-eye with our 
audience and acknowledging they 

have the opportunity to propel 
their children’s education?

Reinforcing with our 
audience the academic 

opportunity presented with 
private school education?

Can we channel the sentiment 
and value of private schooling 
with those who know it most, 

our alumni?



Thank You
Any thoughts or questions, feel free to contact: 
 
Justin Gurney 
Head of Planning  
Publicis Australia

0402 648 604
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