
The success of your agency hinges on your ability to do work that gets results for  
your clients. To get those results, you need audience insights like you’ve never had  
before. But the combination of first-party data and useful messaging strategies has  
been hard to come by. Until now. 

Our Custom Audience Profile (CAP) reports deliver the insights you need. 

They’ll answer virtually any question you have about your audience, like “What are their hobbies?”.  
“How much time do they spend on TikTok?”, “Do they care more about discounts or service?”, “How important 
is sustainability to them?”, and so much more. 

With full access to GWI and a strategy team that specializes in turning insights into action, we dig deep to 
get a clear picture of the things that really matter to your clients’ audience. We focus on data specific to your 
creative brief, like the type of messaging that will resonate best, core values your client shares with their 
audience, who their best prospects are, and where to find them online. 

With 2.5 billion global customers self-reporting on 250K+ profiling points, GWI’s database is relevant and 
continually refreshed. We can ask any question, get answers instantly, and analyze profiles quickly. Having this 
information will put you on a level playing field with some of the world’s largest and most influential agencies. 

Custom Audience Profiles 
Mind-blowing insights  
into any audience

The data



Male Librarian
244% more likely to play  
basketball than the baseline

Male Librarian
93% more likely than baseline to 
puchase a hair dryer in the next 
6 months

Male Librarian
15% clicked on a social media  
ad in the past month

1.  You give us a brief with your clients’ audience profile (up to three 
segments), ask any questions you have about them, and  
send us $950. 

2.  We research the data, look for insights that could be used to build 
messaging and differentiation strategies, and send your CAP report 
with our recommendations within 3-5 days.  

How it works 



Vocational prospect
50% are prone to anxiety

Vocational prospect
38% work at a publicly listed company

THE BRIEF: 
A vocational school offers specialized 
training for adult learners seeking a career 
change or skills development. It caters to 
adults aged 30–50, employed in low- to mid-
level positions, typically in customer service, 
retail, and manual labor.

PROFILE PURPOSE: 
•  Gain deeper insights into target audience
•  Identify types of messaging and 

differentiators that will resonate

Example

BASIC AUDIENCE CHARACTERISTICS 

Audience Segment 1 of 1
• 30-50 years old
•  Likely or very likely to search for a new job in  

the next six months
• Currently doing semi-skilled manual work
• HHI: $15k-$70k

Included to increase the relevance of the 
profiled audience after initial analysis:

Charts Audiences Crosstabs Dashboards Reports Help B 

CareerPath Education Best Prospects Save audience Save as new Share Summarize audience View instant insights 

Datasets GWI Work Waves Q3 2024, Q3 2023, Q3 2022, Q3 2021 Locations All 4 1 

Quickly add: Sector Job Titles Role Purchase Influence Gender 

Uh oh, instant insight 
Include people with Any of these attributes Data points 2/5 can’t be previewed right 

now 
There’s an error we couldn’t catch. 

OR Age (Groups) » 35 to 44 
Please wait a few minutes before you 

try again. 

OR Age (Groups) » 45 to 54 

Add more attributes 
23 

Your audience 
AND OR 

sample size is 123 
respondents out of 10,355 

Include people with Any of these attributes Data points 5/49 

OR Age (Individual) » 30 This represents approximately 

1.08M real-world people 
OR Age (Individual) » 31 and accounts for 

1.3 % of the population 
OR Age (Individual) » 32 for the selected waves and locations. 

OR Age (Individual) » 33 

Breakdown by waves 

OR Age (Individual) » 34 

Add more attributes 

27 55 41 0 

Q3 24 Q3 23 Q3 22 Q3 21 
Add to this group 

Waves breakdown 

AND OR 

Include Any people with of these attributes Data points 2/5 What influences sample size? 

Likelihood of Searching for a New Job » Somewhat likely OR 

Likelihood of Searching for a New Job » Very likely OR 

Add more attributes 

AND OR 

Include Any people with of these attributes Data points 2/16 

Reasons for Searching for New Job » I'm not satisfied with my salary / earnings OR 

Reasons for Searching for New Job » Lack of learning opportunities in my curr... OR 

Add more attributes 

AND OR 

Include Any people with of these attributes Data points 2/4 

Type of Work » Semi-skilled manual work (e.g. factory work or labouring) OR 

Type of Work » Other OR 

Add more attributes 

AND OR 

Include Any people with of these attributes Data points 7/14 

USA Annual HH Income » 15,000 USD or less OR 

USA Annual HH Income » 15,001 to 25,000 USD OR 

USA Annual HH Income » 25,001 to 32,000 USD OR 

USA Annual HH Income » 32,001 to 40,000 USD OR 

USA Annual HH Income » 40,001 to 50,000 USD OR 

USA Annual HH Income » 50,001 to 60,000 USD OR 

USA Annual HH Income » 60,001 to 70,000 USD OR 

Add more attributes 

Add new group Save audience 



SUMMARY RECOMMENDATIONS: 

When looking at job-changers, the most common  
motivation by far for changing jobs is the desire to make  
more money, which aligns with the school’s primary offerings.  
This attribute was added to the base audience to add further  
relevance to the profile. Salary will also play the biggest role  
in their job choice. In addition, they are bored and feel  
dead-ended in their current company. Highlighting earnings  
potential and the challenge of learning new skills will resonate well. 

A high percentage of this audience are prone to anxiety and t 
end to self-identify as having mental health conditions. Given they  
are comfortable discussing their mental health, secondary messaging  
should focus on advisor support and post-graduation job placement. 

Many have some experience with post-secondary education, so they don’t need to be convinced  
of its benefits. Instead, content should discuss advanced skill-related and trade topics. 

With this group’s propensity to job search via company websites, your client may want to  
consider co-branded campaigns with employers.

Charts Audiences Crosstabs Dashboards Reports Help B 

New chart 16 Sep 2024 13:44 Ask a new question Share Save changes Export — BETA Unsaved 

Datasets GWI Work Waves Q3 2021, Q3 2022, Q3 2023, Q3 2024 4 Locations All 1 

Base Audience: Audience: 

Metrics All internet users CareerPath Education Segment by Sort by Descending 2 Chart view 

20 40 60 80 100 Add an attribute Index Audience % 

charts 
How do you plan to search for a new job? Data points 10 / 10 

Question 

Job search websites (e.g. Indeed) 283.1 82 % 

Company websites 231.3 42.4 % 

Reaching out to professional contacts (who I've worked 213.7 28.1 % 

Adverts on professional social media (e.g. LinkedIn) 181 25.9 % 

Working with a recruiter 207.1 19.2 % 

Reaching out to others in my field (who I've not worked 199.6 18 % 

Job fairs 262.7 17.2 % 

Adverts on personal social media (e.g. Facebook, X) 170.1 11 % 

Other 320.2 7.6 % 

Don't know 26.8 1.2 % 

Add an attribute 

Invite any of your team 
Share via email 

members to view this chart! 
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New chart 16 Sep 2024 13:44 Ask a new question Share Save changes Export — BETA Unsaved 

Datasets GWI Work Waves Q3 2021, Q3 2022, Q3 2023, Q3 2024 4 Locations All 1 

Base Audience: Audience: 

Metrics All internet users CareerPath Education Segment by Sort by Descending 2 Chart view 

20 40 60 80 100 Add an attribute Index Audience % 

charts 
For what reason(s) are you looking for a new job? Data points 16 / 16 

Question 

I'm not satisfied with my salary / earnings 498.7 88.3 % 

Lack of promotion opportunities in my company 305.3 34.5 % 

Lack of recognition in my current role 341.7 28.6 % 

I am not satisfied with the company culture 370.8 26.2 % 

My current role objectives are not interesting to me 336.8 24.1 % 

I am not satisfied with my manager 379.6 23.7 % 

Lack of learning opportunities in my current role 444.8 23.5 % 

Lack of work-life balance / flexibility in working hours 288.8 22.5 % 

The workload in my current role is too heavy 284.1 21.6 % 

It is challenging to collaborate with my colleagues 243 11.6 % 

Lack of / limited remote working options 143.2 8.7 % 

My role/department is being made redundant 171.4 7.3 % 

I am not satisfied with my commute 133.6 7.2 % 

My company doesn't progress / keep up with industry 108.1 3.9 % 

I have performance challenges in my current job 67.9 2.8 % 

None of the above 

Add an attribute 

Invite any of your team 
Share via email 

members to view this chart! 
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New chart 16 Sep 2024 14:31 Ask a new question Share Save changes Export — BETA Unsaved 

Datasets GWI Work Waves Q3 2021, Q3 2022, Q3 2023, Q3 2024 4 Locations All 1 

Base Audience: Audience: 

Metrics All internet users CareerPath Education Segment by Sort by Descending 2 Chart view 

20 40 60 80 Add an attribute Index Audience % 

charts 
Which of the following will be your top priority when selecting a new job? Data points 10 / 10 

Question 

A good salary / employee benefits 346 66.9 % 

A good work-life balance 133.2 12 % 

A technology-oriented role 253.6 6.3 % 

A good company culture fit 114.3 4.9 % 

Good employee flexibility 91.5 3.3 % 

Opportunities for promotion 69.8 2.3 % 

Learning opportunities 95.3 2 % 

A position directly linked to my studies/expertise 73.2 1.8 % 

A good commute 22.5 0.6 % 

None of the above 

Add an attribute 

Invite any of your team 
Share via email 

members to view this chart! 
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New chart 16 Sep 2024 14:31 Ask a new question Share Save changes Export — BETA Unsaved 

Datasets GWI Work Waves Q3 2021, Q3 2022, Q3 2023, Q3 2024 4 Locations All 1 

Base Audience: Audience: 

Metrics All internet users CareerPath Education Segment by Sort by Descending 2 Chart view 

20 40 60 80 100 Add an attribute Index Audience % 

charts 
Which of the following do you feel describes you? Data points 57 / 58 

Question 

I believe all people should have equal rights (From Q2 2020) 121.6 85.9 % 

Open-minded (From Q2 2020) 115.9 82.2 % 

I use loyalty / reward programs (From Q2 2020) 128.1 75.6 % 

I spend time looking for the best deals (From Q2 2020) 128.6 75.5 % 

I use discount codes or coupons (From Q2 2020) 128.6 74.8 % 

I am interested in other cultures / countries (From Q2 2020) 120.8 72.8 % 

I research a product online before buying it (From Q2 2020) 117 71 % 

Price-conscious (From Q2 2020) 136.6 69.7 % 

I am loyal to the brands I like (From Q2 2020) 120 64.4 % 

I am comfortable talking about my mental health (From Q2 123.5 63.7 % 

I like to know what is going on in the world (From Q2 2020) 100.3 59.2 % 

Creative (From Q2 2020) 109.4 58.6 % 

I always try to recycle (From Q2 2020) 101.8 58 % 

I like to explore the world (From Q2 2020) 98 56.5 % 

I worry about how companies use my personal data online (From 118.1 54.4 % 

I prefer being anonymous online (From Q2 2020) 134.2 54.1 % 

I am prone to anxiety (From Q2 2020) 156.6 50 % 

Confident (From Q2 2020) 92.5 48.1 % 

Health-conscious (From Q2 2020) 101.8 45.8 % 

I feel overworked (From Q2 2020) 207.5 45.3 % 

I look for expert opinions before buying expensive products (From 144.2 45 % 

I think immigration is good for my country (From Q2 2020) 128.5 44.3 % 

I am confident using new technology (From Q2 2020) 81.2 42.6 % 

Adventurous (From Q2 2020) 104.6 42.5 % 

Traditional (From Q2 2020) 96.4 42.4 % 

I take care of my appearance (From Q2 2020) 76.7 41.7 % 

I tell my friends and family about new products (From Q2 2020) 114.8 41.1 % 

I'm good at managing money (From Q2 2020) 74.3 41.1 % 

I am using social media less than I used to (From Q2 2020) 121.3 38.7 % 

I worry I spend too much time on my smartphone (From Q2 2020) 133 37.9 % 

I trust what online reviews say about products / services (From 129.4 36.7 % 

I seek out alternative medicines and therapies (From Q2 2020) 146.5 35.2 % 

I worry about how my government tracks me online (From Q2 127.6 34.9 % 

I worry I spend too much time on social media (From Q2 2020) 144.2 33.5 % 

Ambitious (From Q2 2020) 81.7 33.2 % 

I make decisions quickly (From Q2 2020) 99.7 32.1 % 

I like to be the first to try new things (From Q2 2020) 92.6 30.5 % 

Career-focused (From Q2 2020) 90.2 30.4 % 

I am comfortable with my apps tracking my activity (e.g. walking, 82.2 27.4 % 

Social / outgoing (From Q2 2020) 73.1 27.3 % 

I consider myself an opinion leader (From Q3 2023) 106.2 25.2 % 

Money-driven (From Q2 2020) 114.1 24.3 % 

I follow the latest technology trends and news (From Q2 2020) 74.8 23.9 % 

I take risks (From Q2 2020) 83.3 22.7 % 

I feel using social media causes me anxiety (From Q2 2020) 124.7 21.4 % 

I trust new technology to improve my health (From Q2 2020) 77.9 20.8 % 

I think social media is good for society (From Q2 2020) 75.7 16.2 % 

I feel in control of my personal data online (From Q2 2020) 71.6 16.2 % 

I tend to buy brands I have seen advertised (From Q2 2020) 90 15.4 % 

Fashion-conscious (From Q2 2020) 84.8 15.2 % 

I try to avoid all types of advertising (From Q2 2020) 94.9 14.8 % 

I feel represented in the advertising I see (From Q2 2020) 98.6 13.3 % 

I tend to buy the premium version of products (From Q2 2020) 61.7 11.4 % 

Affluent (From Q2 2020) 109.4 9.6 % 

I prefer thinking about the past, rather than the future 119.9 9.2 % 

I buy products / services to access the community built around 98.7 9.2 % 

I buy new tech products as soon as they are available (From 53.1 8 % 

Add an attribute 

Invite any of your team 
Share via email members to view this chart! 
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Confident (From Q2 2020) 92.5 48.1 % 
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I'm good at managing money (From Q2 2020) 74.3 41.1 % 

I am using social media less than I used to (From Q2 2020) 121.3 38.7 % 

I worry I spend too much time on my smartphone (From Q2 2020) 133 37.9 % 

I trust what online reviews say about products / services (From 129.4 36.7 % 
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I worry about how my government tracks me online (From Q2 127.6 34.9 % 

I worry I spend too much time on social media (From Q2 2020) 144.2 33.5 % 
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I buy new tech products as soon as they are available (From 53.1 8 % 

Add an attribute 

Invite any of your team 
Share via email members to view this chart! 
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I try to avoid all types of advertising (From Q2 2020) 94.9 14.8 % 

I feel represented in the advertising I see (From Q2 2020) 98.6 13.3 % 
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Add an attribute 

Invite any of your team 
Share via email members to view this chart! 
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CP-Demographics-Basic-Work Saved All internet users CareerPath Education Best (123) 

CP-Demographics-Basic-Work Share Save Save as new Edit Export Reset dashboard Saved 

Datasets GWI Work Waves Q3 2021, Q3 2022, Q3 2023, Q3 2024 4 Locations All 1 

Base audience Audience (sample size) 

All internet users (75,890) CareerPath Education Best (123) 

Gender Age (Groups) USA Annual HH Income Education 

16 to 24 Lower secondary education 
0% 0% 

25 to 34 Upper secondary education 15,000 USD or less 
Male 38.9% 21.5% 3.7% 

51.6% 35 to 44 Post-secondary vocational education 15,001 to 25,000 USD 
Female 32% 36.8% 9.7% 

48.4% 45 to 54 Undergraduate degree (ie. Bachelor) 25,001 to 32,000 USD 
29.1% 27.1% 19.1% 

Postgraduate degree (ie. Master’s/PhD) 55 to 64 32,001 to 40,000 USD 
0% 14.6% 12.3% 

40,001 to 50,000 USD 
13.1% 

1 50,001 to 60,000 USD 
21.2% 2 

60,001 to 70,000 USD 
Relationship Status Number of Children Sexual Orientation (Select Markets) 

21% 

70,001 to 85,000 USD Single Heterosexual / straight 
0% 40.3% None 86.1% 

85,001 to 115,000 USD 52.3% In a relationship Homosexual / gay / lesbian 
0% 18.7% 1 2.6% 

115,001 to 150,000 USD 19.8% Married Bisexual 
0% 29.7% 2 8.2% 

150,001 to 200,000 USD 14.6% Divorced / widowed Other 
0% 11.2% 3+ 0.6% 

13.3% Other Prefer not to say 
0% 2.5% 

Working Status Ethnicity and Racial Identity (USA 

Full-time worker 
62.7% 

Full-time worker with a side venture (Freelancing, entrepreneurship) 
7% 

1 Part-time worker American Indian or Alaska Native 
6.4% 2 0.9% 

Part-time worker with a side venture (Freelancing, entrepreneurship) Asian 
4.4% 2.2% 

Business owner / Entrepreneur Black / African American 
3.7% 12.6% 

Mixed Race 
2.2% Audience % Data table View in charts 

Native Hawaiian or Other Pacific Islander 
0% 

White / Caucasian 
79% 

Hispanic 
17.3% 

Other 
3.1% 

Prefer Not To Say 
0% 

Invite any of your team members to view this 

Share via email 

Dashboard! 

SAMPLE CHARTS ANALYZED:

Example



When a bearing manufacturer wanted us to 
help them launch their ecommerce site, we 
had to convince their customers—who usually 
called their sales reps when they needed 
something—to place their orders online. 

Our client thought customers wanted to  
hear about how easy and quick ordering 
online would be. The data told us  
something different. 

It said their top personal value was acquiring 
wealth and influence (we were surprised too) 
and their top psychological driver was proving 
their competence and skills on the job (their 
egos were in charge). So, instead of leading 
with the typical reasons someone might 
want to place an order online, we created 
messaging that 1) addressed their frustrations 
over broken machinery and the urgency to get 
it fixed, and 2) positioned the product as an 
enhancement to their reputation.

You can’t always  
trust your gut 

PRACTICAL APPLICATION

You’re gonna want this
Ready to get your first report? Fill out this form and we’ll jump on it.

Got questions? See our FAQs or contact us at curious@cat-tonic.com  
or 612-460-0091.

Manufacturing prospect
91% watched a video online in the past week

Manufacturing prospect
46% describe themselves as ambitious



Q: What kind of data will be included in my CAP?
A: Everything about an audience you could imagine, including:

• Demographics (personal, location, finances, household, and family composition)
• Attitudes and interests
• Sports and exercise interests
• Lifestyle patterns
• Work and professional life
• Marketing touchpoints
• Purchasing behavior
• Online activities
• Technology and device usage
• Social media usage and other media usage
• Gaming habits

Q: How recent is the data?
A: GWI’s self-reported data is updated quarterly to ensure freshness. 

Q: How many audience segments I will need for my report? 
A:  It depends on what you’re trying to accomplish. Segments are characteristics within your audience that can 

be compared against one another. For example, you can choose different age groups to compare their social 
media habits.

Q: What if I need it faster than 3-5 days?
A: We might be able to turn it faster. Just call or email us before you place your order and tell us what you need. 

FAQ’s

Female Financial Advisor
44% are interested in  
DIY Home Improvement

Female Financial Advisor
60% less likely to say they take 
risks than the baseline


