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Geodemography is a branch of market research responsible for assigning various approaches of small areas, mainly neighborhoods, to those consumers living near them and, according to this allocation, splits the consumer marketplace into meaningful segments (Somashekhar, 2020). As a field of study of population and its characteristics, sharing is done based on geographical areas' regions. This grouping involves the clustering of techniques to share categories with similar areas and neighborhoods using statistical knowledge. Demographics play a vital role during market segmentation, where the prevalence of each group is determined. 
Several uses and range of applications for geodemographic cluster systems have grown in the market research. Below are various reasons why geodemography is used in market research. 
· Not everyone has a unit record of customer data. As large retailers and institutions offering financial support to keep track of every customer and business donor, there are many businesses without the proper sequence to collect the required personal demographic information (Cockings & Harfoot, 2020). It's always necessary to keep customers' profiles to understand their behavior and demographic information.  
· The data collected about the individuals is incomplete even for the big businesses that keep track of records. Except for the large institutions offering financial services, the customer's exact income is not always tracked. All the uncertainties in variability are represented in a good multi-dimensional cluster system. 
· Multiple channels can be used to determine the media's preferences about the consistent target groups defined by the geodemography. For instance, Canada has the most popular segmentation systems, which are linked to media measurement surveys. The segmentation systems develop data incorporation tools among disparate sample surveys. These surveys can be applied for market research to determine the appropriate target group.
· Clusters are easy to be understood by both marketers and executives. Cluster system feature icons and trick nicknames for a reason. 
· Geodemographic segments are exclusively situated for mass targeting. These include various products that every consumer is a target. By developing cluster profiles to every product potent by the market, organizations can spend literally to consumers in the market but still marketing to all customers. 
· Adding the three-dimensional to the consumer relational databases means that it can be utilized more than direct mail (Cockings & Harfoot, 2020). The section comprises applications like the advertising posts and messages defining the product mix and the media. The database is inexpensive, making it suitable for increasing the return of the entire consumer database investment.
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