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Agenda

10 budget-savvy ways of approaching research

pros & cons, what worked, what didn’t & false economies:

• Research methods (1-4)

• Processes (5&6)

• Presentation of data (7&8)

• As an ex-client (9&10)
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Quick bit of background …
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Mintel International

·Privately-owned

·Established: 1972

·Turnover: £50 million

·Services: Global consumer, product, media and market
research

·Number of Employees: 550 full-time 

·Offices in: London, Chicago, Sydney, Shanghai, Tokyo, 
Belfast



5
© 2010 Mintel International Group. 

All rights reserved. Confidential to Mintel.

Mintel’s research is wide-ranging …

Mintel

Research Reports 
(Oxygen & Inspire)

GNPD Compere Media (US) Other Research

UK & Europe US

263 UK Reports & 
PowerPoints

European Retail Research

60 European Reports

Inspire Trends Research

What’s Hots

12 Webinars

240 US Reports

25 Irish Reports 
100+ Industrial Reports

Getting the balance between: 
· Quantity
· Timeliness
· Quality

Global Market Navigator

Mintel Food & Drink

Menu Insight



6
© 2010 Mintel International Group. 

All rights reserved. Confidential to Mintel.

“It’s all on Google these days!”

MINTEL 
REPORT

TRADE INSIGHT/ 
INTERVIEWS

GLOBAL MARKET 
NAVIGATOR 

(GMN)

GLOBAL NEW 
PRODUCT 

DATABASE
(GNPD)

INSPIRE 
TRENDS ANALYSIS

BESPOKE 
BRAND 

RESEARCH

BESPOKE 
BRAND 

RESEARCH
NEWS & 

FEATURES

DESK 
RESEARCH

MARKET SIZE & 
FORECASTS & 

MARKET SHARES

DIGITAL 
RESEARCH 

(COMSCORE)

BESPOKE 
CONSUMER 
RESEARCH

CONSUMER 
RESEARCH 

(TGI)

ADVERTISING 
EXPENDITURE 
(AD DYNAMIX)

ADVERTISING 
EXPENDITURE 
(AD DYNAMIX)
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Regional analysis …

… is in pretty much every UK Mintel report
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Perpetual researcher (8+yrs in media)¼

Media
Competitor 
Intelligence

Market sizing/ 
forecasting

B2B qual & quant Academic
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Savvy research: 
promises, expectations and reality
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1 Online quant research

“Half the time, 
twice the number of questions 
& half the price”
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Online interviewing

· Significantly cheaper than face to 
face (~40%)

· Faster turnaround

· Can ask more sensitive questions

· Can design more interactive, fun 
surveys
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But it’s not the holy grail ¼

Over 65yr olds? Gambling & C2DEs

ABs & wealth mgmt

Over-rep. of 
techno-savvy
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Face to face still ~40% consumer research budget

· Nationally representative 
sample

· Presence of interviewer means 
explanations can be given

· Easier to reach older 
consumers

· Most tried & trusted 
quantitative method

· Limited by budget

· Some subjects are taboo

· Turnaround can take a long 
time



14
© 2009 Mintel International Group. 

All rights reserved. Confidential to Mintel.

2 Focus groups – in-house
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2 In-house focus groups

Cons
False economy? 
· Management time for non-expert moderator in focus 

groups
· Preparation time
· Opportunity cost of participants
· Permission from managers to attend
· Representativeness
· Writing up

Pro

·“Free”
·Good at getting report writers/ 
managers to think about “the 
consumer” at the outset

“ ”
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3 Focus groups – online
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3a Online focus groups - Synchronous

· Live focus group, conducted in 
real time

· Can last 1-2 hours

· Usually around 15 participants

· Moderator actively controls the 
thread of conversation, minute 
by minute

· Much cheaper than face to 
face focus groups

· No geographical restrictions

· Can be difficult to keep 
participants’ attention

· Not everyone can type very 
fast
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3b Online focus groups - Asynchronous

· Not conducted in real time

· Lasts from 2-3 days to 2 weeks 
(usually Fri-Tue)

· Participants are incentivised to 
log on regularly to follow 
discussion developments

· Much cheaper than face to 
face focus groups

· No geographical restrictions

· Can allow for more in-depth 
responses, since people have 
more time to think

· Moderator isn’t always logged 
on so can’t always control 
direction of discussion



19
© 2010 Mintel International Group. 

All rights reserved. Confidential to Mintel.

Qualboards (online focus groups)

Pros

·cheap as chips 
·people bare their all
· moderation minimal

·Quality variable: 15-120pp
·Hard to source respondents – recruitment: can't be too 
precious
·Management of qualboard time-consuming:  
technicalities; software is clunky; inviting respondents; 
uploading the boards (once discussion guide written, cut 
& pastes); downloading 5 days of discussion; making 
anonymous (ªJackº becomes ª16-25yr old ABCº), 
90mins of admin per board

Cons
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4 Interviewing using mobile phones
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Mobile phone interviewing

· Mobile phone penetration at over 
90% in Great Britain

· Most people carry their phones 
around with them, so providing 
you with a captive audience

· Can be used for tracking surveys

· Idea for targeting younger 
consumers and busy executives

· Useful for events

· Strong potential for qualitative 
research (text open-ended 
questions)
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· Opted-in panel consists of approx 5,000 11-25-year-olds

· Surveys completed via WAP

· Omnibus runs once a week

· Turnaround time: approx 1 week from question 
submission to deliverable

· Guaranteed sample of 750 11-25-year-olds

What Mintel has been using ¼
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Research using mobiles ¼

Pros

· Turnaround can be in as little as 4hrs

· Not expensive

· Great for youth research

Cons

· Used for 3 reports (Online Social Networking, Squashes 
& Youth Travel) (out of 250+)

· Not nat rep

· Parental approval issues

· Restricted age group

· Representativeness/ data quality
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5 Change suppliers
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Change suppliers ¼
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Changing suppliers for primary research ¼

Pros

Might get:

· 10% saving 

· Better account management

· Opportunity to target the most 
appropriate audience

· Generates exciting possibilities 
for report titles/subjects

· Better delivery mechanisms

Cons

Might:

· Waste management time being 
schmoozed rather than ªdoingº

· Question trend research –
everything went down 10% in 
terms of trust and differentiation

· Question quality of respondents

· Have to throw away historical 
research
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6 Outsource!
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Key complaints I heard when I started at Mintel ¼

time-consuming repetitive

low-/no-value add 
work

processes are 
over-

complicated and 
unnecessary

lots of boring 
formatting

A lot of the work is ¼

Basic data 
collection

1 ©2007 Mintel Group. All rights reserved.insight + impact
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If repetitive, time-consuming or provides little value-add..
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Why outsource/offshore?

· Competitiveness

– Competitors employs hundreds of people in India

· Quality of output

– We need to use resources to add value

· Business model

– In 2010, would anybody start a research business in the centre of one of the 
most expensive cities in the world? 

· Recruitment

– It is very very difficult to recruit top notch people in London

· expensive 

· time-consuming

· lot of competition from other organisations

· One of the last to do it

– Most research organisations in the City & consultancies moved elements of 
research to India several years ago
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Outsource: TGI & Ad Dynamix

Pros

· TGI runs are relatively standard 
at Mintel

· formatting was time-consuming 
and boring for editors/ 
production

(we still have a lot of in-house expertise)

Cons

· Set up time

· Specifying exactly what is 
required, training, 
management time (a bit like 
going through ISO 9000)

· Different culture
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Outsource: SPSS-based forecasting   

Pros

· Supply/Demand: India has a wealth of expert statisticians, whereas in 
Central London they work in the City

· Relationship: 1-2-1

(still have London-based statisticians too)

Cons

· Setting up time

· Specifying exactly what is required, training, management time

· Different culture – little independent initiative.
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Outsource: Desk Research/ Basic Co. Profiles

Pros

· Cost-savings

· Key part of process in bringing writing in-house.  Bundle presented 
to analyst rather than starting with a blank sheet of paper

· Scalability

Cons

· Training all of Research Dept how to work with India

· Many-to-many relationships

· Management time/costs (esp. visits to India/daily telephone calls)

· Fear of potential plagiarism
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7 Presentation of questionnaires
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A well-designed questionnaire with a bit of Flash¼

Pros
-Response rates rocket
-Neither expensive nor time consuming
-Once template in place, can be used over & over again
-More appealing to less tech-savvy respondents 

Con
- bit fiddly first time round
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8 Presentation of data

Making the most of what you've got
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Excel Wizard has a lot to answer for ¼
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A little bit of Illustrator does the world of good ¼

Source: Mintel/Based on Information 
Resources, Inc. InfoScan® Reviews™
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Moms have more than one tribe

· Moms' tribal ties can be viewed as a 
series of intersecting circles. The 
extent to which she involves her child 
in extracurricular activities in part 
determines the number of tribes in 
which she can seek advice, 
suggestions and recommendations.
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Dining out

· Changing restaurants 
may also mean 
changing dining out 
priorities. For example, 
more families with 
children than those 
without are cutting 
back on breakfast 
restaurant spending. 
These households are 
likely seeing a higher 
proportion of their 
disposable income 
shrink and are likely 
finding it more practical 
to arrange their 
breakfast hours in the 
home with their kids.

Source: Mintel
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And, finally, two tricks from BBH days ¼
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9 Recharge, recharge, recharge¼
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Recharge to your clients if at all possible ¼

- subscribe to tools which allow you to recharge (with ease)!
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But get the suits involved ¼

Pros

· ªFreeº (well, a little bit of time)

· Good starting point in negotiations 
with suppliers

· Lots of brownie points from senior 
management for research ªcostº
centre

Cons

· Need to work closely with the Finance 
Dept (ensure it is/can be made part of 
clients' contracts)

· Copyright/ contracts – doesn't give 
clients right to direct access to reports

· Some research companies are 
difficult/ impossible
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10 Top-line data is often enough



46
© 2010 Mintel International Group. 

All rights reserved. Confidential to Mintel.

Has someone else done the work for you?

MINTEL 
REPORT

TRADE INSIGHT/ 
INTERVIEWS

GLOBAL MARKET 
NAVIGATOR

GLOBAL NEW 
PRODUCT 

DATABASE

INSPIRE 
TRENDS ANALYSIS

NEWS & 
FEATURES

BESPOKE 
BRAND 

RESEARCH

BESPOKE 
BRAND 

RESEARCH

DESK RESEARCH

MARKET SIZE & 
FORECASTS & 

MARKET SHARES

DIGITAL 
RESEARCH 

(COMSCORE)

BESPOKE 
CONSUMER 
RESEARCH

CONSUMER 
RESEARCH 

(TGI)

ADVERTISING 
EXPENDITURE 
(AD DYNAMIX)

ADVERTISING 
EXPENDITURE 
(AD DYNAMIX)
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