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BIG COMPANIES ARE SEEMINGLY NOT SET UP TO DELIVER BIG INNOVATION,
BUT THEY CAN DO INCREMENTAL INNOVATION BRILLIANTLY.

SO SROULD VRIEY
PLAY TO THEIR
STRENGTHS?

Line extensions, flavour extensions, Employees at large FMCG companies
small changes - big companies are are incentivised and encouraged in the
incredible at these and can do them wrong thing and in the wrong way. They
fast and at scale. This adds huge value. have to reduce risk constantly, which
Perhaps this is as far as innovation makes that big idea impossible to come
should go for bigger corporations? to life.

NICK BRITTON, BRENDAN WILLIAMS,

FOUNDER, HIGH WATER EX CARLSBERG MARKETING DIRECTOR
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START UPS ARE FUELLED BY PASSION AND PERSONAL INVESTMENT,
BUT IT TAKES GRIT, AGILITY AND STREET SMARTS TO SURVIVE.

DO ESEIENRGINIE
emrion A BETTER
CHANCE OF SUCCESS?

Everyone wants to be a unicorn - but the best start- Our passion and ethical purpose is actually a
ups are more like cockroaches. The pandemic ripped framework in how we make decisions, so it’s
up our plans. But because we were small and agile, we more than a romantic notion, it really dictates
were able to survive - whereas a bigger brand may the company’s direction and therefore success.

have cut its losses and binned the product. Necessity
is the mother of invention - and start-ups are the best
vessel for action.

NICOLA MATTHEWS,
HEAD OF MARKETING, TONY'S CHOCOLONELY

HUGH THOMAS,
FOUNDER, UGLY WATER
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CHALLENGED?




EXTENSIVE CONSUMER RESEARCH CAN BE FLAWED. IT LEADS TO GOOD RESEARCH RESULTS, BUT POOR INNOVATION.
SMALLER COMPANIES LEARN BY DOING, ACTING AND TESTING LIVE.

SKHOUEDEREEREIBE
A MAJOR RE-THINKIN
HOW BRANDS USE RESEARCH?

People confuse insight with research. You will get Research has a role to play when we have our

better insight by talking to trade partners, sales teams learning hats on, when we want to explore

and people on the street that you ever would by creatively and hear things we don’t know

talking to Ipsos & Kantar. enough about. It doesn’t work when you want
consumers to tell you about the next innovation.

PAUL THOMAS, We have to stop using it like this.

INTERNATIONAL INSIGHT DIRECTOR, BEAM SUNTORY

WILL BRYANT,
CREATIVE PARTNER, HMc
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"HAVE CONVICTION
ON THE IDEA."

BRENDAN WILLIAMS

[,

"SPEAK UP IF IT’S
A BAD IDEA."

NICOLA MATTHEWS

"KEEP LEARNING

FROM EVERYWHERE
AND EVERYTHING

AND KEEP IMPROVING."

HUGH THOMAS

©HMc 2022 | hainesmcgregor.co.uk

"BELIEVE IN IT,
IF YOU DON'T,
STOP DOING IT."

NICK BRITTON



IF YOU WANT
TO IMPROVE

YOUR INNOVATION
IDEAS AND PROCESS,
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