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What is Market Research?

Market Research in ENCAMS -
Historically

– Measuring success
– Tracking attitudes and awareness

– Generally carried after the programme / 
campaign or pre and post comparisons

– Generally quantitative research (structured 
questionnaires)

Market Research -
LA Recycling Schemes

• Pre and post questionnaires
• Observational measurements (weights / 

households) 

• Generally quantitative
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Market Research in ENCAMS today

• Majority carried out before development of initiate
• Mostly qualitative not quantitative
• Behavioural
• Segmenting audiences into different clusters

WHY 

to enable targeted campaigns and programmes

How to say it?

Where to 
put it?

What images 
to use?

Who to?

When to say it

What to say?

Why Target

Younger 

social 
classes DE

Dog 
walkers

Public 
transport 
users Star, sun and mirror 

readers

Wanted shocking images and clear 
instructions on what to do
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Recap:-
• Classifies all GB households and neighbourhoods into 

distinct “lifestyle” types

• Comprehensively describes socio-economic and socio-
cultural behaviour

• Provides the link between consumers and the locations in 
which they live

• Used widely within variety of industries and applications

What is…

• Classifies all 
households & 
postcodes into 61 
distinct lifestyle types & 
11 groups

• Comprehensively 
describes their social, 
economic & cultural 
behaviour

• Public-sector
orientation

Mosaic Public Sector

61 Lifestyle 
Types

11 
Lifestyle 
Groups

61 Lifestyle 
Types

11 
Lifestyle 
Groups

c.250 Sub-
segments

How has it been developed?

Over 600 
data items 
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Other data sources
• Electoral Register
• DVLA data
• Companies House
• Shareholder 

registers
• Public credit data
• Land Registry
• Lifestyle surveys
• Postal Address 

Public Sector

• British Crime 
Survey

• Hospital Episode 
Statistics

• Education 
Attainment 

• Deprivation

How do you get a MOSAIC code?

• Every GB household is assigned a MOSAIC code
Postcode
NG34 5AH
1.6 million postcodes
15 households in each

Postal Sector
NG34 5
9,000 sectors
2,600 households in each

Postal District
NG34 
2,700 districts
8,600 households in each

Postal Area
NG
120 areas
194,000 households in each

Overview - the 12 Groups

Symbols of Success
Happy Families
Suburban Comfort
Ties of Community
Urban Intelligence
Welfare Borderline
Municipal Dependency
Blue Collar Enterprise
Twilight Subsistence
Grey Perspectives
Rural Isolation
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What can ENCAMS provide?

• Current maps of the local authority area with MOSAIC classifications 
identified down to postcode level (around 15 houses).

• Descriptions of predominant MOSAIC groups in the authority (any 
group which is greater than 10% of residents).

• Information relating to the preferences and attitudes of each 
MOSAIC group to doorstep recycling, tips and recycling banks

• Lifestyle information for each group to enable effective targeting

Profile of Authority

23%

18%

18%

14%

27%

Rural Isolation

Happy Families

Grey Perspectives

Blue Collar Enterprise

Other
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Who Recycles?
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Yes No

Attitudes Towards Recycling
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I wo uld recycle  mo re if  it  was
made co nvenient  to  do  so

If  o ther peo ple recycled
mo re , then I wo uld recycle

mo re as  well

I wo uld recycle mo re  if  I
knew mo re abo ut the

co uncil's recycling services

Split t ing ho useho ld waste
into  recycleable  items and
o rdinary refuse is  a hassle

Statements

Suburban Comfort Ties of Community Welfare Borderline Municipal Dependency Rural Isolation

Importance of Recycling

71%

2 4 %

3 %1%

6 5%

18 %

9 %
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4 0 %
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17%

16 %

55%
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I always try I have good intentions I occasionally think I never think
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Preferred Method of Recycling
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Doorstep Collection Taking items to recycling bank in walking distance Driving to recycling bank or facilities Combination

Usage of Recycling Banks
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Willing to make special journey Only if out doing something else Neither

Municipal Dependency
Key Features:
•Families

•Low income

•Income Support

•Terraces and semis

•Large council estates

•Outer suburbs

•Heavy TV viewing

•Free school meals

Receptive to:

•TV

•Posters

•Telemarketing

•Drop-in centres

Unreceptive to:

•Internet

•Magazines

•Newspapers

•Telephone advice lines
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Symbols of Success
Key Features:
•Concern for environment

•Quality housing

•Rewarding career

•Good diet

•High income

•Drink alcohol daily

•Successful

•Middle-aged

Receptive to:
•Broadsheet newspapers

•News magazines

•Telephone advice lines

•Internet

Unreceptive to:
•TV

•Posters

•Telemarketing

Rural Isolation

Key Features:
•Neighbourly

•Cars important

•Distinct rural life

•Farming

•Good diet and lifestyle

•Work long hours

•Small communities

•Older people

Receptive to:
•Internet

•Telephone advice lines

•Broadsheet newspapers

•News magazines

Unreceptive to:
•Telemarketing

•Posters

•TV

Thank You

Discussion and Questions

Jo Butcher 
Market Research Director
Jo.butcher@encams.org

01942 612627


