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An outlook on

Business Ireland
Millward Brown Ulster is playing a major role
in the new business conference/exhibition
coming to Northern Ireland on 28th and
29th April.

Business Ireland is being staged at Belfast’s
Odyssey arena, with over 100 companies
showcasing their products and services.  We
are located at stand B21 in the Business Advice
centre and will be conducting a fun quiz called
‘Anything but Chardonnay’.  Here, you will have
the opportunity to test your knowledge of
wines by tasting 2 options and choosing which

you believe to be Chardonnay.  Are you truly
a wine buff, come and find out?

On a more serious note you will have the
opportunity to meet some of the executive
team face-to-face.  We will also be available
to discuss any issues you may have and explain
in detail the full range of services we can offer
both locally and internationally to answer your
current marketing, social or economic needs.

Millward Brown is also sponsoring the
invitations.

If you require any further information, please
contact: fiona.norman@uk.millwardbrown.com

Fiona Norman

Millward Brown Ulster was one of only three
finalists from the UK in the British Market
Research Association’s prestigious “Awards for
Research Business Effectiveness 2003” held in
the London Mayfair Millennium Hotel.

Peter Jackling, Chairman BMRA said, “These
awards acknowledge the inc reased
professionalism and broader business
involvement of research companies. As such we
anticipate that they will not only promote the
benefits of market research but will also offer
a further mark of quality for the research buyers.”

The Millward Brown Award was in the Innovation
Category  which aims to recognise research
companies which have striven to improve their
service offering to clients and increase their
competitiveness through innovative research
products or services.

Peter Jackling commented, “We had many entries
for our awards, all of which were outstanding,
so the competition was tough. Millward Brown
Ulster however, clearly demonstrated the very
highest qualities in innovative excellence.”

The new product offering, developed in Belfast
by Millward Brown Ulster, is a model based
approach to measuring complex social issues
such as citizen engagement with and by the
State, public value, social capital and corporate
social responsibility. The new model is called
FUSE™

Millward Brown Ulster BMRA Award Finalist

"Stephen Young, Executive Director, Millward Brown Ulster receiving the BMRA Innovation
Finalist Award 2003 from  Award sponsor, Pat Molloy, CEO Pulsetrain."



The Institute of Directors was established in
1903, and as part of its 100th anniversary
celebrations, a number of awards were made
to individuals who have made a particular
contribution to the Northern Ireland Division.
  Our MD, Richard Moore, received one of
these special centenary awards, and is
delighted to have played a role in helping
IOD Northern Ireland become one of the
leading and most influential business
organisations.    With the pressure of running
successful companies continuing to spiral in
the face of red tape and bureaucracy, Richard
sees IOD’s role as the voice of business
becoming ever more essential.

IOD Award to
Richard Moore

STEVEN ORMSBY joined Field Department
at the beginning March as Field Executive.
Originally from Fermanagh and with a
background in English and Sociology,
Steven has been spending some of his
time developing interviewer skills in the
field whilst looking after individual projects
internally. Steven is a renowned
connoisseur of fine wine and a time served
squash player.

ROSS GREGG worked in a temporary
capacity in Reception before he
joined Field Department in October last
year. Ross's role includes the printing,
co-ordination and despatch of assignments
to interviewers and he works closely with
our supervisory team and interviewers.
When he is not working Ross likes to play
snooker and ride motor bikes not
necessarily at the same time.

New to the team

Ross GreggStephen Ormsby

Jane Kennedy, the minister with responsibility for
Education, reaffirmed in January 2004 that the 11+
would be abolished, with the last 11+ taking place
in August 2008 (The post primary review, leading to
the decision to discontinue the 11+, was introduced
by Martin McGuinness of Sinn Fein during his tenure
as Minster for Education).

To determine public attitudes on this controversial
issue, Millward Brown Ulster carried out a
representative survey of 1031 adults aged 16+ between
1st and 30th January 2004.

The results show that the population as a whole is
very divided, but that those in favour of abolishing
the 11+, with pupils going to all-ability schools such
as integrated schools and comprehensives, narrowly
outweigh those preferring the current system of an
11+ with grammar and secondary schools.

Attitudes to education in Northern Ireland
Which of these systems of education would you prefer in Northern Ireland? (Base: 1031 adults)

11+ with Grammar and
Secondary Schools

No 11+ with All-ability
Schools such as
Integrated Schools and
Comprehensives

Don’t know

TOTAL
POPULATION MEN PROTESTANTWOMEN CATHOLIC OTHER

RELIGIONSEX



In this edition’s guest spot Anne
McMullan, Head of Marketing for the
Ulster Folk and Transport Museum,
discusses some of the marketing issues
the Museum is currently addressing and
how market intelligence is helping to
shape the future vision.

The Ulster Folk and Transport Museum
achieved record visitor numbers in 2003, up
by 21% on the previous year, together with
an extremely gratifying overall visitor
satisfaction level of 98%.

With a host of events for the Museum’s 40th
anniversary now underway for 2004, Anne
McMullan, Head of Marketing at the Museum,
part of the National Museums and Galleries
of Northern Ireland (MAGNI) said with pride
“the museum is recognised as one of
international importance and among Ireland’s
top cultural, educational, tourist and
leisure facilities. “

Anne said “ the challenge for museum
marketing is to focus limited resources very
carefully to ensure the best return possible
on investment, without compromising the
Museum’s position as the regional centre of
excellence for culture, history and events.”

“The focus of the Marketing Strategy” she
explains, “which is closely connected to
audience development, is to create a broader
visitor base while at the same time building
a closer relationship with the Museum’s
present and best prospect markets; and
communicating effectively to inform and
encourage the selection of the Museum over
all competing offers.”

“The winning of visitors, be they local families,
leisure tourists, day-trippers or corporate
conference delegates involves working closely
with many partners who share the same
objectives. Our strategy also advocates within
the Museum a shared marketing responsibility
for the continued improvement of the
Museum’s products and services to meet the
needs of our target segments, increasing
attendances and visitor generated revenues.”

Central to the Museum’s success, is innovation
and creativity in a range of key areas: product
and service, promotion and communications,
pricing and income generation, providing
added value for our visitors and gaining
increased share of existing, new and
niche markets.

Key elements of the Museum’s marketing
strategy included a brand review and analysis
of market positioning and customer profiling
to meet their identified challenges. A clear
and sharper organisation and marketing focus
was critical and key to this was accurate and
reputable marketing research to enable the
Museum to:
• Make better decisions, set targets and 

monitor progress

• Increase competitiveness through product
and service improvements

• Develop new and more
effective communications

• Develop a differentiated and targeted 
sales and publicity plan

• Competitiveness in all identified
key markets

Anne explains “The complexity of modern
business decisions calls for reliable knowledge
of diverse markets, management experience
and judgement are of course important
ingredients of decision making, but they
should be reinforced and expanded
by objective data from systematic
field investigations”

“We had an abundance of management
information, but in reality much of it irrelevant,
incompatible and outdated for marketing
purposes. Discrimination needs to be exercised
in the selection of data and I had to control
my hunger for information by restricting myself
to the carefully defined research brief”

“We required reliable and accurate information
on current users to understand better who
the users and non-users are and the reasons
for usage and non usage. We needed to
benchmark the current situation and to monitor
on an ongoing basis, against an established
baseline to form a sound and credible platform
from which to lobby effectively and promote
the MAGNI vision.

The surveys of visitors undertaken
demonstrated profile distinction, the variability
within the population of Museum users and
identified the need for a differentiated
marketing strategy to promote the Museum
to best effect. Outreaching into the non-visitor
segment of the market is a more involved
and resource hungry undertaking, which is
still ongoing. It is a necessary undertaking
relevant to the Museum’s core objectives and
also an opportunity for nurturing important
future growth.

Satisfaction levels recorded among visitors
were consistently very high and it would be
difficult and probably not particularly cost
effective to seek to improve on this very high
standard. Rather the challenge would be to
maintain them.

The key tasks ahead are which emerged from
the research were: to increase frequency of
visits through more targeted communication
and further enhancement of the exhibitions
and events programme, and to extend the
museum experience outside the demographic
boundaries of the typical museum
visitor profile.

Anne is quietly optimistic about the way
ahead. “The success of our marketing activities
is dependant upon identifying and servicing
the needs and expectations of our visitors
efficiently – marketing research is the crucial
analytical approach which has provided us
with vital strategic and tactical information
for decision making .The Museum’s excellent
results have set new benchmarks for our
business performance. Working with our
partners in government, tourism and private
business, 2004 marketing action plans
are already being implemented to further
boost growth, attract visitors and increase
audience participation.”

The Ulster Folk and Transport Museum is a
not-for-profit organisation, set up by an Act
of Parliament and funded by the Department
of Culture Arts and Leisure. In November
2003, it was voted “Best Visitor Attraction”
by the Northern Ireland public and annually
attracts in the region of 165,000 visitors.

Guest Spot

Anne McMullan - Head of Marketing, Ulster
Folk and Transport Museum
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If You Can’t Measure It, It isn’t Democratic: Citizen
Engagement, Public Value and Social Capital
In the liberal democracies of the world, the
democratic ideal is being reshaped to
encourage and facilitate greater participation
in the process of governance by the individual
citizen.  In the last five years there have
been a number of significant policy
movements and trends within the world’s
open societies that share a common intent
of creating more and better opportunities
to engage governments and their citizenry.

This global movement towards what is called
‘citizen centric governance’ has very significant
implications for research and evaluation
practitioners whose work supports, and
sometimes even ‘legitimises’, the activities
of the State. The focus for the democratic
governments and their officials is now, and
increasingly will be, on the view and
perception of the citizen rather than the
internal department or agency delivering the
programme or service. The shift in emphasis
is exemplified in the growing debate around
concepts of citizen engagement, public value
and social capital; what precisely these terms
mean in practice and how they might
be measured.

Is it the case that conventional research
approaches, while perennially useful,
are reaching the limits of their applicability
and relevance in these complex policy
environments?

At Millward Brown Ulster we have been
developing a new way for governments to
assess performance in these challenging
policy areas. The approach can deliver a
performance assessment at the level of the
individual citizen, specified or targeted
demographic or marginalised groups or

whole populations. It can assess complex
engagement processes and interactions at
the policy, programme and project level or
be service or department/agency specific.

The new research approach has been
trademarked as FUSE,™, representing the
following four pyramidal constructs:

• Familiarity
• Utility
• Significance
• Engagement

As with all such models, the important thing
to bear in mind is that each one of these
four levels is a composite measure in its
own right, i.e., each level asks a number of
questions. For example, engagement includes
assessments of such aspects and experiences
of the initiative/policy/organisation as:

• Perceived/actual benefits personally and
to family

• Focus on issues of importance
• Probability of the initiative/policy

being effective
• Perceived benefits to the community
• Impact of the initiative
• Coherence and cogency of the initiative
• Merit and validity of the ideas

The pilot test of the new model made
use of an email panel of several hundred
personal email addresses of individuals
within Northern Ireland. They formed the
consultation platform.

Four current public policy initiatives were
selected in the fields of health, employment,
sectoral reform and administration, as follows:

• Working Parents Initiative
• Hospital Care Reform
• Public Sector Reform
• Executive Programme for Government

The initiatives were selected to include
variability across dimensions such as public
expenditure level, general versus specified
population relevance and issue type. The
four initiatives are roughly contemporaneous
so there are no discernible time or
duration effects.

The pilot test demonstrated that the model,
even in its prototypical form, can differentiate
levels of engagement across a very varied
range of State activities and within
demographic groups. There is also the
beginning of a clear and directive diagnostic
of relative failings within the model’s output
that would have an immediate and actionable
relevance to policy makers and administrators.

In addition to the existing model, we are
developing the core idea to incorporate the
more nebulous concepts of ‘Public Value
Added’ and Social Capital, quasi-economic
measurements of service value and non
monetary societal processes which
nevertheless confer economic benefits. The
potential also exists to apply the modelling
approach to the concept of stakeholder
engagement in the context of Corporate
Social Responsibility. In this particular
application, in addition to its discovery
function, the model could also, and
importantly, be the basis of a consensus
building between the NGOs and multinational
corporations. For more information please
contact Stephen Young, email:
stephen.young@uk.millwardbrown.com

Glenn Hall has been promoted to Associate
Director. Glenn joined the company in
1994 from a business and finance
background.

A keen golfer, Glenn has wide and varied
experience in both quantitative and
qualitative research methods.

PROMOTIONS


