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Welcome
to this special birthday issue of Red Door.
This issue celebrates the 40th birthday
of Millward Brown Ulster – details of the
celebrations to mark the occasion can be
found opposite.

This issue also brings news of exciting
developments in the sphere of qualitative
research. Research Director, Catherine
Toner, provides details of a pioneering
technique that could transform the use
of focus groups as a research tool.

Millward Brown Ulster was delighted to
attend the recent Chartered Institute of
Marketing Awards and to sponsor one of
the awards – but who was the recipient?
Find out inside.

Also in this issue we hear about the plans
for the development of the Ulster Museum
and the input that Millward Brown Ulster
will have into these plans. We also find
out about some interesting results from
the business monitor that Millward Brown
Ulster runs on behalf of the Northern
Ireland Chamber of Commerce and Industry
and BT.

As 40th birthday parties go, this was a real
celebration! This year sees Northern Ireland’s
premier market and social research agency
reach a landmark – Millward Brown Ulster
is celebrating its 40th birthday.

On 9 September 2005, around 80 of the
executive staff, field and telephone
interviewers and data processing personnel
gathered to celebrate the occasion in style.
Green wellies were donned as staff
proceeded to Belvoir Park Forest to plant
40 trees with the help of the Woodland
Trust. A barbeque lunch was then held in

the Ulster Folk and Transport Museum, after
which the staff were able to sample hot
ports in the museum pub accompanied by
traditional music, see a birthday message
printed in Baird’s printers and tour the
Ballycultra town area at their leisure.

Richard Moore, Managing Director of Millward
Brown Ulster, commented, “This was a
tremendous way to celebrate our 40th
birthday and we will look forward to Millward
Brown Ulster setting the pace in Northern
Ireland’s market and social research agency
for the next 40 years and beyond!”

Millward Brown Ulster
Celebrates its 40th

The Millward Brown Ulster Team



Catherine Toner, Research Director with
Millward Brown Ulster, has been pioneering
the use of Directed Role Play to enhance
qualitative research. Catherine used the
technique to explore the factors that build
satisfaction amongst customers visiting bank
branches. The research was conducted in
conjunction with the Northern Bank and
National Irish Bank. We asked Catherine to
tell us more about the project.

What led you to use this technique in your
focus groups?
For some 6 years these two banks have
undertaken quarterly tracking on customer
satisfaction with the in-branch experience.
For this piece of research our brief was to
take a look at what contributes to or detracts
from the customer’s in-branch experience and
to advise the bank on the most appropriate
parameters that should be scored in tracking,
along with the relative importance of these
variables in contributing to overall branch
satisfaction.

The Bank’s brief focused on customer
satisfaction and role play would have been
a very useful technique to understand how
customers feel and react to various levels of
service.  However role play is fraught with
difficulty and it occurred to me that there
may be a way in which the state of the art
training technique of Forum Theatre might
be adapted for use in qualitative research.

What is Directed Role Play?
This innovative approach involves deploying
the skills of actors as an enabling technique
for focus groups. The actors act as a conduit

for the consumers playing out under the
direction of the participants in the focus
groups various scenarios of how service levels
might look.

Why not just ask the focus group participants
to act out the scenes themselves?
To be asked to act out a situation can inhibit
all but most the most confident individuals.
 The researcher is left with the dilemma of
trying this in a group in the knowledge that
on only rare occasions will the group feel
comfortable enough and that actually trying
role play unfortunately may prejudice the
rapport and the group dynamics that have
been created.   As an alternative it is common
practice to recruit people to groups who have
an appropriately confident and creative
personality to cope with a task such as role
play, however the very process of selecting
on the basis of such psychographics introduces
bias.  Using actors to act out on behalf of
the group provides an ideal way to overcome
this difficulty; the technique protects the
group members from embarrassment but
allows them to fully articulate their views and
reactions.

How did you use the technique in this project?
In this particular instance we commenced
with a pre-prepared vignette of what we
considered poor service might look like.  The
groups discussed this and commented on
various aspects of poor service that they
might have experienced themselves.  The
group was then tasked with directing the
actors to play out the same customer teller
transaction but in such a way that the service
provided to the customer was diabolically

poor – the ‘Fawlty Towers’ of poor service as
it were.  The same transaction was then
redirected by the group to play out normative
service levels and subsequently redirected
and acted out to in turn depict good service
and sublimely good service.  The ensuing
scenes could be stopped, rewound, have its
direction changed, characters’ motives
adjusted, language revised and body language
focused.

The technique generated a great wealth of
insight that has been used to re-engineer the
large scale branch satisfaction tracking.
Furthermore, a great deal of highly valuable
mpeg material has been produced that will
be integrated into staff training by both banks.

Could Directed Role Play be used to explore
other research problems or is it just suitable
for examining customer satisfaction?
There is no doubt that Directed Role Play is
an engaging and illuminating technique that
will vastly enhance any qualitative examination
of how organisations relate to customers. The
technique is by no means limited to exploring
customer satisfaction and could be used to
examine any situation where there is an
interface between people and in particular
any interface where body language is a
potential influence adding to detracting from
a corporate message. For example, our
experience suggests that Directed Role Play
could be deployed in many areas of public
policy research when looking at issues
concerning say resource allocation in health
services and the health worker/ patient
interfaces or the feelings of victims/ aggressors
in the context of restorative justice programmes.

“Darlings!” What the luvvies can bring to focus groups

Millward Brown Ulster staff recently
attended an excellent night out at the
7th annual Chartered Institute of
Marketing Awards. The company was
delighted to sponsor the award for
Voluntary/ Community Sector
Marketing, of which Creggan Country
Park were the worthy winners.

Anne-Marie Gallagher, pictured right,
of Creggan Country Park receiving the
award from Stephen Young, Director,
Millward Brown Ulster

Millward
Brown Ulster
at the CIM
Awards 2005



Are you connected?
This was one of the key questions asked in the Northern Ireland
Business Monitor which Millward Brown Ulster performs on
behalf of the Northern Ireland Chamber of Commerce and Industry
and BT.

The question addressed the use of the Internet by Northern Ireland
businesses. According to the survey results, 70% of businesses
now have access to the Internet. Broadband connections account
for the majority of connections with 56% of those surveyed stating
that they use Broadband. The main benefits experienced by those
businesses with Broadband were the speed of Internet access
and the fact that there was always-on access to the Internet.

For more details about the Northern Ireland Business Monitor
please contact Glenn Hall (Glenn.Hall@uk.millwardbrown.com)

Despite the growth of out of town shopping centres, Belfast City
Centre remains a popular destination for us to spend our hard-
earned cash. Almost 1 in 5 of us visits Belfast City Centre at least
once a week and over a third visit at least once a month.

On their last visit to the city centre, visitors spent an average of
£65. This compares to £29 in 1985 but reflects a decrease from
a peak of £70 in 1995. Thus, while spending in Belfast surged
greatly from 1985 – 1995, this growth does not appear to have
been sustained over the last 10 years. The early growth may well
be attributed to the establishment of Castlecourt shopping centre
in the late 1980’s and for the future the huge Victoria Square
development planned to open in 2007 will play a key role in the
city’s shopping resurgence.

Downtown – everything’s
waiting for you!
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A poet in
our midst…
Steven Ormsby, Field Executive

with Millward Brown Ulster has

been hiding a secret talent! Away

f rom ass i s t i ng  w i th  the

management of our busy field

department, Steven has a love of

poetry and was recently made BBC

writer of the week. Steven is

originally from Fermanagh and is

the nephew of poet Frank Ormsby.

He tells us that he writes poetry

to ease the stresses of the day

and for his wife Sheena.

We’re pleased to announce the following
promotions at Millward Brown Ulster:

Clare Durkin has been promoted to
Account Director. Clare manages
the Northern Ireland Omnibus and
is responsible for data processing
within the company.

Glenn Hall has been promoted to Account
Director. Glenn manages the BT account
as well as a number of other major
quantitative accounts.

Fiona Norman has been promoted
to Associate Director. Fiona is involved in
a variety of quantitative and qualitative

accounts, specialising in particular in
radio licensing and telecommunications.

Joanne Thompson has been promoted to
overall Supervisor of the Millward Brown
Ulster Telephone Centre. Prior to her
promotion Joanne supervised our telephone
interviewers for several years.

STOP PRESS
The 2006 Northern Ireland
Omnibus schedule is now available
contact Clare Durkin for details
(Clare.Durkin@uk.millwardbrown
.com)

Promotions

Jenny Baker has recently been
appointed as an Assistant Research
Executive with Millward Brown Ulster.
Jenny graduated from Queen’s
University Belfast with a degree in
Business Information Technology.
Jenny is principally involved in
computerised data processing,
statistical analysis and computer
applications at Millward Brown Ulster.
To relax Jenny enjoys keeping active
by swimming and walking with friends,
however balances this out by eating
out at her favourite Italian restaurants.

Kerri Burgess has joined Millward
Brown Ulster as an Assistant Research
Executive and is involved, along with
Jenny, in computerized data
processing, statistical analysis and
computer applications. Kerri obtained
her degree in Mathematics, Statistics
and Computing from the University
of Ulster. Away from work, Kerri helps
out at her local hospice and winds
down at the end of the day with some
Tae-Bo and swimming.

Clare Durkin Glenn Hall Fiona Norman Joanne Thompson

New to the team

Jenny Baker

Kerri Burgess


