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1. Executive Summary   

   
In September 2011 Sedley Place and The Communication Group  
were appointed to undertake a review of the Cumbria brand and the 
potential need for a Brand Protection Strategy, should a decision be 
made by the Managing Radioactive Waste Safely Partnership (MRWSP) 
to proceed to the next stage in the national Geological Disposal Facility 
(GDF) siting framework process. 
 
The MRWSP was keen to understand if there would potentially be 
implications for the Cumbria brand should a decision be made to proceed 
to the next stage. 
 
Sedley Place and The Communication Group were tasked to: 
 
• Understand the Cumbria brand (or brands). 
 
• Define the brand. 
 
• Identify whether the brand included a premium, which had a commercial 
  value. 
 
• Identify which elements of the brand are potentially at risk from a  
  decision to proceed to the next stage in the national GDF siting  
  framework process. 
 
• Advise how to protect the brand from potentially negative effects. 
 
Brand Definition 
 
The Cumbria brand was analysed from four perspectives: Visit and Stay, 
Live and Work, Manufacture, Produce and Invest, and Study and Learn.  
It was also analysed from the perspective of a holistic Cumbria brand, 
recognising that within Cumbria there are two other high-profile consumer- 
. 

 facing brands: the Lake District and, to a lesser degree, West Cumbria/ 
the West Coast. 
 
Our analysis revealed that Cumbria has a distinctive and valuable brand, 
which resonates with a broad set of target audiences: Tourists, the 
Business Community, Residents, Workers and Students. 
 
Given the nature of some of Cumbria’s brand ‘tangibles’ and ‘intangibles’ 
(such as ‘the Great Outdoors’, food and drink, ‘green’/fresh/clean, safety 
and security, peacefulness and tranquillity, quality of life and place) there is 
a potential risk to the Cumbria brand if the target market believes the 
brand has become tainted or contaminated. 
 
Many of the Cumbria brand ‘tangibles’ and ‘intangibles’ have considerable 
depth across the region and across the four perspectives we looked at. 
This calls, from a brand perspective, for a co-ordinated brand 
management approach - with strong leadership and vision. 
 
Proxy Brands Exercise 
 
Given the large number of companies which leverage the Cumbria and 
Lake District brands in promoting their own brands (e.g. by using 
‘Cumbria’ and ‘Lake District’ explicitly in their names) a number of brands 
were chosen to act as ‘proxies’. The Proxy Brand exercise was 
undertaken with a sample of Hospitality and Food and Drink brands to 
see if a Cumbrian ‘brand premium’ existed - and was therefore at risk 
from any negative perceptions of the brand. 
 
Proxy brands were identified, interviewed and analysed and the exercise 
revealed that a premium does exist. The evidence from the interviews was 
subsequently corroborated by an exercise comparing the proxy brands 
against a number of benchmark brands. Analysis of the Proxy Brand 
interviews and desk research looking at the income derived from the  
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1. Executive Summary (cont’d)   

   
Proxy Brands Exercise (cont’d) 
 
Hospitality industry in particular also revealed that not only are Cumbria 
brands’ revenues and profits possibly at risk but employment levels, local 
supply chains, investment opportunities and ‘community health’. 
  
Stakeholder Interviews 
 
Interviews were carried out with 25 stakeholders who have an interest in 
the continued economic success of Cumbria. Carried out under 
Chatham House rules the interviews provided feedback on a number of 
topics: 
 
• Investment priorities 
• Business expertise 
• Nuclear legacy 
• Construction period 
• Visual blight 
• The Lake District National Park 
• Quality of life 
• Uncertainty. 
 
The overall conclusions from the interviews are that opinions have not yet 
formed across the broad audience as to any positive or negative effects 
from a Geological Disposal Facility (GDF) being sited in Cumbria but there 
is a strong view it must not be sited in the Lake District National Park if 
risks are to be minimised. 
 
Outside of the county people do not know about the GDF and are unable 
to form a complete picture. There is no evidence that the investor or 
business community are anti a GDF. However, there is some confusion 
and uncertainty, and an awareness that poorly researched media stories  

 can have a significant impact on people’s perceptions. The current 
uncertainty about whether to proceed to the next stage in the framework 
process is contributing to unease in some quarters. 
 
Regarding the Cumbria brand, most interviewees attributed similar values 
to the region and associated it with similar things. So, while they did not 
refer to a Cumbria brand per se, they did identify similar things to the 
associations and features identified in the Brand Definition process (such 
as quality of life). 
 
International Case Studies 
 
Seven UK and five international case studies were reviewed to 
understand how they had dealt with potentially negative perceptions from 
the siting of a GDF, the development of nuclear facilities and the presence 
of a heavy industry in close proximity to a tourist destination/region of 
natural beauty. The case studies were also reviewed to understand what 
lessons could be learnt about target audience/stakeholder engagement 
and communications. 
 
One of the most significant things that was learnt was the unique situation 
Cumbria is in, with a developed nuclear industry sitting cheek by jowl with 
an area of quite high population and a very active and very popular tourist 
destination. 
 
From a brand and communication perspective we learnt that; 
 
• local and national attitudes to the many facets of ‘nuclear’  are different  
   and that perceptions can change as a project progresses. 
 
• pre-emptive planning is important, as is quick and decisive 
  communications, scenario planning and the use of sophisticated multi-  
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International Case Studies (cont’d) 
 
   media communication channels. 
 
• Uncertainty must be managed and framing the debate is more effective 
  (i.e. understand what is being defended). 
 
Brand Protection Strategy 
 
The foundation for our proposed Brand Protection Strategy is the belief 
that Cumbria does have a brand and, to the extent that it has an 
economic value, it does require management and protection. 
 
If a decision to proceed with a GDF is taken then the communication 
landscape changes instantly and a strategy needs to be put in place to 
respond to this. 
 
Our strategy is based on three tiers: 
 
TIER 1: Ensuring Cumbria wide communications through a co-ordinated 
action plan that ‘protects’ all aspects of Cumbria’s economic activity. 
 
TIER 2: Creating a phased communication programme that appreciates 
that there are a number of key milestones in a project of this nature. 
 
TIER 3: Using a broad range of communication channels to get close to 
key audiences. 
 
In the short-term (i.e. the first year of activity), the key actions should be: 
 
A.  Agreement of Cumbria messages and communication routes - 
     facilitated workshop to engage and energise stakeholders.  

 B. Pooling of resources to deliver a communication effort that is 
   ‘greater than the sum of the parts’.  
 
C. Scenario planning that predicts communication issues and 
    defines proactive activity. 
 
D. Agreement on a spokesperson or party for the county-wide brand 
  - who can credibly claim to speak across all economic areas. 
 
E. Selective engagement with existing journalists who have been 
    writing about the GDF process 
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2. Introduction   

   
In September 2011 Sedley Place and The Communication Group  
were appointed to undertake a review of the Cumbria brand and the 
potential need for a Brand Protection Strategy, should a decision be 
made by the Managing Radioactive Waste Safely Partnership (MRWSP) 
to proceed to the next stage in the national Geological Disposal Facility 
(GDF) siting framework process. 
 
The MRWSP was keen to understand if there would potentially be 
implications for the Cumbria brand should a decision be made to proceed 
to the next stage. To this end the MRWSP set up a Brand Protection 
Strategy Sub Group which comprised representatives from: 
 
• Allerdale Borough Council 
 
• Copeland Borough Council 
 
• Cumbria County Council 
 
• Cumbria Chamber of Commerce 
 
• Cumbria Tourism 
 
• Lake District National Park Authority 
 
• 3KQ (as Programme Managers of the MRWS Partnership) 
 
 

 The Sub Group was responsible for directing and managing the Brand 
Protection Strategy project and met regularly to review the work of  
Sedley Place and The Communication Group. The project culminated  
in a presentation to the MRWSP Steering Group on 7th February 2012  
at Whitehaven and a presentation to the full Partnership on 21st February 
2012 at Workington. 
 
This reports details the research and analysis undertaken and the joint 
conclusions reached by Sedley Place and The Communication Group. 
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3. The Brief   

   
Sedley Place and The Communication Group were briefed to undertake five 
principle activities: 
 
1. Understanding of The Issues 
 
To help the Partnership understand the issues and impacts that arise from the 
process around the decision to engage in a siting process for the Geological 
Disposal Facility (GDF) and in particular the scale of any impact on businesses 
that utilise either the Cumbrian or Lake District brand in their brand offer, and 
more generally the impact on the local economy. This may require the 
establishment of some relevant ‘baseline indicators’ on which to assess any 
future impacts. Whilst the site is in West Cumbria, the work needs to look at the 
impact on the whole of Cumbria, as well as West Cumbria, including the 
National Park.  
 
2. Cumbria Brand Premium 
 
To undertake an exercise to see if a Cumbria brand premium exists (such as 
an increased price/rate for goods or services) and identify what this premium 
consists of, and to subsequently attempt to identify the consequences of losing 
this premium for Cumbria brands.  
 
3. Review of Existing Research 
 
To undertake a review of existing research from the UK and overseas to 
demonstrate (or otherwise) that a problem exists and the extent to which this is 
related to the MRWS rather than other new or on-going radioactive waste 
activities or nuclear new build. If necessary, to conduct some primary research 
(possibly focus groups and or telephone/internet survey) with previous visitors 
and non-visitors to fill any gaps in knowledge or evidence and further provide 
indications of the scale of any problem.  
  

 4. Report on Successful Image Management 
 
To report on successful Image Management and Brand Protection measures 
used in similar circumstances elsewhere. The situation that Cumbria faces is 
almost unique in that these key sectors share a very tight geographic and 
perceptual space. So it may be difficult to compare and take lessons from the 
nuclear experience elsewhere. Nonetheless, research of existing image 
management measures undertaken at other sites and, most importantly,  
in other situations where brands are threatened would help to inform the 
Partnership of alternative and successful approaches.     
 
5. Brand Protection Strategy 
 
To Prepare a Brand Protection Advisory document setting out the approach to 
managing and supporting the brands. This would include: 
 
• Activity required at different stages in the siting and development process 
  through to the opening of a new storage facility. 
 
• Roles and responsibilities for Government, local councils, representative 
  bodies and local businesses. 
 
• Key communication messages and approaches (and whether these are 
  different inside and out of county, and internationally.) 
 
• Advice and tools for businesses located in the county. 
 
• Briefing and training requirements for the business community. 
 
• Budget requirements for implementing the strategy. 
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4. Scope of Work   

   
It is important to note that Sedley Place and The Communication Group’s 
scope of work solely encompassed the brand, in particular: 
 
• What it is. 
 
• How to define it. 
 
• Whether it does include a premium. 
 
• Which elements of the brand are potentially at risk from a decision 
   to proceed to the next stage in the national GDF siting framework 
   process. 

  

   
• How to protect the brand from potentially negative effects.. 
 
The two consultancies’ remit did not extend to: 
 
• Commenting on whether nuclear is a good or bad thing for Cumbria. 
 
• Making any judgements as to whether the MRWSP should 
   proceed to the next step in the framework process or advising the  
   Partnership on whether it should proceed to the next stage. 
 
• Undertaking a full economic impact assessment. While this report  
   does reference some economic statistics - in support of various 
   points - these are not intended as a full economic assessment of 
   the value of the Cumbria brand (and associated brands) or of the 
   possible dilution in this value arising from negative impacts on the  
   brand(s). 
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5. Brand Definition   

   
The primary goal of the Brand Definition exercise was to understand: 
 
• What the brand is 
 
• What defines the brand 
 
• What elements of the brand are potentially at risk and need 
  protecting. 
 
A key goal in defining the brand was to ensure that the Cumbrian brand 
was viewed holistically, rather than from a narrow perspective, such as a 
tourism/hospitality destination focus. 
 
To this end the Cumbrian brand was explored from four perspectives: 
 
1. Visit and Stay 
 
2. Live and Work 
 
3. Produce, Manufacture and Invest 
 
4. Learn and Study. 
 
These four perspectives enabled us to understand the brand from the 
viewpoint of: 
 
• Tourists (i.e. day trippers and overnight stayers) 
 
• Residents  
 

 • People who work in the region 
 
• Businesses which manufacture or produce goods in the region,  
  or provide services 
 
• Investors (both within and outside of Cumbria) 
 
• Current and potential students. 
 
Brand Analysis 
 
At an early stage in the project it was agreed with the Brand Protection 
Sub Group to analyse the brand using existing research, surveys and 
reports. The reason for this was two-fold: 
 
1. To avoid duplicating previous research projects. 
 
2. To save time and money. A full-scale perceptions study amongst 
    the different target audiences would have taken a considerable 
    amount of time (and would have taken the Brand Protection study 
    beyond the Public Consultation exercise) and would have been  
    a costly exercise.  
 
As a result we analysed the brand by: 
 
• Reviewing existing external and internal perceptions research  
  and surveys (see Appendix C for a list of the reports and studies 
  analysed). 
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5. Brand Definition (cont’d)   

   
• Reviewing the positioning strategies of organisations like: 
 
- Cumbria Chamber of Commerce 
- Cumbria Tourism 
- The Dalton Institute 
- Invest in Cumbria 
- Lake District National Park Authority 
- The University of Cumbria.. 
 
• Interviewing a number of internal stakeholders. 
 
• Reviewing regional economic studies (such as the draft West Cumbria 
  Economic Blueprint - ‘Realising the Potential of Britain’s Energy Coast’). 
 
• Analysing research undertaken into perceptions of the potential impact 
  of a geological disposal facility (i.e. GVA’s ‘Impact of Nuclear Waste 
  Repository Facility on Perceptions of West Cumbria’). 
 
• Canvassing the opinions of a number of Proxy Brands as to the  
  Cumbrian associations they exploit (see Appendix A, question 2).. 
 
In effect, this analysis gave us two viewpoints: 
 
1. The perceptions of different target markets (i.e. the way the  
    region is viewed). 
 
2. The aspirations of different organisations (i.e. The way important  
    regional organisations are seeking to position Cumbria). 
 
 

 The Brand (Cumbria, the Lake District and the West Coast) 
 
One of the early decisions that had to be made was which brand.  
The Managing Radioactive Waste Safely Partnership is a West  
Cumbrian partnership. However, the geological disposal facility (GDF) 
could potentially effect perceptions of the whole of Cumbria if the target 
audiences’ knowledge of the region is insufficiently informed to understand 
the difference between Cumbria, the West Coast and indeed the Lake 
District. 
 
Research carried out by Strategic Marketing for Cumbria Tourism in 
2009, entitled ‘Awareness and Perceptions Quantitative Research, 
showed that consumers’ differentiation between Cumbria and Lake 
District is varied. In answer to the question ‘How do you think the Lake 
District and Cumbria are related?” 
 
• 36% understood the Lake District is a national park within the county  
  of Cumbria. 
 
• 27% think they are the same thing. 
 
• 7% think they are two separate regions with nothing in common. 
 
• 4% don’t know anything about Cumbria or the Lake District. 
 
• 2% think Cumbria and the Lake District are up north somewhere. 
 
• 1% don’t know anything about Cumbria. 
 
• 1% think they are next to each other.. 
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5. Brand Definition (cont’d)   

   
Our analysis of the different research studies and the draft West Coast 
Economic Blueprint revealed some inconsistencies in the way the West 
Coast is viewed in relation to Cumbria and the Lake District. 
 
According to research undertaken by Strategic Marketing (‘Awareness 
and Perceptions Quantitative Research, Cumbria Tourism 2009) “Whilst 
some parts of Cumbria may be able to capitalise on the confusion and 
indifference over where the Lake District actually lies, Carlisle and the West 
Coast cannot. Respondents mostly know that they lie outside the Lake 
District and therefore have a different view towards them, something 
which was also found in the focus groups”. 
 
However, research undertaken by Arkenford Ltd for Cumbria Tourisim 
(June 2007) entitled ‘Cumbria Non Visitor Research’, states ”The 
perceptions most strongly associated with the West Coast of Cumbria 
seem to stem from the nearby Lake District National Park in that it is an 
area known for its lakes and mountains, walking and stunning scenery… 
The emotional values associated with the West Coast are very similar to 
those of the region as a whole and are based around the scenery of the 
area. The area is seen as natural, beautiful and relaxing. Like the Lake 
District it is very much a traditional place and not at all contemporary”.  

 Moreover, in the view of the report writers of the West Coast Economic 
Blueprint “while the West Coast has built a significant profile based on its 
‘energy coast’ status it is also inextricably linked with the Lake District 
National Park”. 
 
Given the inconclusiveness of research about the boundary lines between 
the Lake District, the West Coast, West Cumbria and Cumbria it was 
decided to define Cumbria as a whole, while recognising that the West 
Coast and the Lake District had specific defining features.  
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5. Brand Definition (cont’d)   

   
As a result we analysed all of the documentation to: 
 
• understand Cumbria’s defining features. 
 
• understand the features common to all areas of the region. 
 
 

 • identify the elements which make the West Coast (West Cumbria)  
  and the Lake District distinctive. 
 
In defining the brand we looked at the twin aspects which make up a 
brand - namely Its ‘tangibles’ and ‘intangibles’ - to fully understand its  
rational and emotional components. 

 

 
Dagram A: A Brand Constituent Parts 
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5. Brand Definition (cont’d)   

   
We believe it is important to define Cumbria’s brand ‘tangibles’ and 
intangibles’ because these two aspects of the brand work in different 
ways. ‘Tangibles’ tend to influence consumers’ minds while ‘intangibles’ 
influence their hearts. 
 
For example: When Jaguar was designing the XK8 its engineers spent 
considerable time developing a butterfly valve in the exhaust system that 
would ensure that the exhaust note made a particular sound. Jaguar did 
this because it knew that the sound its car made affected the way drivers 
felt emotionally about the cars. The right sound would speak of Jaguar’s 
racing heritage and make drivers feel a part of this.  
 

 Brand Definition 
 
Essentially the process we adopted was to review all of the research 
reports, studies and surveys and collate all of the features and 
associations the various target audiences identified as core to the 
Cumbria brand. 
 
We then overlaid onto this the positioning statements of various 
organisations (taken from their strategy documents and marketing 
collateral such as websites and university prospectus). 
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5. Brand Definition (cont’d)   

 
 
 

  

 
Diagram B: The Cumbrian Brand as a Sum of Its Parts   
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5. Brand Definition (cont’d)   

   
It’s clear from our analysis that the Cumbria brand has a strong set of 
brand ‘tangibles’ and ‘intangibles’. 
 
For example: Visit and Stay 
 

 Lake District and West Coast/West Cumbria Variations 
 
While the main thrust of the brand definition work was focussed on 
defining the Cumbria brand, our research clearly identified that there are 
two other strong brands that both sit within and at times alongside the 
Cumbria brand: West Coast/West Cumbria and The Lake District.  
These brands share common brand associations (e.g. The Great 
Outdoors) and have their own defining ones. 
 
West Coast/West Cumbria: The most significant differentiator of the 
West Coast/West Cumbria brand is its energy expertise, knowledge and 
diversification. The area has built up a world-wide reputation especially in 
the nuclear industry and this is reflected in its positioning - “the UK’s 
energy coast”. 
 
The Lake District: The most significant differentiator for the Lake District is 
potentially the extent to which this area relies on the ‘Great Outdoors’ as a 
visual asset and that it’s seen as unchanging and “old-fashioned. 
 
“Out of all of the research conducted by Mintel on the brands in the UK, 
the Lakes overall is the best-regarded destination and has beaten Devon, 
Cornwall and London to name a few. The results show the Lake District is 
near faultless in its image, although it is chiefly seen as a ‘visual’ 
destination and whilst that is by no means a negative, it may be seen to 
lack attractions for those looking for a bit more to do.” 
 
Mintel: Domestic Tourism Leisure Intelligence - December 2009 
 
“The Lake District has a uniformly positive image in the eyes of both 
visitors and those who have not been there. As would be expected, 
visitors tend to know more about it, and some (particularly the more 
active) know a lot. The image is of a beautiful, slightly quaint and old- 
fashioned place that is great for breaks and holidays. Being slightly ‘old- 

‘Tangibles’ 
 
• The great outdoors 
• Hospitality 
• Vibrant communities 
• Culture and heritage 
• Food and drink 
• Outdoor activities and sports 

‘Intangibles’ 
 
• Peaceful, tranquil and relaxed 
• Healthy 
• Inspired 
• Clean and fresh 
• Enterprising 
• Adventurous 
• Safe and secure 
 

 

 
It’s also clear - and the colour coding on the diagram on the previous 
page highlights this - that the Cumbrian brand shares many associations 
and features which encompass the four-fold perspective of our brand 
review, namely: 
 
• Visit and Stay 
• Live and Work 
• Produce, Manufacture and Invest 
• Study and Learn 
 
This means the brand has considerable breadth as well as depth.  
For example: ‘The Great Outdoors’ is a significant factor in all of the four 
perspectives while ‘energy’ features in three out of the four, being relevant 
to Produce, Manufacture and Invest, Live and Work and Study and 
Learn. 
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5. Brand Definition (cont’d)   

   
fashioned’ in this context is mainly a positive - it means a slower pace 
of life which is good for relaxing, and an unchanging quality in respect 
of place and landscape that has been lost in many areas.” 
 
Strategic Marketing - Awareness and Perceptions Quantitative Research 
(Cumbria Tourism 2009)  
 
Risk Analysis 
 
Having defined the associations/features of the Cumbria brand we then 
turned our attention to identifying the risks to these as the constituent 
parts of the brand. The risks fall into two categories: 
 
1. The Actual (e.g. real contamination in the future - should a GDF  
    be built) 
 
    Two examples of brand damage from actual events: 
 
• When Perrier was forced to announce that one of its water bottling 
   plants had been contaminated with benzine in 1990 because filters 
   had not been cleaned properly the brand suffered from a significant 
   reduction in sales and loss of market share to competitors. In the view 
   of commentators at the time the crisis was made worse by the way  
   the company mismanaged the whole affair. 
 
• When it was revealed that Coca-Cola’s Dasani brand was nothing  
   more than purified tap water the brand was so damaged that it was 
   withdrawn from the UK and launches in France and Germany were 
   postponed. 
 
  

   2. The Perceived (created by consumers’ levels of knowledge, outside 
    influences, media stories, word of mouth, peer pressure, confusion 
    and uncertainties) 
 
   Four examples of brand damage from consumers’ negative 
   perceptions: 
 
• In September 2010 the Lieutenant Governor of Louisiana, Scott  
  Angelle, called on BP officials to give state tourism officials $75 million 
  to bolster tourism marketing efforts and seafood promotion in the 
aftermath of the BP Gulf oil spill. This was on the back of perception 
  studies which showed 29 percent who had plans to visit the state 
  cancelled or postponed their trips because of the oil spill. In the view 
  of Angelle, “That could mean a $2.4 billion decrease in direct tourism 
  spending in the state”. Angelle said the August study also showed 
  that another 48 percent of the national audience believe that Louisiana 
  restaurants that serve state-produced seafood are putting diners at 
  a health risk. "Historically, the state's No. 1 tourism asset has been  
  our unique cuisine and that cuisine is tied to our seafood,"  
 
  Angelle said in the letter. "In damaging our seafood brand, the oil spill  
  has simultaneously damaged our tourism brand, as the two are 
  inextricably linked”. Angelle said the misperceptions are not fading 
. "Although we are beyond oil leaking (from the well), there is still a 
  perception problem,” he said. "It is not going away. He said that "early 
  and strategic investments in tourism and brand damage recovery are 
  critical to mitigate this disaster. These investments will minimize damage 
  to the industry and to the state's economy" as well as possible future  
  claims.” 
 
  (Source The Times-Picayne, 15 09 10)  
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5. Brand Definition (cont’d) 
 

• :When Innocent Drinks Company announced a tie-up with McDonald’s  
   Happy Meals there was a huge outcry from its passionate consumers, 
   much of it blogging activity. For a brand that uses word of mouth a  
   lot in its marketing, this led to difficult times. 
   
   According to the website ‘Growing Business’ at the time. “Innocent  
   has gone to great lengths to head off the trouble that it foresaw.  
   Two company meetings were held before the decision became public. 
   Even so, the fierceness of the response has taken it by surprise. Jamie 
   Mitchell, Innocent’s UK Managing Director, admits: “If anything we were 
   naive in not recognising how big a deal McDonald’s is to a lot of people. 
   Only by engaging do you realise how negative the perception is”. 
 
• When 58% of Innocent was sold to Coca-Cola in 2010 the three 
   founders met with a barrage of criticism and media headlines like  
   The Guardian’s “Innocent smoothie denies sell-out after Coca-Cola 
   gets majority stake”. As the Guardian’s article reported “News of the 
   ownership change triggered immediate comments in the blogosphere 
   where the company was immediately accused of selling out their values 
   to a very profit-orientated company”. Such was the vociferousness of 
   this activity that the three founders had to engage in a personal dialogue 
   with some of the most active bloggers. 
 
• Gerald Ratner of Ratners the Jewellers had been joking in speeches 
   for quite a time about the quality of his company’s products before 
   a Daily Telegraph journalist ‘picked up’ the story and turned it into a 
   full-scale crisis. For many consumers the issue wasn’t the quality of 
   Ratner’s products as much as the arrogance of Gerald Ratner and 
   his seeming dismissal of his customers. The example is a good 
   illustration of the power of one story to change people’s perceptions 
 , especially a story written to gain maximum effect. As is noted on page 
   31 of this report, one journalist or one story could potentially influence  

  
 
consumer’s’ perceptions of the area - especially if the angle taken is 
sensationalist or ‘overblown’. 
 
Given the long consultation, testing and eventual construction timetable 
we are principally concerned with the target audiences’ perceptions, 
should a decision be made to proceed to the next step. 
 
Perceived Risks to the Cumbria Brand 
 
Not all of the brand’s associations are at risk. Clearly the West 
Coast/West Cumbria has strong associations with the nuclear industry 
and its expertise and knowledge capital may well be enhanced 
internationally by the siting of a GDF in the region but there are brand 
characteristics which could potentially be seriously affected by the 
decision to site a GDF in the regions - especially if the GDF becomes 
confused - or misrepresented - with other activities in the region that 
could also be perceived as eroding the brand’s equity in people’s 
minds and hearts.  
 

Diagram C: Perceived Risks to the Cumbria Brand 
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5. Brand Definition (cont’d)   

   
Perceived Risk to the Cumbria Brand (cont’d) 
 
In brand terms the key associations (both tangible and intangible) which 
are most at risk from the target audiences’ negative perceptions of nuclear 
waste and contamination are: 
 
• Unspoilt countryside 
• Food and drink 
• ‘Green’/fresh/clean 
• Safety and security 
• Peacefulness/tranquility 
• Quality of life. 
 
If the target audiences believe that any of these things have been 
contaminated or negatively affected then the Cumbria brand will be 
impacted. Among the potential consequence of any impact is reduced 
tourist numbers and spend, decreased food and drink sales, decreased 
house prices, reduced inward migration (e.g. workers and retirees) and 
reduced student numbers.  
 
However, at this point it is NOT possible to accurately forecast any 
potential impact on the brand as so much of it depends on factors like 
the severity of the target audiences’ change in perceptions and the scale 
of negative media activity (such as that seen during the recent geese cull 
\’cpntroversy’). 
 
Conclusions 
 
• In our opinion Cumbria is a strong destination brand with a distinctive set 
  of brand ‘tangibles’ and ‘intangibles’.A number of these are potentially at  
  risk (e.g. Unspoilt countryside) should the target audiences believe they 
  have become ‘contaminated’ or diluted. It’s worth reiterating at this point  
  that we are dealing with the audiences’ perceptions and “perception is 
  reality in the eye of the consumer”. 

   • The Lake District brand is an extremely valuable destination brand -  
   described by QA Research as one of the UK’s tourist ‘attack brands’. 
   If it loses this status much is at stake for both the area and the region,  
   and for it as a brand and for the Cumbrian brand ‘portfolio’. 
 
• The strength of people’s brand associations is evidenced by factors like 
   the number of repeat visitors, its powerful draw to overseas visitors  
   (such as Japanese tourists seeking the Beatrix Potter experience) and 
   its ‘share of mind’ and ‘share of heart’. 
 
   “Visitors are generally driven to Cumbria by the outdoors; other! features 
   which add value to the trip such as heritage, good food,!   etc. tend  
   be discovered rather than being a motive for going in the first place. 
   Many people fall in love with the region when they first discover it and 
   then proceed to come back regularly! for many years.” 
 
   Strategic Marketing - Awareness and Perceptions Quantitative  
   Research (Cumbria Tourism 2009) 
 
• Cumbria’s brand is made up of both developed, nurtured and  
   invested equity and aspiration (i.e. the positionings of different multi- 
   sector organisations). Much time and money has been invested in 
   the brand over many years. Much time and thought has gone into 
   developing positionings (and products and services) by major  
   organisations andtheir brands which feed off the Cumbria brand 
 . Consequently, the brand would benefit from strong leadership, 
   careful management and a co-ordinated approach. 
 
• Co-ordination would greatly enhance the brand’s communications -  
  both reactive and proactive - should a decision be made to proceed 
  to the next stage of the process - particularly if the West Cumbria 
  MRWSP no longer exists.  



Sedley Place and The Communication Group 19 

   

5. Brand Definition (cont’d)   

   

• As previously discussed the brand’s assets (its ‘tangibles’ and  
  ‘intangibles’) transcend boundaries. For example: ‘The Great Outdoors’ 
  is an association which applies equally to Visit and Stay, Produce, 
  Manufacture and Invest, Live and Work and Study and Learn.  
  This suggests to us that the Cumbria brand should not be the sole 
  preserve of individual organisations - with specific focuses - but should 
  be stewarded and promoted from a holistic perspective. 
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6. Proxy Brand Exercise   

 
The objective of the Proxy Brand exercise was to try and identify whether 
Cumbrian brands derive a premium from their association with the region - 
such as an increased unit price, a higher hotel room rate or a higher level 
of hotel, self-catering, camping site or hostel occupancy.  
 
Cumbrian brands are defined as those brands which in their names 
explicitly use: 
 
• ‘‘Cumbria’ (e.g. Cumbrian Cottages*),  
• the Lake District’ (e.g. Lake District Hotels*) 
• a place name that is well-known to be located in Cumbria (e.g. Kendal 
  Mint Cake*)  
• sell their produce wholesale to multiple retailers/large food manufacturing 
  contractors.. 
 
*NOTE: These names are given as examples. All three brands were not 
featured in the Proxy Brand exercise. 
 
Given the number of potential brands which could be analysed - which 
number in their hundreds/thousands - it was decided to identify a number 
of brands which could act as ‘proxies’ for all of the brands in the region. 
This decision was based on the feasibility of researching every Cumbrian 
brand, the time available for the work-stream and the budget allocated to 
this aspect of the overall project.  
 
In consultation with the Brand Protection Sub Group it was decided to 
focus the Proxy Brand exercise on the 11 core business sectors which 
Cumbria Chamber of Commerce and Invest in Cumbria target; namely: 
 
- Energy and Environmental Technologies 
- Specialist Manufacturing 
- Tourism 
 

 - Food and Drink 
- Digital, Culture and Creative Industries 
- Outdoor Sport, Education and Recreation 
- Employment Education and Skills 
- Housing 
- Business and Enterprise 
- Rural and Agriculture 
- Connectivity. 
 
After discussion, it was agreed to focus down the exercise on two core 
sectors (Tourism and Food & Drink), which it was believed: 
 
• could potentially be at most risk from a dilution of the Cumbria 
   brand equity 
 
• could potentially have considerable impact on the Cumbria economy. 
 
For example: According to Cumbria Tourism’s Tourism and Value 2010 
Summary, “in 2010 Cumbria had 40 million visitors, made 
up of 35 million day trippers and 5 million overnight visitors.  
This brought in £2 billion to the region’s economy and provided 
employment for 32,573 full-time equivalent (FTE) posts. As many tourism 
jobs are actually part-time, or seasonal, the total number of people in 
tourism is estimated at 56,011”. 
 
Cumbria Tourism and Cumbria Chamber of Commerce then provided a 
list of candidate brands to act as proxy brands in each of the two sectors. 
Five Tourism brands and four Food & Drink brands were then 
approached and invited to take part in the Proxy Brand exercise. 
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6. Proxy Brand Exercise (cont’d)   

   
Those brands, which accepted the invitation to participate, were 
contacted and an interview set up. Each of the proxy brands was 
guaranteed anonymity and is referred to in this report as Hospitality Proxy 
Brand 1, 2, 3 & 4 and Food & Drink Proxy Brand 1, 2, 3 & 4. 
 

 4. Which brands do you benchmark your brand against (within 
    Cumbria and outside of the region)? 
 
5 What are your perceptions of the potential impact of: 
 
- an announcement that a GDF could potentially be sited 
  in Cumbria? 
 
- the actual siting of a GDF in Cumbria? 
 
6 What impact did incidents like the Foot and Mouth outbreak, 
   Chernobyl, the Cumbrian Floods and the Icelandic Volcano 
   have on your business? 
 
A full summary of the responses to these questions is featured in 
Appendix A of this report.  
 
Top Line Conclusions 
 
Question 1 conclusions: 
 
• A majority of the brands leverage the Lake District rather than 
   Cumbria because: 
 
- The Lake District commands a premium 
- The tourism market is centred around the Lake District 
- People don’t know where Cumbria is. 
 
• A minority of the brands leverage Cumbria in their branding,  
  believing it carries more weight. 
 
 
 

 PRODUCT PORTFOLIO  
Hospitality Brand 1 6 hotels (with leisure + spa facilities)  
Hospitality Brand 2 Hotel, timeshare + self-catering  
Hospitality Brand 3 6 hotels (with leisure + spa facilities)  
Hospitality Brand 4 Hotels + self-catering  
Hospitality Brand 5 Self-catering  
Food & Drink Brand 1 Biscuits  
Food & Drink Brand 2 Dairy produce  
Food & Drink Brand 3 Confectionery  
Food & Drink Brand 4 Dairy produce  
   
While the main objective of the interview was to identify if the brand did 
derive a premium from its association with Cumbria, a number of other 
topics were covered: 
 
1 How do you leverage the Cumbria/Lake District in your brand  
   proposition and marketing/communications? 
 
2 How do you define Cumbria/Lake District (i.e. the associations you 
   are exploiting)? 
 
3 Do you derive a premium from your brand’s association with the  
   region and do you value this premium (e.g. increased price,  
   increased room rate, etc.)? 
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6. Proxy Brand Exercise (cont’d`)   

   
• The majority of brands actively use Cumbria/Lake District in their  
   search engine optimisation (SEO). 
 
Question 2 conclusions: 
 
• Most brands leverage existing associations/perceptions instead  
  of promoting Cumbria/Lake District.  
 
• The associations the brands are exploiting are: 

 

 • Most food manufacturers carry a strong provenance message 
   based on both production! (the products are made in Cumbria) 
   and ingredients (locally sourced). 
 
Question 4 conclusions: 
 
• A majority of the brands have regional brands they benchmark 
  themselves against and a number have non regional brands 
  (see Appendix for full details) and theses benchmark brand have 
  informed the Proxy Brand evaluation process.. 
 
Question 5 conclusions: 
 
• Feedback from this question has been incorporated into the  
  Stakeholder Interview conclusions (see pages 28-30). 
 
Question 6 conclusions: 
 
• Most businesses were too young to have been impacted by 
  Chernobyl. 
 
• The Foot & Mouth (F&M) outbreak had a significant impact -  
   both on businesses and the community. 
 
• The F&M story was exacerbated by the media (e.g. Trevor 
   MacDonald on national TV). 
 
• The floods were very localised - but the media liked to make 
   a bigger story of them and imply they affected all of Cumbria. 
 
 

Tourism/Hospitality 
 
Lakes 
Mountains and hills 
Natural environment 
Greenness and sustainability 
“The best dressed walkers and 
hikers” 
Big natural wilderness 
Beautiful landscapes 
Great escape 
Getting outdoors 
Getting refreshed 
Beatrix Potter 
Chocolate box atmosphere 
Walking 
Sheep 
Adventure and activities 
History 
Clean, fresh air 

Food & Drink 
 
Idyllic beautiful setting 
Quaint and old-fashioned 
Lakes and mountains 
History 
Poets and writers 
Coastal ports 
Fresh air 
Strong farming heritage 
Green, lush pastures 
Beatrix Potter 
Clean 
Outdoors 
Day trips 
Sightseeing 
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6. Proxy Brand Exercise (cont’d)   

   
Cumbrian Brand Premium (Hospitality Sector) 
 
Responses from the four Hospitality Proxy Brands identified that two out of 
the four Cumbrian brands believed they achieved a premium as a result of 
their association with the region.  
 

Question 6 conclusions (cont’d): 
 
• The Icelandic volcano had a positive effect on bookings, as many 
   benefited from an increase in trade, as vacationers chose key 
   UK destinations (like the Lake District and Scotland) as an 
   alternative to travelling abroad.  
 

 
 

 PRICE PREMIUM OCCUPANCY UPLIFT 
Hospitality Proxy Brand 1 
 

Proxy Brand estimates it achieves a £10 - £15  
premium on room rates. 

 

Estimates the brand’s occupancy rate is 10% higher than 
other provinces. Believes the brand 

 gets closer to London levels of occupancy.  
Hospitality Proxy Brand 2 
 

“The answer varies by location and property type but  
as a guideline, and in comparison with reported benchmarks 

for UK Provincial hotels of a similar grade and quality, we 
believe the brand achieves a 20-30% higher room rate.” 

Occupancy rates are slightly higher than the UK benchmark.  

Hospitality Proxy Brand 3 
 

“I suspect we don’t command a higher rate because of our 
location. We price our rooms just below the posh hotels in 

the Central Lakes.” 
 
 

Believe they get lower occupancy rates because  
of their location.  “We have less than 100,000 people within 

an hours drive and for most people the Lake District is 
Windermere, Ambleside and Grasmere and they just don’t go 

through the pass.” 
Hospitality Proxy Brand 4 
 

Don’t achieve a price premium as all of the sites’ prices are 
set at the sample level, irrespective of geography. 

Believes site attracts 10-20% more visitors because of its 
location in the Lake District. Proxy Brand’s own research 
shows that many visitors from the south coast are specifically 
travelling to the region rather than go to a nearer site. 
 
This is partly down to the site’s: 
- Lake District location 
- Convenient position for families meeting up for a holiday 
- Specific attractions like its Red Squirrel population. 

 
Table A: Hospitality Sector Proxy Brand Interview Responses 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6. Proxy Brand Exercise (cont’d)   

   
Following the feedback from the interviews each of the Proxy Brands was 
then benchmarked against two other regional brands, to provide another 
perspective on a potential room rate premium.  
 
In each case benchmark brands were sourced which had a similar profile 
to the Proxy Brand. For example: Proxy Brand 4 is a regional hotel based 
on the West Cumbrian coast so benchmarking hotels were sourced 
which were similarly coastal based. A criteria was then set for room type 
(i.e. double room) and stay date (i.e. 4th & 5th August 2012 booking) and 
each hotel was contacted to ascertain its room rate. This rate was then 
 

 compared against the Cumbria Proxy Brand rate. 
 
Hospitality Benchmarking Conclusion 
 
In all cases except one (Wood Hall Hotel & Spa, Wetherby) the Cumbrian 
brands achieved a higher room rate. The highest percentage increase is 
+137% (Proxy Brand 4 in comparison to Hotel Victoria, Great Yarmouth) 
and the lowest percentage increase is +1.5% (Hotel Vidella, Blackpool).  

 CUMBRIA BRAND RATE BENCHMARKING BRAND 1 
RATE 

+/-% BENCHMARKING BRAND 2 
RATE 

+/-% AVE/ 
+/-% 

Hospitality Proxy Brand 1 
5 Star/Leisure Facilities & Spa 

£628.00 
2 adults/double room 
Dinner bed & breakfast 

Lake view double 

£420.00 
Oulton Hall, Leeds 

Yorkshire 
Hotel & Spa 

+50% £560.00 
Seaham Hall Hotel 

Seaham Co Durham 

+11.75% +30.87% 

Hospitality Proxy Brand 2 
4 Star/Leisure Club, Spa & 
Watersports 

£502.00 
2 adults/double room 
Dinner bed & breakfast 

Lake view double 

£420.00 
The Crown Hotel & Spa 

Scarborough 

+19% £420.00 
Hintlesham Hall 

Suffolk 
 

+19% +19% 

Hospitality Proxy Brand 3 
3 Star 

£260.00 
2 adults/double room 
Dinner bed & breakfast 

Standard double 

£257.00 
Hotel; Vidella, Blackpool 

+1.5% £110.00 
Hotel Victoria 

Great Yarmouth 

+137% +69.25% 

Hospitality Proxy Brand 4 
 

Not included in exercise as no other UK comparitors 

Hospitality Proxy Brand 5* 
4 Star/Leisure Facilities & Spa 

£420.00 
2 adults/double room 
Dinner bed & breakfast 
Waterside double room 

£408.00 
Rookery Hall 
Hotel & Spa 

Cheshire 

+3% £475.00 
Wood Hall  

Hotel & Spa 
Wetherby, Yorkshire 

-13%  

 
Table B: Hospitality Sector Benchmarking Results 
 
* NOTE: Hospitality Proxy Brand 5 accepted the invitation to participate but it subsequently proved difficult to arrange a suitable interview date. However, while 
waiting to arrange interview we used the Proxy Brand as a comparator.  
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6. Proxy Brand Exercise (cont’d)   

   
A similar telephone interview and benchmarking exercise was undertaken 
for four Proxy Brand in the Food & Drink sector. 
 
Interestingly, the interviews revealed that no premium is being realised, 
although it is acknowledged that one does exist and could be charged. 
 
 

 the Proxy Brands choose not to levy a price premium for customer lifetime 
value/retention reasons - even though both acknowledged they could 
charge one. 
 

 PRICE PREMIUM 
 

Food & Drink Proxy Brand 1 
(Biscuit) 
 

No price premium is applied as the Proxy Brand is more interested 
 in the life-time value of a customer. However, if it did apply a  

premium it estimates it would be worth 10% (equivalent to 0.295p  
on a £2.95 box of six biscuits).. 

 
Food & Drink Proxy Brand 2 
(Dairy Produce) 
 

Charges a 20% price premium on top-end, specialist products. 

Food & Drink Proxy Brand 3 
(Confectionery) 
 

Believes its premium is only a perceived premium (i.e. consumers believe the product is 
better/of a higher quality because of its provenance) Cannot quantify 

 a premium in percentage terms. 
 

Food & Drink Proxy Brand 4 
(Ice Cream) 

No price premium is levied but the Proxy Brand believes it could  
charge a 1-2% premium of it chose to (equivalent to 0.09p on a 

 £4.59 one litre pack).. 
 

 
Table C: Food & Drink Proxy Brand Interview Responses 
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6. Proxy Brand Exercise (cont’d)   

   
Just as with the Hospitality sector four benchmark brands were selected 
in the Food & Drink sector. Benchmark brands were selected which 
produced a similar product to the Proxy Brand and in a similar weight or 
size of pack. 
 
In the case of the second Dairy Produce Proxy Brand two benchmark 
brands were selected from Waitrose’s on-line store and compared in 
price to the Proxy Brand’s price on the retailer’s on-line store. 

 

 The benchmarking exercise shows: 
 
• Cumbrian brands are achieving a premium - in some cases quite 
  a significant premium. 
 
• In many cases the premium Cumbrian brands are achieving is 
   higher than the premium the Proxy Brands estimate.. 
 

 
 CUMBRIA BRAND RATE BENCHMARKING  

BRAND 1 RATE 
+/-% BENCHMARKING  

BRAND 2 RATE 
+/-% AVE/ 

+/-% 
Food & Drink Proxy Brand 1 
(Biscuits) 
 
 

£2.95 
Pack of Six Biscuits 

£2.65 
200g Walkers Scottish 

Shortbread 

+11.5% £1.99 
200g Cornish 

Gingerbread Biscuits 

+48% +29.75% 

Food & Drink Proxy Brand 2 
(Dairy Produce) 
 

£2.50 
220g Extra Mature Cheese 

Truckle 

£3.95 
200g Snowdonia Cheese 

Company Truckle 
 

-58% 
 

£2.99 
220g Mull of Kintyre Extra 

Mature Truckle 

-19.5% - 38.75% 

Food & Drink Proxy Brand 3 
(Confectionery) 
 

£12.50 
Four Variety Collection 
Not less than 400g 

 

£9.50 
Four Variety Selection 
The Fudge Factory 

+31.5% £10.96  
Six Variety Collection (450g) 

Cornwall Fudge 

+13.8% +22.65% 

Food & Drink Proxy Brand 4 
(Dairy Produce) 

£4.59 
One Litre Chocolate Ice Cream 

(Waitrose) 
 

£3.99 
One Litre Kelly’s Cornish Ice 

Cream 
(Waitrose) 

+16.5% £4.40 
Winstones Cotswold Chocolate 

Ice Cream 
(Waitrose) 

+4.4% +10.45% 

 
Table D: Food & Drink Sector Benchmarking Results 
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6. Proxy Brand Exercise (cont’d)   

   
Proxy Brand Exercise Conclusions 

 
• In both the Hospitality and Food & Drink sectors there is evidence 
  of a Cumbrian brand premium. Although the sample size is small  
  this evidence suggests that if the premium is lost - due to negative 
  perceptions of the Cumbrian brand - brand owners may see a loss 
  in revenues and profits. In a worst case scenario brand owners 
  may not only see a loss of their premium but a negative equity  
  situation, where they have to sell their products below the ‘market  
  average’. 
 
• The ‘Cumbrian effect’ is also evident in factors like sustained  
   all-year round business. For example: one Proxy Brand stays 
   open every day of the year, except for four. The strength of  
   Cumbria as a tourist destination brand clearly has a positive effect  
   on some of the Proxy Brand’s ability to sustain all-year round 
   sales. If Cumbria loses its status - and visitor numbers decline -  
   this aspect of the Proxy Brand’s ‘health’ may also be lost. 
 
• All eight Proxy Brands interviewed have e-commerce sites, providing 
  customers who’ve tried their products in the region and those who have 
  come across them ‘remotely’ with the opportunity to buy them on-line.  
  This revenue stream is also at risk should the Cumbrian brand become 
  tainted with perceptions of contamination andassociated health risks. 
 
• The Cumbrian brand premium has been hard earned and if it’s 
   lost it would potentially cost a considerable amount to restore. 
   It’s a fundamental principle of marketing that it costs five times 
   more to recruit a customer than to retain an existing one.  
 

    
 
 
   If Cumbrian brands lose customers because of negative 
   perceptions of the Cumbrian brand they potentially face higher 
   marketing/brand communication costs to recruit new customers 
   to replace the lost ones 
 
• Feedback from the Proxy Brand interviews and analysis of local  
  economic reports reveals that if the Cumbrian brand premium 
  is eroded it could potentially have an impact on: 
 
   - Business revenues - as sales declines. 
 
   - Business profits - as margins decline. 
 
   - Employment levels - as a drop in business revenues and profits  
     affects a business’s ability to fund its workforce’s wages. 
 
   - Local supply chains - as a drop in revenue affects production 
     levels and see a reduction in local ingredients sourcing. 
 
   - Investment - as poor business performance impacts on a  
     brand’s ability to attract investment.  
 
   - ‘Community health’ - as sales decline and businesses suffer  
      so do local communities who rely on them for employment  
      and business. 
 
An illustration of the relationship of Cumbrian brands to the local supply 
chain and community is show overleaf, 
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6. Proxy Brand Exercise (cont’d)   

   

   

In 2010 the tourism industry was worth over £2 billion to Cumbria. 
However, of this total figure only £300.9 million derives directly from  
 
 

 accommodation. The balance derives from other sources - all tied to local 
communities and supply chains. 

Sector 
 

2010 (£m) % 

Accommodation 
 

300.9 14.4% 

Food and drink 
 

417.5 20.0% 

Recreation 
 

145.8 7.0% 

Shopping 
 

208.2 9.9% 

Transport 
 

258.4 12.3% 

Indirect expenditure 
 

528.9 25.2% 

VAT 
 

232.9 11.1% 

Total 2092.5 100% 
 

 
Table E: Cumbria Tourism - Tourism Volume and Value 2010 Summary 
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7. Stakeholder Interviews   

   
Background 
 
Following the GVA research that precipitated this project and the brand 
definition and proxy brand activity, we investigated the insights and 
perceptions of a number of stakeholders (see Appendix B) who have an 
interest in the continued economic success of Cumbria. The interviews 
were undertaken under Chatham House rules (guaranteeing the 
individuals anonymity) between November 2011 and January 2012. A 
total of 25 interviews were conducted across the following sectors: 
 
• Cumbria based accommodation owners/managers 
 
• National branded accommodation providers that have a presence 
   in Cumbria  
 
• Food and drink companies based in Cumbria 
 
• Specialist manufacturing firms based in Cumbria 
 
• Inward investment advisors/experts/organisations 
 
• Green technology/infrastructure investment funds 
 
The interviews were approximately 20 minutes in length and covered the 
respondents’ perceptions on: 
 
• UK inward investment trends and predictions 
 
• Factors that affect inward investment decision making 

 • Perceptions of Cumbria as an inward investment location  
 
• Effects of the nuclear industry broadly 
 
• Specific knowledge and effects of the GDF and its associated 
   siting process.  
 
Objective 
 
The overall objective was to investigate insights about the economic 
success of Cumbria from stakeholders from in and out of county.  
This was seen as a key aspect of the project as it had been shown  
that a Cumbria ‘brand’ (defined as a shared set of values) was attracting 
investment and economic activity to the county. Further investigation 
would therefore show what economic factors were focused on and what 
the associated risks were. 
 
Outcomes 
 
We have arranged the outcomes over the following areas with a series of 
supporting statements. It should be noted that the level of knowledge of 
the GDF siting process outside the county was minimal and, in fact, for 
the international audiences the knowledge of the nuclear industry in 
Cumbria was low.  
 
As expected the Lake District had strong resonance with all audiences as 
an attractor of economic activity and, more generally, as a positive 
attribute from a business perspective. 
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7. Stakeholder Interviews (cont’d)   

   
Investment Priorities  
 
• Skilled labour and the potential for grants were seen as a greater 
   business imperative. 
 
• Availability of commercial property at realistic rents was also mentioned. 
 
• Those who knew least felt that the effect that the nuclear industry as  
   a whole had would be the same as the repository. 
 
Business Expertise 
 
• Outside of the draw of the tourist industry some respondents talked 
  about the light manufacturing. 
 
• Those who knew about ‘Britain’s energy coast’ talked about it at length 
   and were convinced of the future prosperity of the county.  
 
• Those outside the county did not have a strong view about Cumbria’s 
   business strengths but felt they would be broadly in-line with regional  
   UK. 
 
Nuclear Legacy 
  
• A majority of respondents knew about the existing nuclear industry and 
  some felt that the repository siting process would only have a marginal  
  effect. 
 
• Non-UK nationals knew much less about Cumbria as a place for 
  business - though they were aware of the UK’s expertise in nuclear  
  energy. 
 
 

 • Many felt that nuclear expertise was a major plus and a strong point of  
  difference for the county  
 
Construction Period 
  
• For the tourist focused businesses and those who took a “destination 
  management” view of the county the disruption during surveys and 
   construction was seen as major issue. 
 
• All the businesses in Cumbria admitted to an element of  ‘nimbyism’ -  
   if the repository was near them they would have a major issue with it. 
 
• If traffic levels increased dramatically that would be a further 
   issue - congestion is a problem in the summer. 
 
Visual Blight  
 
• All respondents wanted to have a clear idea what the repository would 
  look like - tourist businesses had obvious concerns. 
 
• Non-tourist businesses were worried about any change to the quality 
  of life their employees enjoyed - it was the key driver for staff re-location. 
 
• House prices were mentioned as being affected by one respondent. 
 
Lake District National Park  
 
• The GDF must be kept away from the National Park. 
 
• The National Park was a draw for business – even for those not involved  
  in tourism it had positive connotations. 
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7. Stakeholder Interviews (cont’d)   

   
Lake District National Park (cont’d) 
 
• Those who knew Cumbria best said that the National Park and nuclear 
   industry had been in close proximity for 50 years.  
 
Quality of Life  
 
• Quality of life attracts talent and is something that some respondents 
  benefited from personally 
 
• UK regions use quality of life to attract business - Cumbria was seen 
   as more attractive than most. 
 
• Anything that negatively effected quality of life was seen as a major issue 
  - whether the repository would have that effect was not known. 
 
Uncertainty 
 
• Lack of knowledge about nuclear depositories and the uncertainty about 
  location are issues. 
 
• The siting process is less of an issue as businesses tend to look on 
   shorter term basis. 
 
• Long time scales created greater uncertainty, which could not be  
  helpful. 
 
• Media are able to use the uncertainty to create a “story”..  
 

 Summary 
 
Opinions are not fully formed across this very broad audience. Those in 
the county have a knowledge of the GDF but are not sure in themselves 
as to whether it’s a positive or negative for the county. However, there is a 
strong view that it must not be sited in the National Park.  
 
Outside of the county, people do not know about the GDF and are 
unable to deliver a complete perception. This is the critical issue from a 
communication perspective that must be managed. There is no evidence 
that the investor and business community are anti a GDF. However, the 
levels of knowledge are so low that there is considerable opportunity for 
confusion. The length of the process and the uncertainty surrounding the 
location of the GDF (if it is constructed) will only add to the problem. 
 
Those who have been in the country for a reasonable length of time are 
very aware of the effect that short-term poorly researched media reports 
had on the economic effectiveness of the county. They are also very 
aware that quality of life is central to the economic positioning of the 
county. As a consequence there is an element of unease at the current, 
‘calm before the storm’ that a positive decision could precipitate. 
 
While it is not clear that a Cumbria ‘brand’ has resonance with this 
audience it was noticeable that they consistently attributed similar values 
to the country and associated the county with similar things. While an 
explicit brand does not exist audiences are drawing very similar 
conclusions. 
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8. International Case Studies   

 
Background 
 
In order to deliver the most robust recommendations we undertook an 
international benchmarking exercise. The international case studies were 
chosen because they fitted one or more of the following:: 
 
A. Had gone through a GDF siting process 
 
B. Operated at the intersection of tourism and heavy industry 
 
C. Included an element of development in the nuclear industry 
 
D. Could be said to suffer from technological blight 
 
E. Demonstrated failures in communication strategy. 
 
  

 Objective 
 
• This section was done through desk research on the chosen case 
  studies, with the aim of investigating national and international locations 
  that have gone through similar processes to the GDF siting process  
  and take key learnings.  
 
Methodology 
 
• Choose 12 locations that have: 
 
  - agreed to site a GDF 
-   have dealt with the issues of a major infrastructure project near a tourist 
    destination 
  - have undergone reputational issues following poor communication 
  - where radioactive contamination has been found. 
 
• Through desk research uncover the background to the projects, the 
   issues present the strategies employed and the outcomes 
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8. International Case Studies   

   
Seven UK case studies were reviewed: 

 
  

   

 

  

 

    

   Hinkley Point 
England 

 

 Sizewell B 
England 

Ince Park 
England 

    

 

 

 

 

 

 

 
 

Ark Hill 
Scotland 

  
Conwy Valey 

Wales 

  
Eurotunnel 

England/France 

  
Dalgety Bay 

Scoland 
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8. International Case Studies (cont’d)   

   
Five international case studies were reviewed: 
 

  

   

 

 

 

 

 

   

   Osthammar 
Sweden 

 Oilkiluoto 
Finalnd 

 

 ANDRA 
France 

   

      

 

 

 

      

       
Queensland 

Australia 

  
Coromandel Peninsula, 

New Zealand 
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8. International Case Studies (cont’d)   

   
Destination 
 

Background Physical characteristics Level of acceptance and issues Actions Key Insights for Cumbria 

Hinkley Point, 
Somerset, UK 

• Two existing nuclear power 
stations on the north coast of 
Somerset - the government 
announced its support for a third 
nuclear power station on the site  
• EDF submitted an application for 
development consent to build a 
1,600 MW power station in 2011 

• Headland on the Bristol Channel 
coast of Somerset 
• Close to the mouth of the River 
Parrett 
• Nearby Bridgewater Bay is a Site 
of Special Scientific Interest and 
attracts birdwatchers and fossil 
hunters – a wetland of international 
importance 

• Local council has opposed the 
plans claiming that the development 
will “exacerbate social inequality” and 
affect “socio-demographic 
dynamics” 
• ‘Stop Hinkley’ campaign has 
launched a vocal opposition and 
legal challenge to the plans 
• The Lord Lieutenant of the County 
has insisted that all land she has 
sold to EDF is fully repaired if the 
project is halted 

• EDF pledged to spend £100 
million on projects to benefit the 
surrounding communities, 
including building new roads and 
donating a workers’ 
accommodation block to a 
college 
• EDF has attempted to reach out 
to local groups and organisations 
via representative 'forums‘, public 
information events, etc. 

• Tourism and food and drink 
industry has been unaffected by 
the long-term presence of nuclear 
in the area 
• Opposition is well organised with 
a simple and compelling message 
- and a legacy of success 
• EDF is willing to put substantial 
levels of budget into 
communication to the community 
and compensation 

Osthammar, 
Sweden 
 

• Osthammar was confirmed as the 
host of a final nuclear waste 
repository in June 2009, due to 
store Sweden’s nuclear waste for 
the next 100,000 years 
• Located near the Forsmark 
nuclear facility, it is geologically 
suitable for storing spent nuclear fuel 
1 in 5 are employed at Forsmark - 
there is strong understanding of the 
industry 

• A municipality located in the 
archipelago of Baltic Sea 
• Town population of 22,000 but 
grows in the summer through 
tourism 
Located 150 km north of Stockholm 

• In the run-up to the decision there 
was a steady growth in public 
support for the repository 
• However, international media 
coverage since has suggested that 
this support was achieved without 
the full facts 

• Extensive public outreach and 
awareness raising programmes 
began in the 1990s 
• A tailored information campaign 
was also targeted at local high 
school students 
 Independent organization formed 
to review the process with the 
community´s best interest in mind 

• Pre-existence and acceptance of 
nuclear and the understanding that 
the waste must be managed has 
lessened opposition 
• The element of “competition” in 
the siting process gave a sense of 
privilege to Osthammar 
Media reports have suggested that 
communication with the public was 
not totally robust –until the 
repository is open and operational, 
opinions can change 

Olkiluoto, Finland • Finnish Nuclear Energy Act 
amended in 1994 to specify that all 
nuclear waste produced in Finland 
must be disposed of in Finland  
• Olkiluoto was selected in 2000 as 
the site for a long-term underground 
storage facility 
Small town of 5,000 that already 
houses two of Finland’s four nuclear 
power stations 

• Located in Eurajoki , a municipality 
in the province of Western Finland 
• Located on the west coast of 
Southern Finland 
Eurajoki covers an area of 643.78 
km2 of which 298.39 km2 is water 

• At each stage of the process the 
local community was offered a veto 
• This was never used due to 
strong initial support from the local 
residents –broadly accepting of the 
nuclear industry with it s high levels 
of local employment 
Survey responses show that the 
Finnish people understand that the 
nuclear waste needs to be handled 
in Finland - responsibility 

• The public were  asked to 
participate in the Environmental 
Impact Assessment (EIA) early on. 
• Through methods of information, 
consultation and participation, the 
public’s views and opinions were 
considered and recorded. 

• Heavy presence of nuclear 
industry in Olkiluoto meant that the 
new development was seen as a 
logical move  
• Issues surrounding the third 
power station  (quality and cost) 
have taken the media attention 
away from the repository 
• Lack of any meaningful public 
negativity led to a relatively smooth 
process 
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8. International Case Studies (cont’d)   

   
Destination 
 

Background Physical characteristics Level of acceptance and issues Actions Key Insights for Cumbria 

Ince Park, 
Cheshi re, UK 

• A joint venture partnership 
between Covanta and Peel 
Environment  for an Energy from 
Waste facility and Environmental 
Technologies Complex – waste 
management and environmental 
technology facilities cluster  
The key development, a proposed 
biomass plant, will provide 
renewable electricity to 37,000 
homes and to supply heat to local 
industry 

• Located on the eastern edge of 
Ellesmere Port on the south bank of 
the Manchester Ship Canal 
• Approximately 9.5 miles to the 
east of Chester, 18 miles south of 
Liverpool and 33 miles west of 
Manchester 
• Cheshire has a high population 
density of 431 /km2 
• West Chester is known for its 
attractive countryside  

• Project initially received a very 
hostile reception from public in 
2006 
• Initially the project failed to gain 
planning consent however, this was 
granted in 2009 
• 2,000 letters to the local council 
and a PCT research assessment 
showing that stress and anxiety 
from the application was an issue 
for the local population 
• Concerns were also expressed 
around health and emissions from 
the proposed incinerator 

* Ince Park Community Forum was 
established – a website to 
communicate with local residents 
and to provide an effective means 
of discussion 
* The forum was required in gaining 
planning consent and all 
submissions are moderated to 
maintain a degree of control 
Following the failure to gain 
consent, the new application 
included plans for 188 acres of the 
site to be a nature reserve 

• Lack of independence damages 
credibility – the forum is run by the 
joint venture partners and is not a 
true engagement tool 
• Visual blight is a major issue – the 
height of the chimneys were cited 
as a principal issue, given the area 
is known for its beauty 
• Public are sceptical of attempts to 
use language to hide the truth – 
attempted to gain adoption for 
‘Energy for Waste Plant’ rather than 
incinerator – it has failed 

Sizewel l  B, 
Suf fo lk, UK 

• The site of a nuclear power 
station from the 1960s, the 
construction of Sizewell B in the 
1990s followed the longest public 
consultation in history 
• The construction of Sizewell B 
made it one of the largest 
engineering projects in Europe 
during the early 1990s 
• It has created almost 20,000 
jobs though the construction and 
operational phases 

• The Sizewell Nuclear site is 
located north of the fishing village of 
Sizewell on the coast of Suffolk in 
East Anglia 
•The site is 2 miles west of Leiston, 
a small town of 6,000 

• Initial opposition did not come 
from the local community who had 
lived with Sizewell A since the 
1960s 
• Despite widespread support, 
British Energy/ Nuclear Electric  
were keen to explore the impacts 
Research showed that some 
outcomes could not have been 
predicted (poor behavior of 
construction workers) and the 
impact on the local housing market 
was limited (workers living on site) 

• The Sizewell B Local Consultative 
Committee met on a quarterly basis 
and provided a vehicle for dialogue 
• Ameliorative measures were 
focused on mitigating socio-
economic effects such as training 
and skills packages for local 
employees, village hall 
refurbishment, and funding for new 
cinema and pool complex 

• Though local population was not 
against nuclear per se, issues 
arose around damage to local 
environment, social discord with 
workers and safety and job 
replacement post-construction  - 
need to manage these issues 
• Construction of large projects has 
potential to be more damaging than 
the operating of the plant 

Ark Hill, 
Scotland 

 • A proposal was made in 2000 
for a 12 turbine wind farm at Ark Hill 
in the Sidlaws Hills, Scotland 
• The submission was made by 
Renewable Energy Systems Ltd  
(RES) to Angus Council 

• Mountainous and sparsely 
populated land  
• Proximity to several sites of 
historical importance: the Eassie 
Stone, Glamis Castle, (a Category 
A listed building and Queen 
Mother’s childhood home), and the 
Wester Denoon, an Early Middle 
Ages settlement 

• The proposal was met with 
opposition from locals and 
conservation groups over fears that 
it would deter tourists and 
negatively impact local wildlife 
• Opposition groups cited the fact 
that 92% of visitors to Scotland 
claim that scenery to be an 
“important” factor in their decision to 
visit - though Scottish Natural 
Heritage did not object 

• Following initial opposition, RES 
withdrew the application to re-
design the proposals – the number 
of turbines dropped from 12 to 8 
and the visual impact was 
dramatically reduced - approved in 
2006 
• RES proposed establishing a 
community fund of £10,000 to 
enable projects of local benefit 

• The dynamic between visitors 
and the proposals need to 
communicated clearly –the belief 
that people who come to Scotland 
for its scenery would be put off by a 
wind farm may be over simplistic 
• Communication of the regional 
benefits of the project and its 
discrete location mollified local 
opposition 
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8. International Case Studies (cont’d)   

   
Destination 
 

Background Physical characteristics Level of acceptance and issues Actions Key Insights for Cumbria 

Conwy Vallet, 
Wales 

• A proposal was made in 2000 for 
a three turbine wind farm to be built 
in Moel Maelogan in the Conwy 
Valley 
• The scheme for a small scale, 
local wind farm was proposed by 3 
local farmers to boost their incomes 

• Moel Maelogan is within view of 
the Snowdonia National Park, a 
Special Area of Conservation, 
attracting over 6 million visitors 
annually 
The physical environment is 
mountainous and sparsely 
populated 

• The proposal was initially 
welcomed by the local community 
• The proposal was met with 
opposition from Snowdonia 
Society, North Wales Tourism and 
The National Trust over fears that it 
would deter tourists and negatively 
impact local wildlife 

• The proposers of the farm, 
launched an information campaign 
communicating the way in which it 
would help the region  become 
more energy independent, the 
economic benefits it would bring 
and the lack of visibility of the farm 
from the most visited parts of 
Snowdonia 

• The reality of turbines being built 
so close to a National Park has a 
very negative perception - 
opposition from tourist groups 
• The communication of regional 
benefits won local support 
The direct link between the 
proposals and the local community 
benefiting gave the project a 
positive backdrop 

Coromandel 
Peninsu la, 
New Zealand 

• The Coromandel is considered 
an area of outstanding natural 
beauty  
• In 2009, the government 
identified the Coromandel as a key 
area under consideration for mining 
- as part of the Government's 
strategy for economic growth 
• There have been several 
geological surveys conducted in the 
area by Newmont Mining, which 
have raised concerns by residents 
and tourist groups 

• The Coromandel Peninsula lies in 
the North Island of New Zealand 
• Much of the peninsula is relatively 
isolated, and the interior and 
northern tip are both largely 
undeveloped and sparsely 
inhabited 
• Population is concentrated in 
small towns and communities along 
the south eastern and south 
western coasts 

• Strong local opposition 
• The district’s mayor has said that 
while she will fight any open cast 
mines, it will be a case of jobs vs. 
negative environmental impacts, as 
to whether any new operations to 
go ahead 
• A campaign group has been set 
up - Coromandel Watchdog of 
Hauraki 
• Both Auckland and Hamilton have 
active groups in support of the 
Watchdog and have organised 
protests against Newmont activity 

• There is no evidence that 
Newmont have been actively 
responding to concern amongst 
local communities 

• International perceptions have not 
been affected – the continuing 
strength of the NZ brand attracts 
overseas visitors 
• There is the potential for local 
perceptions to be affected by the 
government announcements that 
the area is under consideration for 
mining - even when this is not 
certain 
• Non-residents have a part to play 
- affluent city dwellers with second 
homes have been very supportive 
of opposition 

Queensland, 
Austra l ia 

• In the past 20 years the mining 
and the tourism industries have 
been the major successes of the 
QLD economy 
• While welcome economically, 
heavy industry has raised concerns 
about the potential impact on 
tourism 
• The intersection of tourism and 
mining is complex: tourism 
complains of skills shortage to 
mining, mining of increased cost to 
protect tourism 

• Queensland is bordered by the 
Coral Sea and Pacific Ocean to the 
east.  
• Queensland is home to a great 
many treasured natural sights, 
including tropical rainforests, 
beaches, wildlife and the Great 
Barrier Reef 
Home to six World Heritage-listed 
preservation areas 

• Bandanna Energy and Xstrata 
have applied for large scale mining 
licences in Queensland - in both 
cases there is considerable local 
scepticism as to their intentions with 
many believing they want to mine 
more extensively than they are 
publically stating 
• Number of groups against the 
mining on environmental grounds, 
e.g. Golden Triangle Action Group 

• Due to concerns that mining and 
heavy industry was damaging the 
Queensland brand a major 
communication exercise was 
kicked-off - launched in 2010 
“Where Australia Shines” aims to re-
focus national and international 
attention on the positive natural 
attributes 

• International perceptions have not 
been affected - the continuing 
strength of the NZ brand attracts 
overseas visitors 
• There is the potential for local 
perceptions to be affected by the 
government announcements that 
the area is under consideration for 
mining - even when this is not 
certain 
• Non-residents have a part to play 
- affluent city dwellers with second 
homes have been very supportive 
of opposition 
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8. International Case Studies (cont’d)   

   
Destination 
 

Background Physical characteristics Level of acceptance and issues Actions Key Insights for Cumbria 

ANDRA, 
France 

• ANDRA is currently investigating 
the Geological properties in a 
Underground Research Laboratory 
(URL) in Bure on the border of the 
Meuse and Haute Marne districts 
• The site was originally one of four 
sites chosen in 1994 to develop a 
URL to examine the suitability of the 
geology to host a high level nuclear 
waste repository 

• The Meuse and Haute Marne 
Department have a combined 
population of just under 400,000 
however, the population density is 
very low - 31/km2 – Cumbria is 
over double that 71/km2  
• Close proximity to the 
Champagne growing region (8km 
away) 

• The Comité Interprofessionnel du 
Vin de Champagne attempted to 
get a court order to stop plans to 
develop the testing facility 
• In October 2010 this was denied 
by a court - facility was deemed 
safe 
• The trade body did not attend the 
court hearing, commentators 
suggested that they were not 
committed to the process 
Possible that some of the most 
valuable luxury brands in the world 
were unwilling to be associated with 
the anti-nuclear movement 

• A public debate is due to take 
place in Meuse/ Haute Marne in 
2013 regarding the disposal facility. 
It will be organised and facilitated by 
the National Commission on Public 
Debate 
• A local information and oversight 
committee has been set up in 
Bure, responsible for obtaining 
research on management of 
radioactive waste from relevant 
experts and providing it in an 
accessible form to the public 

• Despite the potential damage that 
a negative perception of the 
repository could have on the 
Champagne region, the court case 
did not receive the full commitment 
of the industry 
• Concerns that a high profile court 
case and association with the anti-
nuclear lobby could damage the 
luxury brands more than the 
potential for perception issues in the 
future is instructive 

Dalgety Bay, 
Scot land 

• A series of radioactive objects 
have been found on the shoreline 
of Dalgety Bay since the 1990s – 
believed to be debris from WWII 
aircraft that had radium control dials 
• Most recent found in October 
2011 measured 10 
megabecquerels - potential danger 
of what is said to be highly 
radioactive material, amid concerns 
of the threat it poses to public 
health 

• A coastal town in Fife, east 
Scotland  
• Population of 10,030 - recent rise 
in population mirrors its rise in 
popularity as a coastal commuter 
town 

• Involvement of former PM Gordon 
Brown, Labour MP for Kirkcaldy 
and Cowdenbeath, who publicly 
called for 'urgent action' in a special 
debate in the House of Commons  
• SEPA asked for the MoD to pay 
for a clean-up of Dalgety Bay 
Media reports that residents’ 
concerns were most felt for the 
economy rather than public health, 
in terms of negative media 
coverage driving away tourists and 
forcing down house prices 

• In December 2011, the MoD 
announced that they would clean 
up the beach, agreeing to a 3 year 
programme to monitor and remove 
the waste, working together with 
SEPA 

• A quick response by the MoD to 
commit to clearing up the site will 
help to diffuse local concerns; 
however the effect on wider 
perception of the region remains to 
be seen over the coming months 
and years as the clean-up 
commences 

Eurotunnel,  
UK 

• The Channel Tunnel is the 
undersea rail tunnel linking the UK 
and France 
• As one of the largest construction 
projects of its time, the construction 
cost overran significantly from an 
expected £4.7bn to a final figure of 
£9.5bn 

• Tunnel links Folkestone, Kent, UK 
with Coquelles, Pas-de-Calais, near 
Calais in northern France beneath 
the English Channel at the Strait of 
Dover 

• The development of the Channel 
Tunnel initially provoked adverse 
public opinion relating to cost, 
quality, and safety 
• The lack of proactive 
communication at the outset also 
led to reputation issues such as the 
fact that Britain would no longer be 
an island and the threat of terrorism 

• Due to substantial delays and 
huge cost over runs, the 
construction project was hampered 
by very negative press coverage 
that Eurotunnel handled on a 
defensive and reactive basis 
• Little resource was put in to 
creating a positive approach to 
stress the benefits to the public 

• Proactive image management 
rather than reactive communication 
is less likely to make the public feel 
that they are being manipulated 
• Communication techniques and 
channels have increased in 
sophistication since - easier to 
communicate with stakeholders but 
harder to control 
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8. International Case Studies (cont’d)   

   
Summary 
 
The first and most important point to make is that none of the case 
studies offered the acute dichotomy of Cumbria. The levels of human 
activity in many locations was limited due to their remote location and in 
the cases were there was tourism activity in the vicinity it was still over 
greater distances than Cumbria. Overall we drew the following 
conclusions: 
 
Local v National v International Perceptions 
 
• Long-term presence of the nuclear industry limits issues with local  
  population. 
 
• However, it has an uncertain impact more widely. 
 
• Sentiment changes as projects progress, with international  
  perceptions changing more slowly (both positively and negatively)  
 
Brand Protection Activity Planning 
 
• Pre-emptive planning against brand issues is highly effective 
 
• Quick and decisive communication is crucial - scenario planning will  
  pre-determine effective responses. 
 
• Sophistication of communication channels brings projects closer to the 
  stakeholders but is harder to manage. 
 
 

 Communication Landscape 
 
• Uncertainty must be managed - a location under consideration is  
   a greater reputational issue than certainty. 
 
• Visual blight is always an issue from a tourist perspective - 
   the understanding of what is above ground is crucial. 
 
• Framing the debate is more effective – understand what is being 
  defended. 
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9. Brand Protection Strategy   

   
Background 
 
Bringing all the analysis and learning from the first four sections of our work 
together we are able to draw a series of conclusions that inform our 
strategy. It is clear that a Cumbria brand exists as a collection of shared 
values/associations that exist in audiences’ minds, regardless of what 
perspective they have on the brand. In simple terms there is a Cumbria 
brand (although it has not been formally articulated) and a number of 
related and interlinked brands, and it does require management and 
- to the extent that it has an economic value - protection.  
 
If a decision to proceed with the GDF is taken then the communication 
landscape changes instantly. This is critical for Cumbria, a location with a 
considerable number of positive associations, which are important in 
driving economic activity. 
 
It is also an inter-connected economy that, while reliant on the tourism 
and nuclear economies has other economic drivers that are supported by 
the positive aspects of both global expertise in a technology heavy 
industry and a world-famous area of exceptional beauty.  
 
It is this context that we have prepared these recommendations. 
 
Assumptions in Preparing This Strategy 
 
• The strategy Is not a communication campaign for the public 
   consultation process and is not designed to make the case for or  
   against siting a repository. 
 
• The strategy does not attempt to manage issues around the nuclear 
   industry as a whole but acknowledges that various audiences make  
   no distinction. 

 • It has been developed following the research elements of this project 
   and draws upon professional expertise and the findings of the project  
   to date. 
 
• Central to our recommendations is the evidence that the perceived 
   selling points of the Lake District and West Cumbria are very similar 
   and the challenges identified are all in Cumbria. 
 
• No one organisation can claim sole responsibility for custody of  
  the Cumbria brand - currently most organisations deliver a similar 
  message in a broadly co-ordinated manner. 
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9. Brand Protection Strategy (cont’d)   

   
Target Audiences 
 

  

 

 

 

 

 

 

 
Tourists  Business Community  Local Residents, Workers 

and Students 
 

 Opinion Formers/Government 

This group is multi-faceted, 
comprising UK tourists, 

international tourists, frequent 
visitors, day-trippers and 

prospective visitors. 
 

Some will have ingrained 
perceptions and others 

unformed views. All will be open 
to suggestion and influence. 

 

 This group includes producers, 
manufacturers and investors. 

 
Some will already be operating 

in the region (and wary of 
anything which will create an 

adverse business environment). 
Others may be considering it 

and may have a ‘philosophical’ 
disposition to a certain business 

environment (e.g. ‘green’/ 
alternative energy resources) 

  

 This group incorporates both 
existing residents, workers and 
students and prospective ones. 

 
In the case of residents and 

workers proximity to and 
engagement with the existing 

nuclear industry potentially 
makes them more disposed to 
the GDF but this is not a given.  

 This group is very broad and 
includes those disposed to a 

GDF and those against  
(e.g. some NGOs). 

One of the complexities of the Brand Protection strategy is the diversity of 
audience types and the need to tailor messages for each audience. 
Another complexity is that some audiences are based in the region and 
some outside. While a large component of any Brand Protection Strategy  

 will be aimed at important ‘external’ audiences (such as tourists), there is 
an equally important ‘internal’ audience looking for brand leadership and 
stewardship, so that the region’s economy, social infrastructure and quality 
of life are protected. 
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9. Brand Protection Strategy (cont’d)   

   
Our Recommended Strategy 
 
Our work has allowed us to define a Cumbria brand, demonstrate its 
value, seek the perceptions of business audiences and compare the 
situation to other locations that have gone through similar processes. 
In bringing all these elements together we recommend the following multi-
tiered strategy: 
 
• TIER 1: Ensuring Cumbria wide communication through a co-ordinated 
   action plan that ‘protects’ all aspects of Cumbria economic activity.  
 
• TIER 2: Creating a phased communication programme that appreciates 
   that there are a number of key milestones in a project of this nature. 
 
• TIER 3: Using a broad range of communication channels to get closer 
   to key audiences.  
 
TIER 1: Ensuring Cumbria-wide Communication  
 
Recommendation 
 
• Create and manage a Cumbria-wide brand organisation/partnership 
  that encompasses the promotion and protection of Cumbria as a  
  beacon for talent, trade and tourism. 
 
 
 
 

 Rationale 
 
• Issues surrounding siting the waste repository in Cumbria could have  
  an affect on all aspects of economic activity in the county. 
 
• There are a number of brands operating in Cumbria - but no 
   co-ordinated single voice to provide an umbrella for the alternative 
   brands. 
 
• A single brand provides an opportunity to organise communication 
  activity, while giving existing organisations the freedom to deliver.  
 
NOTE: We would at this point like to stress that by brand we don’t just 
mean a Cumbria logo. Key to the Cumbria brand is a positioning 
statement (which sometimes finds an expression as a strap-line - for 
example:. New Zealand 100% Pure), a set of ‘tangibles’ and ‘intangibles’ 
and a set of defining messages (i.e. brand communications) which 
ensure that the target audiences’ perceptions are managed and 
reinforced. 
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9. Brand Protection Strategy (cont’d)   

   

 
 
Table C: The Current Bodies Responsible for Promoting Different Aspects of the Cumbria Brand. 
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9. Brand Protection Strategy (cont’d)   

   
Role of the Co-ordination Body  
 
The Co-ordination Body will: 
 
• Formally articulate the brand and develop and own the Cumbria-wide 
  promotion messaging. 
 
• Provide leadership through the endorsement of politicians, the public 
  sector, promotional organisations and private sector. 
 
• Lead communication with the media on all reactive aspects of Cumbria 
 -wide communication. 
 
• Have a broader remit than just activity related to the GDF siting process. 
 
• Follow a similar model to the London & Partners and Destination 
  Edinburgh Marketing Alliance.. 

 
Implementation 
 
• Create an organisation that is responsible for the development of a 
  destination marketing brand and associated messages.. 
 
• Undertake preparatory scenario planning and message development 
  ahead of a decision being reached. 
 
• Identify and train spokespeople - define who is responsible for reactive 
  commentators for tourism, investment, innovation, etc. 
 
• Launch to relevant organisations and engage to explain the aims behind 
  the brand and its applications.. 
 
 

 • Use the overarching brand as a “home” for Cumbria-wide commun- 
  ication. 
 
• Design and create an education centre focussed on the GDF that  
  provided additional consumer information - initially a virtual entity that  
  can be a blueprint for a physical building on site.  
 
TIER 2: Creating a Phased Campaign 
 
Recommendation 
 
• A phased communication campaign that uses the timetable of the siting 
  process to anchor certain key milestones. 
 
Rationale 
 
• Budget needs to be used effectively over a long period of time that has 
  a series of different communication challenges. 
 
• By gradually ‘turning up the volume’ the communication strategy will  
  develop in-line with the project. 
 
• With a long time frame the phases make it more straightforward to 
  manage the different aspects of the strategy. 
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9. Brand Protection Strategy (cont’d)   

   
 

 
 
 
Diagram D: TIER 2: Creating a Phased Campaign (with indicative dates) 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9. Brand Protection Strategy (cont’d)   

   
TIER 2: Implementation 
 
• Develop specific communication campaigns that are focussed on the 
   key milestones. 
 
• Focus activity on the proactive promotion of Cumbria as an exceptional 
  tourist destination with notable business benefits - a holistic message of 
  a ‘green and clean’ Cumbria.. 
 
• Co-ordinate with existing promotion activity to ensure greatest value for 
  money and consistent message delivery to the target audiences.  
 
TIER 3: Using a Range of Communication Channels 
 
Recommendation 
 
• Use a full suite of communication tools to reach a broad and diverse  
  target audience. 
 
Rationale 
 
• The audiences we want to reach are many and varied - we want 
   to communicate the same message through a variety of channels. 
 
• Communication is only going to become more sophisticated in the  
  period of the project - an element of future proofing needs to take place. 
 
• Current MRWSP social media activity has not received widespread 
   uptake - we need to engage on a broader message.  
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9. Brand Protection Strategy (cont’d)   

   
 
 

 
 
Diagram F: Potential Brand Protection Communication Channels 
  

     

     

Destination marketing Advertising Social media 

Corporate communications Crisis management Consumer public relations 

• Cumbria brand strategy 
• Holistic marketing activity 
• Cumbria brand website 

• National print advertising 
• Online banner advertising 
• International advertising 

• Conversations on Cumbria 
• Facebook/twitter/LinkedIn 
• Web content 

• Inward investor 
targeting 

• Thought leadership 
• Reputation 

management 

• Scenario planning 
• Spokesperson training 
• Cascade strategy 

• National and international 
public relations 

• Press trips 
• Events strategy 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9. Brand Protection Strategy (cont’d)   

   
Initial Communication Activity in Detail 
 
As the potential Cumbrian Protection Strategy communication challenge 
could last decades it’s not possible at this point to go into detail about 
how a programme would be operating twenty years hence. It is even 
harder to recommend a budget, so we have presented our thoughts on 
the crucial first year of activity below.  
 
Throughout this section we have assumed that a positive decision to 
move forward with the siting process is taken, as it is then that a strategy 
is required. 
 
There are a series of activities that would need to take place behind the 
three strategic recommendations: 
 
TIER 1: Ensuring Cumbria-wide Communication 
 
The requirement to manage the reputation of Cumbria and its economic 
drivers needs to be co-ordinated. At the point a positive decision is made 
(and ahead of the decision if possible) the following needs to take place: 
 
A. Agreement of Cumbria messages and communication routes -  
   facilitated workshop to engage and energise stakeholders. 
 
B. Pooling of resources to deliver a communication effort that is 
   ‘greater than the sum of the parts’. 
 
C. Scenario planning that predicts communication issues and 
    defines proactive activity. 
 
D. Agreement on a spokesperson for the county - who can credibly 
    laim to speak across all economic areas. 

  
 
  E. Selective engagement with existing journalists who have been 
    writing about the GDF process. 
 
This group/partnership/organisation needs to act as a ‘home’ for Cumbria 
communication activity. It will take considerable effort to bring together the 
different organisations and there is a need for an independent consultancy 
to bring together the existing organisations, provide recommendations 
and act as a secretariat. 
 
Finally in this Tier of activity we recommend the creation of a virtual 
education centre, which allows consumer to learn more about the  
GDF, and to provide tools for business and consumers alike. Ultimately, 
we would see a virtual centre becoming a physical one with the creation 
of an on-site visitor centre (in the same vein as the Sellafield visitor centre), 
which can provide accurate and clear information to tourists, consumers 
and business people. 
 
Initial Message Analysis 
 
An initial analysis of the messages illustrates: 
 
• Their complexity and the need to create single issue responses, which 
   are easy to digest and understand and which avoid scientific jargon and 
   the technical framing of issues. 
 
   “…research confirms that the conventional methods used by the 
   nuclear industry and public regulatory agencies (such as the Health  
   and Safety Executive) to characterise public risk issues are too narrowly 
   focussed. The latters' predominantly technical framing of such issues, 
   as primarily matters for probabilistic risk calculation, neglects dimensions 
   which are of central importance in public risk concerns. Such dominant 



Sedley Place and The Communication Group 49 

 
 
 

9. Brand Protection Strategy (cont’d)   

   
   technical framings are probably contributing, inadvertantly, to the  
   perpetuation of alienation and mistrust, by, in effect, denying the 
   legitimacy of a wider and more complex public agenda.” 
 
   Centre for the Study of Environment Change, Lancaster University 
   Public Perceptions and the Nuclear Industry in West Cumbria 2007 
 
• The need to tailor specific messages to different audiences  
 
• To focus on messages which relate directly to protecting the Cumbria 
   brand (rather than the nuclear industry or the consultation process) 
 
Types of Messages 
 
1. Waste 
 
- Types 
- Source of waste 
    UK only/international 
    Legacy/new build 
    Domestic/military 
- Disposal options (Why a GDF?) 
- International perspective 
- Legacy 
 
2. Siting 
 
- Siting (Cumbria geology) 
- Siting process (Royal Geological Survey testing) 

 - Rock fractures 
- Nirex findings  
- Security 
- Visibility (e.g. size, landscape profile, etc.) 
- Operation 
- Inventory 
- Transportation of waste to site 
- Waste access and monitoring 
- Venting 
 
3. GDF Facility 
 
- Design & engineering 
- Construction (noise, dust and spoil) 
- Safety (transport safety, impact of a natural disaster, the scope for 
  human error and the potential impact on community safety caused by 
  an influx of people to the area during construction) 
 
4. Economic 
 
- Job creation (550 jobs direct jobs over 140 year) 
- Supply chain benefits 
- Over-reliance on nuclear industry  
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9. Brand Protection Strategy (cont’d)   

   
5. Social 
 
- Skills development 
- Infrastructure development 
- Housing effect 
- Community benefits: 
    Transport infrastructure, 
    Job creation and local industry development,  
    Investment is skills, training and targeted R&D 
    Housing schools and health facilities, 
    Lower or subsidised council tax 
    Community fund 
- Legacy (intra-generational)  
 
6. Business 
 
- Developing and exploiting Cumbria’s energy expertise 
- Investment (West Coast Economic Blueprint)  
- ‘Eggs in one basket’ 
 
7. Health 
 
- Potential risks 
 
8. Government 
 
- Regulation 
- Scrutiny 
 
9. The Science 
 
- Bodies involved 

  
 
- Integrity and robustness of the testing and analysis 
- Independent reviews 
 
10. Potential impact 
 
- Brand (Perceptions) 
- Business 
- Tourism 
- Environment 
 
TIER 2: Creating a Phased Communication Programme 
 
If a positive decision is reached then the first phase of the communication 
activity needs to take place. This activity will need to be initially very 
Intensive. There will be significant interest in the GDF and communication 
activity will need to reflect this. A recommended programme would have 
the following attributes: 
 
A. Clear and concise explanation of the GDF, the siting process and 
    the technology 
 
B. Proactive promotion of the Lake District and West Lakes as a key 
    tourist destination - building on the work of Cumbria Tourism 
 
C. Assemble a series of key case studies that showcase the breadth 
    of economic activity in the county - building on the work of Invest 
    in Cumbria and the Chamber of Commerce 
 
D. Consider above the line activity and creative social media activity. 
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9. Brand Protection Strategy (cont’d)   

   
TIER 3: Using a Broad Range of Communication Channels 
 
The media will be the key communication channel in this phase of activity 
and our recommendation would be for a media relations campaign (both 
reactive and proactive). 
 
Budget 
 
Based on the activity proposed for the Initial Communication Activity phase 
we believe a budget of between £100,000 and £300,000 should be 
considered for elements like: 
 
- Consultation with and outside of the county 
- Message development 
- Communication planning 
- Media planning 
- Scenario planning 
- Journalist engagement 
- Communications tool design and production (both on- and off-line 
- Project management. 
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A. Summary of Proxy Brand Interviews   
 
 1. HOSPITALTY BRANDS 

 
 PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 Product portfolio 
 

Hotel, timeshare and self-
catering 

Six hotels (with leisure + spa 
facilities) 

Hotels + self-catering Self-catering 

 Interview time and date 
 

10 01 12 @ 10:00am 17 01 12 @ 3:00pm 20 01 12 @ 4:00pm 11 01 12 @ 10:00am 

1 How do you leverage the Cumbria/ Lake District in 
your brand proposition and MarComs? 

Brand leverages its connection 
with the Lake District not 
Cumbria. 
 
Believes the Lake District and 
Cumbria are very distinct and 
would not leverage Cumbria. 
 
Believes people don’t know 
where Cumbria is (”People ask 
‘Where’s that?’”) and believes 
Cumbria is “a bit of an 
irrelevance”. 
 
Leverages the Lake District 
because it commands a 
premium. 
 
Don’t overly promote the Lake 
District but leverage PROXY 
BRAND’S association. 
 
Uses the Lake District in its 
search engine optimisation, 
where a lot of its marketing 
effort is focussed.  

Brand leverages the Lake 
District rather than Cumbria. 
 
“Most regular visitors 
understand the relationship 
between the two but most of 
our front end marketing 
focusses on the Lake District.” 
 
“For the most part the 
leisure/tourism market is 
centred on the Lake District.” 
 

Brand leverages the Lake 
District rather than Cumbria. 
 
“Cumbria is just not known. 
You get a blank look when 
you say it.” 
 
Actively promotes and 
pushes its association with 
the Lake District. 
 
Particularly proud of the fact 
that the coast is the only part 
of the Lake District in that 
area and is the only place in 
Cumbria which is part of a 
World Heritage Site. 
 
Also promotes the fact that 
their location is part  
of the Hadrianic frontier  
(the wall starting at 
Ravenglass). 
 
  

“We don’t leverage it on a 
significant scale. It’s mentioned 
in our literature and the Lake 
District is the main reason that 
most people choose our site.” 
 
“We do use our association 
with the Lake District in our 
search engine optimisation.” 

   



Sedley Place and The Communication Group 54 

   

A. Summary of Proxy Brand Interviews (cont’d)   

 
 1. HOSPITALITY SECTOR (CONT’D) 

 
 PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

2 How do you define Cumbria/Lake District (i.e. the 
associations you are exploiting)? 

- Lakes 
- Hills 
- Natural environment 
   (e.g. Nurture Lakeland and 
   Cumbria Wildlife Trust) 
- “The best-dressed walkers  
   and hikers…who fell walk 
   by osmosis rather than  
   participation.” 
  

- Big natural wilderness 
- Mountains and lakes 
- Beautiful landscape 
- Great escape (getting  
  away from it all) 
- Getting outdoors 
- Getting refreshed 
 
“For older people it’s peace, 
serenity and the landscape 
and for younger people 
activities, challenges and 
adrenalin.” 
 
For conference/event 
attendees the location is a 
definite plus point. Getting 
them to travel that bit further is 
a challenge so the fact that 
they are prepared to travel for 
30 minutes/an hour longer 
must be due to the location.” 
 
People do associate it with 
culture and heritage, 
particularly markets like the 
Japanese who come to Lake 
Windermere and the Lake 
District for Beatrix Potter. 
 
Regular visitors associate the 
region with food and drink. 

- Lakes and mountains 
- Beatrix Potter 
- Healthy outdoors 
- Chocolate box  
  atmosphere 
- Getting away from the 
  crowds 
- Nice warm feeling 
- Sheep 
- Walking 
- Adventure and activities 
- History (associated with 
  the region’s literature) 

- Rural 
- Lakes and mountains 
- Walking 
- Clean, fresh air 
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A. Summary of Proxy Brand Interviews (cont’d) 

  

 
 1. HOSPITALTY BRANDS (CONT’D) 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 
3 Do you derive a premium from your brand's 

association with the region and how do you value 
this premium (e.g. increased price, increased room 
rate, etc.)? 
 
 
 

“Absolutely” 
 
Estimate we achieve a £10 - 
£15 price premium and a 10% 
occupancy premium (over 
other provinces). Believes the 
brand gets closer to London 
levels of occupancy 
 
Use TRI Hospitality/Hots Stats 
to benchmark room rates and 
occupancy against other 
‘provincial’ hotels. 

The answer varies by location 
and property type but, as a 
guideline, and in comparison 
with reported benchmarks for 
UK Provincial hotels of a similar 
grade and quality: 
- Occupancy: slightly higher 
  than UK benchmark 
- Room Rates: 20-30%  
  higher 
- Trevpar (Total revenue per 
  available room) 25-50% 
  higher. 
 
The Trevpar is obviously driven 
by the fact that we have a high 
proportion of leisure travellers 
who will typically spend more 
on food, beverage, etc. and 
we also tend to attract lots of 
weddings and events due to 
our attractive locations. 

“I suspect we don’t 
command a higher rate 
because of our location. We 
price our rooms just below 
the posh hotels in the Central 
Lakes.” 
 
Brand believes it gets lower 
occupancy rates because of 
its location.  
 
“We have less than 100,000 
people within an hour’s drive 
and for most people the 
Lake District is Windermere, 
Ambleside and Grasmere 
and they just don’t go 
through the pass.” 

Don’t achieve a price premium 
as all of its sites’ prices are set 
at the same level, irrespective 
of geography. 
 
Believes its site attracts  
10-20% more visitors because 
of its location in the Lake 
District. Its own research 
shows that many visitors from 
the south coast are specifically 
travelling to the Lake District 
rather than go to a nearer site. 
 
This is partly down to its: 
- Lake District location 
- Convenient position for 
  families meeting up for a 
  holiday 
- Specific attractions like our 
  Red Squirrel population. 
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A. Summary of Proxy Brand Interviews (cont’d)   

 
 1. HOSPITALITY SECTOR (CONT’D) 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

4 Which brands do you benchmark your own against 
(both within Cumbria and outside of the region)? 
 

Within the Lake District it 
benchmarks the hotel against: 
 
- Low Wood in Windermere 
- Waterside in Grasmere 
- The North Lakes Hotel in 
   Penrith 
- The Waterhead Hotel in 
   Ambleside 
 
Outside of the Lake District it 
benchmarks the hotel against: 
 
- Cameron House on Loch 
  Lomond 
- Slaley Hall in Hexham. 
 
 

Benchmark individual hotels 
against other hotels rather than 
benchmark the group against 
other groups. 
 
For example: 
 
Benchmarks Hotel A against: 
- Old England at Bowater 
- Lakeside at Newby Bridge 
- Castle Green at Kendall  
  (particularly conference  
  facilities). 
 
And for conferencing/events 
against: 
- De Vere Hotels 
- Bigger hotels in Harrogate 
- Manchester conurbation 
  hotels. 
 
“Don’t tend to benchmark 
against hotel outside of the 
region as people tend to 
choose a region and then pick 
a hotel. Although the current 
environment is so deal driven 
(particularly in urban areas) that 
people are now looking at 
price first.” 
 

Brand is benchmarked 
against fellow Cumbria 
attractions, such as stately 
homes (e.g. Leavans Hall), 
steam attractions and 
aquariums. 
 
The hotel offer is 
benchmarked against 
Central Lakes hotels  
(4 and 3 Star Plus grades) 
but they don’t charge the 
same prices. 
 
(Hotel A) is specifically 
benchmarked against hotels 
like English Lakes Hotels, 
The Samling in Windermere 
and Trout Hotel in 
Cockermouth. 

Brand doesn’t really 
benchmark itself against others 
as it is “quite unique as a 
proposition”. 
 
Internationally it benchmarks 
itself against (Competitor 
Name) but nationally it believes 
it’s more upmarket than other 
multi-site operators. 
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A. Summary of Proxy Brand Interviews (cont’d)   

 
 1. HOSPITALITY SECTOR (CONT’D) 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

5 What are your perceptions of the potential impact of: 
 
- An announcement that a GDF could potentially 
  be sited in Cumbria? 
 
- The actual siting of a GDF in 
  Cumbria? 
 

If the GDF was in Cumbria it 
would have virtually no impact 
but if it was in the Lake District 
it would have quite a profound 
effect. 
 
“If it’s tagged Cumbria we 
wouldn’t be unduly concerned 
about it.” 
 
Believes the impact will be 
more about the perceived 
safety issues rather than the 
visual impact of the GDF. 
 
No customers had asked 
about the GDF and the 
interviewee’s colleagues did 
not know about the GDF 
either. 
 

“Don’t know. It’s very 
unpredictable and it will 
depend on how it’s 
announced and how the 
media react.” 
 
“My biggest bug bear is the 
way the media constantly 
picks up on the bad weather 
and turns it into a negative 
story. For example there was 
some flooding at (PLACE 
NAME) and at (HOTEL NAME) 
and a journalist made it into a 
story. I had six journalists, 
including the BBC, ring me up 
on one morning trying to make 
a story out of it.” 
 
“The location of the GDF is 
important partly because of 
geography and because the 
West Coast’s association with 
nuclear expertise, which 
should be exploited.  
If a site was in the heart of the 
Lake District it would be 
problematic.” 
 

“I would not like to see it 
classed in the Lake District 
but would be happy for it to 
be in Cumbria or West 
Cumbria,” 
 
“I think it will have a 
detrimental effect but I’m not 
one of those types saying 
don’t dig a hole in the Lake 
District.” 
 
“It will depend how it is 
handled and it will depend on 
what the feeling in the 
country is.” 
 
Believes one of the 
messages should be 
Cumbria is taking on the 
country’s nuclear waste 
mantle”…and that there 
should be a quid pro quo 
with money coming into the 
community. 
 
Very aware of current nuclear 
situation: “We have eight-ten 
double-decker buses of 
highly toxic waste already. 
It’s a fact that can’t be 
avoided.” 
 
 

Made aware of the GDF about 
a year ago in an Employer 
Group Forum. 
 
“Always a risk that it will be 
perceived negatively but there 
needs to be an element of 
trust that it will be done 
properly.” 
 
Believes that fear will be the 
major factor.  
 
Believes that the impact could 
be short-term. Cited the 
example of a wind turbine near 
interviewee’s home in 
Garstang. During the planning 
application process it 
generated considerable 
opposition and negative press 
coverage but now that it’s built 
“nobody care two hoots about 
it”. 
 
Believes that if the GDF was 
sited on the West Coast it 
would have significantly less 
impact. 
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A. Summary of Proxy Brand Interviews (cont’d) 
 
 1. HOSPITALITY SECTOR (CONT’D) 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

6 What impact did the Foot and Mouth outbreak, the 
Cumbrian floods and the Icelandic volcano have on 
your business? 
 

The Foot and Mouth outbreak 
had a “catastrophic” effect on 
the business because the hills 
were closed. 
 
The Cumbria floods did not 
affect the business, while the 
volcanic ash had a positive 
because no-one could fly and 
the Lake District and Scotland 
were people’s first choices 

“The floods definitely had an 
impact. We learnt a lot about 
media manipulation from the 
floods.” 
 
“We also learnt that people’s 
geography is appalling. People 
were asking whether they 
could still get into Cumbria 
because of the floods.” 
 
“Foot and Mouth was tough for 
hotels. The warnings 
everywhere just increased 
concerns and the flaming 
pyres were awful.” 
 

The shootings did affect the 
business, as (PROXY 
BRAND 3) was closed 
during its (NAME) because 
the police believed Derrick 
Bird was heading in its 
direction. 
 
Not really affected by the 
floods and the Foot & Mouth 
outbreak did not affect them 
seriously as the major trunk 
road was not affected. 
 
Did see the impact on the 
farming community as 
interviewee also works in this 
sector. 

The floods did not affect the 
park at all, apart from staff 
getting to work. In the case of 
incidents like the Foot and 
Mouth outbreak and the 
volcanic ash (PROXY BRAND 
4) tends to benefit from these.  
 
“We tend to get peak 
bookings, perhaps because 
we are perceived as a safe 
haven.” 
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A. Summary of Proxy Brand Interviews (cont’d) 
 
 2. FOOD & DRINK BRANDS 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 Sector 
 

Biscuits Dairy Produce Confectionery Ice Cream 

 Interview date and time 
 

26 01 12 @ 11.30am 20 01 12 @ 3:00pm 25 01 12 @ 11:45am 30 01 12 @ 2:30pm 

1 How do you leverage the Cumbria/Lake District in 
your brand proposition and MarComs? 

Actively promote Cumbria and 
the company’s association 
with the region. 
 
Refer to Cumbria and the Lake 
District Cumbria. More under-
standing now of the link 
because of the Cumbria 
Tourism branding. 
 
Brand has been associated 
with the area and the 
development of tourism since 
Victorian times. 
 
Don’t currently use Cumbria or 
the Lake District as part of its 
search engine optimisation. 
 
Their product has a secret 
ingredient, which is sourced 
from a local supplier and the 
company has a network of 
local producers, which are part 
of the brand story. 
 
 

“We leverage the product’s 
association with the region very 
overtly, especially given the 
Lake District is so well-known 
as a tourist destination.” 
 
Brand quality message is built 
upon origin/ provenance. 
 
Also leverage the fact that the 
product is the only product of 
its type manufactured n the 
Lake District. This is one of its 
primary points of difference. 
 
The company’s association 
with Lake District is exploited in 
its MarComs: 
 
The company leverages its 
Lake District associations in all 
SEO and all its marketing 
collateral (e.g. posters and 
website). This year 
it is going to extend its 
marketing to pop-up stores 
and sampling (“Taking the Lake 
District out of the Lake 
District”). 

Very overt association with 
the Lake District in all of its 
marketing. 
 
Product carries message 
“Handmade in the Lake 
District”. 
 
Lake District used as part of 
on-line SEO. 
 

“We don’t take the brand out 
of Cumbria so don’t leverage 
any associations at a 
distance.” 
 
“Our message is all about 
buying a locally produced 
product.” 
 
Company’s local message is 
based on Cumbria not the 
Lake District. 
 
The product proposition is 
based on: 
- Provenance 
- Locally sourced organic 
   milk 
- Locally sourced ingredients  
  where possible  
 
Use Cumbria in search engine 
optimisation. 
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A. Summary of Proxy Brand Interviews (cont’d) 
 
 2. FOOD & DRINK BRANDS (CONT’D) 

 
PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 
2 How do you define Cumbria/Lake District (i.e. the 

associations you are exploiting? 
- Idyllic, beautiful settings 
 
- Quaint, old-fashioned 
 
- Lakes and mountains 
 
- Fresh air, outdoors 
 
- History 
 
- Poets and writers  
  (e.g. Wordsworth and  
  Beatrix Potter) 
 
- History (e.g. Muncaster 
   Castle, steamboats) 
 
- Whitehaven and the  
  coastal ports and their 
  association with trade 
  from America and the  
  Caribbean and the pack 
  routes through the  
  passes. 
 

- Fresh air 
 
- Strong farming heritage 
 
- Green, lush grass pastures 
  (which benefit from the 
  region’s high rainfall) 
 
- Beatrix Potter (animals, 
  especially farm animals) 
 

- Clean 
- Fresh 
- Outdoors 
 
Company moving towards 
100% direct local sourcing 
(e.g. Water and butter). 
Company will then be 
leveraging associations  
with fresh local produce  
(e.g. local milk). 
 

- General leisure/day trip  
   activities (e.g. boating and 
   sightseeing). 

   



Sedley Place and The Communication Group 61 

 

A. Summary of Proxy Brand Interviews (cont’d) 
 
 2. FOOD & DRINK BRANDS (CONT’D) PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 
3 Do you derive a premium from your brand's 

association with the region and how you value this 
premium (e.g. increased price, increased room rate, 
etc.)? 
 

“We could do but we don’t 
because we prefer to develop 
a relationship with our 
customers rather than 
charging them rip-off prices.” 
 
If the company did charge a 
premium it believes this would 
be 10% on top of their current 
pricing. 

The company derives a 
perceived, rather than actual, 
premium. 
 
Pricing is determined by major 
retailers, with the category 
coming under pressure and a 
lot of pricing pressure from the 
grocery multiples. 
 
One of the products does 
benefit from an actual premium 
- estimated at 20% on the 
price of an individual item. 

We do believe we achieve a 
premium but it’s more 
perception rather than reality. 
The premium we believe we 
achieve is a product that is 
perceived to be equivalent to 
a London region priced 
product.” 
 
Could not quantify the 
premium in percentage or 
monetary terms. 
 

“We don’t charge a premium 
because our competitors are 
mainly the big brands, so we 
have to tag our prices to 
theirs.” 
 
If they did charge a premium - 
which NAME reckons they 
could if they wanted to - it 
would be about 1-2%. 
 
NOTE: NAME reckons other 
regions like Dorset can charge 
a much higher premium  
(at least 15-20% more). 

4 Which brands do you benchmark your own against 
(both within Cumbria and outside of the region? 
 

Believes its product is totally 
unique but benchmarks it 
against Walkers Scottish 
Shortbread. 
 
Within Cumbria it benchmarks 
its products against brands like 
Kendall Mint Cake and Cartwell 
Sticky Toffee Pudding. 

Company benchmarks its 
products against other 
‘regional’ brands and other 
similar product brands: 

The company benchmarks 
its products against two 
national brands. The 
company does not 
benchmark its products 
against other regional brands 
(e.g. Cornish fudge). 
 

The company benchmarks its 
products against three local 
brands. 
 
It does not benchmark its 
products against other regional 
ice creams. 
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A. Summary of Proxy Brand Interviews (cont’d) 
 
 2. FOOD & DRINK SECTOR (CONT’D) PROXY BRAND 1 PROXY BRAND 2 PROXY BRAND 3 PROXY BRAND 4 

 
5 What are your perceptions of the potential impact of: 

 
- An announcement that a GDF could potentially 
  be sited in Cumbria? 
 
- The actual siting of a GDF in Cumbria? 

Had heard about GDF on the 
local news and read about it in 
the papers. Very anti both the 
nuclear industry and the GDF 
so had tended to switch off 
because interviewee didn’t 
want to hear about it. 
 
“It will have a detrimental effect 
on Cumbria, so by association 
it will have a detrimental effect 
on us.”  
 
Believes the impact may be 
lessened if the GDF was sited 
on the West Coast. 

“I think it will probably have an 
impact. And how closely it’s 
associated with the Lake 
District will taint the brand and 
its associations with the Lake 
District. Linked to Sellafield it 
would have less impact. Any 
movement away from there 
would be different. Take it 
further into Cumbria it will 
become a problem.” 

NAME had not heard about 
the GDF. 
 
In his view the GDF could 
have an impact but it would 
be on perceptions rather 
than in “real terms”. 
 
If the GDF was sited on the 
West Coast it would have 
less impact as people are 
already acclimatised to this 
region being associated with 
nuclear (Sellafield). 
 

“If I had a choice I’d rather not 
have it.” 
 
“If it was anywhere other than 
Sellafield that would not be 
good news.” 

6 What impact did the Foot and Mouth outbreak, the 
Cumbrian floods and the Icelandic volcano have on 
your business? 
 

There was some impact on 
the business from Chernobyl 
because the winds and rain 
were said to have affected the 
Grasmere and Keswick areas 
and it affected local milk. 
 
The Foot and Mouth outbreak 
affected the business greatly, 
especially when Trevor 
MacDonald appeared on TV to 
say it was in Cumbria. The 
outbreak not only affected the 
farming community but had a 
knock-on effect with local 
businesses and the whole 
community. 

The brand is too young to be 
affected by the Chernobyl or 
Foot & Mouth incidents, while 
the floods did not affect the 
company. 
 
However, NAME did 
experience the Foot & Mouth 
outbreak and said  
“it was a tragedy for the 
farmers in the area. It was 
pretty horrendous and had a 
major impact on the diary part 
of the business…People still 
remember the pyres. It was a 
human tragedy first and 
foremost.” 
 

As the company is only two 
years old it was not affected 
by either Chernobyl or the 
Foot and Mouth outbreak. 
 
The floods did not materially 
affect them. 
 

“The Foot & Mouth outbreak 
was a big issue because 
Cumbria shut.” 
 
The outbreak had a big effect 
on the business in the first two 
months of summer, as sales 
collapsed. However, sales 
recovered over the rest of the 
year and by the end of the 
year sales were only about 5% 
down. 
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B. Summary of Stakeholders Interviewed (cont’d) 
 
Green Tech Investment Funds 
 
• RenergyA Finance LLP - source and manage direct investments  
  in the green technology space 
• Zouk Cleantech - an independent London-based private equity 
  fund manager with a focus on the cleantech market 
• Environmental Technologies Fund - dedicated to investing in 
  great growth companies with global aspirations that are making  
  a big environmental impact 
• Future Capital Partners - one of the UK's leading alternative  
  investment boutiques, specialising in Renewable Energy,  
  Real Estate, Healthcare, and Media & Entertainment 
• Jupiter Green Investment Trust - organisation generating long- 
   term capital growth through investing in a diverse portfolio of  
   companies providing environmental solutions 
• HG Capital Renewable Power - sector expert investors with  
  specific attention to the area of renewable energy. 
• Barchester Green Investment - advisor specialising in socially  
  responsible, environmental and ethical investment 
  
General Fund Managers 
 
• Thames River Capital - integrated fund management business 
• Ubiquity Capital - US-based technology investment fund 
• UK Innovation Investment Fund - seed for fund for new  
  technologies across the technology spectrum 
  
 

 Location and Inward Investment Advisers 
 
• Gerald Eve LLP - a national firm of chartered surveyors and  
  property consultants 
• Esh Developments - consultancy on a diverse range of construction 
  related products and services 
• Locum Consulting - Europe's first and most successful specialist 
  destination consultancy, dedicated to developing and promoting|    
  the art and science of destination making 
• Cas Solutions - asset management advisors on large-scale civil  
  engineering projects 
• UKTI - works with UK-based businesses to ensure their success 
  in international markets, and encourage the best overseas  
  companies to look to the UK as their global partner of choice 
• EFG Private Bank - international private banking and wealth 
  management group! 
• MJA Matchpoint - location experts with particular expertise in| 
  attracting inward investment 
• Colliers International - the world's third largest commercial real  
  estate organisation! 
 
Potential Inward Investors (national) 
 
• Advanced Plasma Power - APP is a leading technology provider for 
  advanced waste to energy/fuel plants 
• Ashwoods Automotive - the largest supplier of hybrid light commercial 
  vehicles in the UK 
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B. Summary of Stakeholders Interviewed (cont’d)   
   
Potential Inward Investors (international) 
 
• PURE Corporation - established to respond to growing demand  
  for cutting edge, exceptionally efficient and high performance  
  powertrains 
• SABIC Corporation - one of the world’s leading manufacturers 
  of chemicals, fertilizers, plastics and metals 

Current Investors in Cumbria 
 
• Youth Hostel Association - provider and manager of youth hostels 
  throughout the UK 
• Education Travel Group - the UK’s leading supplier of educational  
  group tours, school ski courses and residential centre breaks  
• Natural Retreats - a provider of luxury self catering and outstanding 
  short break holidays in some of the UK's most stunning locations 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C. Summary of Documents, Reports and Surveys Reviewed  
   
1 
 
2 
 
3 
4 
5 
 
6 
 
7 
 
8 
9 
 
10 
 
11 
12 
 
13 
14 
 
15 
 
16 
 
17 
 
18 
19 
20 
21 
22 
 
23 
24 
 

Strategic Marketing Awareness and Perceptions Quantitative 
Research, Cumbria Tourism, February 2009 
QA Research Perceptions of the North West and Its Tourism Product. 
April 2010 
Arkenford Ltd Cumbria Non Visitor Research, June 2007 
Mintel Domestic Tourism Leisure Intelligence, December 2009 
Ipsos Mori and SQW Consulting: Perceptions of England’s North West 
2008-2009, February 2009 
TEAM Touring Consulting: Cumbria Market and Destination Profile 
Cumbria Tourism Research Department: Tourism Volume and Value 
2010 Summary 
Cumbria Tourism: Cumbria Accommodation Stock Summary 
GVA Impact of a Nuclear Waste Repository Facility on Perceptions of 
West Cumbria, 14 April 2011. 
GVA Impact of a Nuclear Waste Repository Facility on Perceptions of 
West Cumbria - Summary Findings 
GVA - International Case Studies (A to F) 
GVA - West Cumbria Economic Blueprint: Realising the Potential of 
Britain’s Energy Coast 
Cumbria Vision - West Cumbria Spatial Plan, 31 01 07 
Future Generation - A Strategy for Sustainable Communities in West 
Cumbria 2007 - 2027 
Public Perceptions and The Nuclear Industry in West Cumbria 2007 
Britain’s Energy Coast - A Masterplan for West Cumbria (executive 
summary) 
Sustainable Development Commission - Paper 7: Public  
Perceptions and Community Issues. 
West Cumbria: Securing the Future 
Cumbria Business Survey data 
Cumbria Employer Survey 2011 Questionnaire. 
Property Value Protection Plans (Galson Sciences Ltd). 
Report for the MRSWP Steering Group ‘Protection of the Cumbria and 
Lake District Brands’ 
Peak District National Park Visitor Survey 2005 
Valuing our Environment - Economic Impact of the National Parks of 
Wales 

 CT 
 
CT 
 
CT 
CT 
CT 
 
CT 
CT 
 
CT 
MRWSP 
 
GVA 
 
GVA 
GVA 
 
DECC 
DECC 
 
DECC 
 
DECC 
 
DECC 
 
DECC 
DECC 
CCC 
CCC 
3KQ 
 
CT 
LDNPA 
 
LDNPA 

25 
 
26 
27 
 
28 
 
 
29 
 
30 
 
 
31 
32 
33 
34 
35 
36 
37 
 
38 
 
39 
 
40 
41 
 
42 
43 
44 
 
45 
 
46 
47 
 
 

South East Wales Visitor Survey 2005, Brecon Beacons National Park 
The presence of Andra in the Meuse and Haute-Marne districts 
Centre for Regional Economic Development - Sector Review For 
Cumbria (Commissioned by Cumbria Vision) 
Business growth and regeneration in rural areas: the role of producers 
of local products in Cumbria, UK - Northern Economic Review 
Centre for Regional Economic Development - Baseline Survey of 
Producers for the ‘Distinctly Cumbria’ Programme 
Regional and National Economic benefits from the UK’s Nuclear 
Decommissioning Programme - Prepared for the Nuclear Industry 
Association 
Cumbria Local Economic Assessment - Carlisle 
Cumbria Local Economic Assessment - Eden & South Lakeland 
Cumbria Local Economic Assessment - Allerdale & Copeland 
Cumbria Local Economic Assessment - Cumbria Summary 
Cumbria Local Economic Assessment - Barrow 
Arkenford: NW Visitor Research Programme 2009 
Visit England: Understanding the Visitor Experience Results from a Pilot 
Visitor Satisfaction Survey March 2011 
Cumbria Quality of Life Integrated Report - Research `conducted by 
Cumbria County Council December 2006 
Whinash Wind Farm - Planning Enquiry Cumbria Tourism Joint 
Statement 19th April 2005 
Public Consultation Pack November 2011 to March 2012 
Destination Benchmarking Whitehaven 2011 - Fly on the Wall 
Research  
Cumbria Visitor Survey 2005 - QA Research 
Place Survey Tracker 2009 - BMG Research 
Cumbria Attitudes Survey 2004 - Cumbria County Council 
Communications & Information Team 
Cumbria Voice - Planning, Transport, Housing and the Environment 
Survey 2009 - Craigforth 2009 
Public and Stakeholder Engagement Round 1 Report 
Public and Stakeholder Engagement Round 2 Report 

LDNPA 
 
CCC 
UC 
 
UC 
 
 
UC 
 
 
UC 
 
CIO 
CIO 
CIO 
CIO 
CIO 
CT 
 
VE 
 
CCC 
 
CT 
3KQ 
 
CBC 
CT 
CCC 
 
CCC 
 
CCC 
MRWSP 
MRWSP 
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Summary of Documents, Reports and Surveys Reviewed (cont’d) 
   
 
48 
 
49 
50 
 
51 
 
 
52 
53 
 

North West Visitor Resort, Image of Destination - Arkenford September 
2010 
Lake District National Park Employment Sites & Premises Study 
Local Development Framework Technical Report No. 3, Economic 
Profile May 2008 
Final Evaluation and Assessment of the Distinctly Cumbria Development 
Programme, University of Cumbria Centre for Regional Economic 
Development, December 2009 
University of Cumbria Prospectus 
University of Central Lancashire Prospectus 

VE  Key to initials for sources of information: 
 

LDNPA 
 
LDNPA 
 
 
UC 
UC 
UCLAN 

 CBC 
CCC 
CIO 
CT 
DECC 
LDNPA 
UC 
UCLAN 
VE 
3KQ 
 

Copeland Borough Council 
Cumbria County Council 
Cumbria Intelligence Observatory 
Cumbria Tourism 
Department of Energy and Climate Change 
Lake District National Park Authority 
University of Cumbria 
University of Central Lancashire 
Visit England 
3KQ 
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