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INTERNATIONAL WORKSHOP ON NUCLEAR PUBLIC INFORMATION IN PRACTICE

JANUARY 31 TO FEBRUARY 3, 1993
KARLOVY VARY, CZECHOSLOVAKIA

CASE STUDY PRESENTATION

"GOODY, GOODY, WE'RE GOING TO SELLAFIELD"

BOB WILLIAMS
PUBLICITY MANAGER, BRITISH NUCLEAR FUELS pic

WARRINGTON, ENGLAND.

In the early eighties British Nuclear Fuels' Sellafield plant was
hit by two events. An unscheduled release of radioactivity onto
the beaches near Sellafield attracted headline news, although it
subsequently became clear that the risk of any resulting harm to
the public was extremely remote; and a Yorkshire TV documentary
entitled 'Sellafield - the nuclear laundry1 alleged a high level
of child leukaemias in a nearby village.

There was inevitably a great deal of adverse publicity. Local
tourism levels were said to have fallen during the next twelve
months, and there were many calls for Sellafield's operations to
be restricted or stopped.

Something clearly had to be done.

And so much has been done that during the last seven years,
Sellafield, Britain's largest nuclear fuel recycling plant and
the country's largest nuclear facility, has become a major
tourist attraction.

This rather strange development began in 1984 with a major review
of our PR strategy.

Alternative strategies were researched as a result of which a
strategy was developed to help build credibility through an open
door/open information policy and inviting the public to visit
Sellafield and see for themselves.

As a part of the strategy a public relations programme, including
a major national advertising campaign on television and in the
press, began in 1986 and has played a major part in developing
visitor numbers to Sellafield ever since. From 29,000 in 1985,
to 65,000 in 1986, to 104,000 in 1987.

In fact the number of visitors increased so dramatically in 1987
that the company decided to replace the overrun exhibition centre
with a new £5 million Visitors Centre which, opened in 1988, has
over the years become the flagship for our open door/open
information strategy.
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This policy has been well documented and presented on numerous
occasions since its launch in 1986 and I therefore do not intend
to go into it in any further detail.

However, in a sense a "strategy within a strategy" has also been
developed, concerned with the conversion of Sellafield from a
tourist deterrent to an acknowledged tourist attraction.

Sellafield is on the west coast of Cumbria. As a county, Cumbria
contains a variety of superb landscapes; of colourful and
magnificent scenery. Within it the area known as the Lake
District is one of the most popular tourist areas in Britain.
Regardless of season, whatever the weather, the Lake District
holds a special fascination for the thousands of people who
escape to the freedom and beauty of the fells each year for their
holidays.

The concerns of the local tourist industry back in the mid 8 0s
therefore were understandable.

In order to begin to overcome these concerns, British Nuclear
Fuels set about a strategy of closer cooperation with those
tourist attractions, local to the site and within the lesser
known tourist region of West Cumbria; in particular the historic
Ravenglass and Eskdale narrow gauge railway and Muncaster Castle.

The position was helped enormously in 1987 when the English
Tourist Board declared Sellafield the fastest growing tourist
attraction in Britain.

Over the next few years BNFL developed a number of joint
promotional campaigns with the Railway and the Castle which, as
well as bringing visitors to the site, and to the area around the
site, also helped to build more positive relations with the local
community - a key audience for the Company.

Closer working relationships have also been established with the
local Cumbria Tourist Board as well as the national English
Tourist Board and the Company is involved in the West Cumbria
Tourism Initiative - which is funded by both the private and
public sector with the aim of developing tourism in the region.

Our tourism strategy was further developed in 1991.

A visitors research survey carried out in August 1990 provided us
with some very interesting information in relation to tourism.
For instance we looked at Visitor profile and found that

* 79% were on holiday in the area
* 88% had travelled by car
* 91% had travelled from less than fifty

miles away.

It's worth noting here that if we extended miles travelled to 75
miles then the percentage increased to 99%.
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The picture became even more interesting when we looked at the
findings relating to attraction visits. Here we found that when
asked:

Have you visited any other tourist attraction?
12% - Yes (Ravenglass/Lakes)
88% - No

Do you intend to visit any other tourist attractions?

38% - Yes (Ravenglass/Lakes)
55% - No
7% - Don't Know

The major finding from those interviewed - admittedly on a single
day - was that the Visitors Centre was their only destination
that day, and that in the main they were either unaware of, or
not intending to visit, any other attractions that day. To them
the Visitors Centre was the centre of attraction.

For our 1991/92 campaign therefore the key objectives were to
promote a larger number of additional attractions in the region,
as well as promoting the Visitors Centre itself, quite simply, as
- The Centre of Attraction.

So how did we put across these objectives?

As with much of our work literature once again played an
important role with initially 150,000 copies of an A5 leaflet
being produced entitled 'West Cumbria Attractions'. A major
source of distribution has been through the English Tourist Board
network of Tourist Information Centres - coast to coast from
North Wales to Yorkshire; from the Midlands to the Scottish
Borders. The Ravenglass and Eskdale Railway kindly agreed to
distribute on our behalf through their own national network.

In addition the Antiquarian Bookshop of Michael Moon; located in
Whitehaven some 11 miles north of Sellafield and bursting with a
multitude of wonderful books covering over a mile of shelving,
distributed the leaflet through his regular mailing, as a result
of which it reached as far afield as Los Angeles and China.

Once opened the leaflet describes the "Centre of Attraction".
Opened up again, it outlines some of the attractions - outward
bound from Sellafield and finally it opens out again to show a
map of the region.

A point that is made by many people is the distance one has to
travel to get to West Cumbria - it being some distance from the
national motorway network. We saw this, however, as a
positive aspect of the region rather than a negative, and one we
could exploit in our advertising. It may be a longer journey but
it is a pleasant one with some beautiful scenery en route - a
fact that was promoted initially through press advertising.
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For the first time our advertising made use of coupon response
inviting the reader to send for the attractions leaflet.

The advertising message was further strengthened through the use
of posters displayed throughout the region particularly at TICs.

Commercial radio also played a part in the campaign. In fact
over the 4 day 1991 Easter holiday period, commercial radio
helped bring some 4500 visitors to the centre.

We also produced as part of the campaign a video entitled "Over
the Fells" which followed three travellers - two cyclists and a
walker as they discovered a selection of the area's many sights -
and which was shown at PIME '92.

However in such a multi media approach there was a missing link -
television. As part of the initial work a TV concept storybound/
animatic was tested.

In television terms, Britain is split into a number of regional
stations and our aim was to run a TV campaign in those areas
closest to the Visitors Centre, namely Granada, Border, Yorkshire
and Tyne Tees, so reflecting our visitor profile. In the past,
of course, we had run our campaigns on national TV.

Research in Leeds, Birmingham and Newcastle brought some
interesting comment, which ranged from

"It's totally dishonest "

"....what I've always thought was needed was to show people
what else was in the area"

"....nobody gets up in the morning and says 'goody goody
we're going to Sellafield today."

The conclusions from this research were:

1. The focus of the ad should be sharpened.

2. People need to know more about what to expect from their
visit, they want to know what their trip is promising.

3. The feeling of a family day out should be retained.

Filming began in West Cumbria in mid September 1991. The result,
which first went on air just a month later in October 1991, has
been a very effective commercial.

There is clear evidence that visitor number levels have been
influenced by the appearance of our advertising campaign. In
addition we encourage visitors to complete a short questionnaire
and the latest findings indicate the power of television
advertising. Around 50% noted that they had arrived as a result
of the TV commercial.
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In January, February and March of 1992 - the non-tourist months -
the Centre was simply irresistible. More than 16,000 people
visited, compared with around 7,500 over the same period in 1991.

With the combination of commercial radio and regional TV, visits
records were shattered over Easter 1992, around 9,600 people
flocked to the Centre during the four-day holiday period - the
best ever figures - with 2,745 coming on Easter Monday, the most
ever in one day. If you recall the '91 Easter figure was 4,500.

So many people came that our souvenir shop almost ran out of
things to sell, the Visitors Centre restaurant cooked itself to a
standstill and extra transport had to be laid on to get them
round the site! Bus tours were being booked up hours in advance.

There is no doubt that this campaign has played a major role in
seeing visitor numbers increase from 130,583 in 1991 to 160,945
in 1992 - an increase of 30,000. There is also evidence of
increased visitor attendance at other attractions in the area.

However getting people through that "open door" of the Visitors
Centre, as well as to the region as a whole, is actually only our
secondary objective - albeit an important one.

The main objective, must be to signal to people that they can come
and find out for themselves about BNFL's role in the nuclear
industry. They are coming and going in their hundreds and
thousands. However, those who do visit Sellafield will always be
a small proportion of the population. But, if eventually
everyone realises, through our advertising and media activity,
that the door is open and the information available, the old
nuclear industry image of secrecy will be dispelled - we hope
however through a better understanding which in turn will help
make the work of BNFL and nuclear energy more acceptable to the
public.

The continuing success of the tourism strategy and campaign means
that I am pleased to be able to say, with the help of a slight
amendment to the title of my case study "Goody, goody they're
coming to Sellafield".
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