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Case study presentation by Louise Haskins, Corporate Publicity Manager, BNFL, England.

Submission summary

ENS PME 98 BNFL's advertising phase H: "We understand that you are a
successful scientific company, but what do you actually do".

Last year, I presented a case study about the development of BNFL's advertising strategy
and the challenges which we overcame since its launch in 1995. The case study this year
will follow the progress of the strategy's second phase.

It will begin by reiterating the role of advertising in the communications mix and the distinct
part we believe it plays in building and retaining a strong corporate reputation amongst
influential audiences within the UK.

Our advertising to date has aimed to define BNFL's role in the nuclear sector and so detach
the company from the contentious debate which surrounds the nuclear industry in general.
The case study will briefly summarise how effective we have been in achieving this
objective through the first phase of television and press advertising.

The presentation will concentrate, in particular, on the development of the second phase
which has involved the production of a new television advertisement and a press and poster
advertisement. Having introduced the key characteristics of the company to the UK
population during the first phase through describing key scientific achievements, phase two
concentrates on BNFL's core activity - recycling nuclear fuel. The presentation will outline
the various development phases including concept research, our tough negotiations with
the UK's advertising regulatory bodies (the Broadcast Advertising Clearance Centre
(BACC) and the Independent Television Commission (ITC) throuah to final production,
testing and media scheduling.

Generating positive attribution amongst the UK population is obviously the key success
indicator. Equally, we believe that it is imperative to share such communications activity
with another key stakeholder - our own employees. The case study will outline the phase
of internal negotiations and substantiation through to the methods we adopted to ensure
that employees saw the television advertisement before the UK population at large.

The campaign was launched on 14 July 1997 with an 80 second television advertisement
which ran for eight weeks. This was swiftly followed by a national press advertisement and
poster advertisement in the London region only. Research, conducted by independent
specialists MORI before and after any significant advertising activity, will indicate how
effective the second phase of the campaign has been in shifting public perception positively
particularly amongst opinion formers. It will demonstrate whether the key attributes of the
company which we have endeavoured to project and instil in the mind of the consumer
have in fact been well received.

We hope that this case study, using a combination of slides and video clips, will provide a
fascinating insight into the development and impact of a campaign which we believe is not
only a breakthrough for BNFL but certainly a bold step by the company into uncharted
waters.
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