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ENS PHYTE 95 'It tells you where we want to 1!o and not where we've been'

Good afternoon ladies and gentlemen. It is a pleasure to be invited to speak to you today. You

have listened to many interesting case studies so far. I hope that the next 12 minutes, which will

explain the background to my curious title, will be just as fascinating.

Names such as BP,'Shell, Ciba Geigy BMW and Peugeot conjure up images of high quality, well-

respected blue-chip companies. And yet the public perception of the collective industry which

they operate within - such as petrochen-dcals or pharmaceuticals - is often as poor as the generic

nuclear industry. Indeed, these industries are often perceived as environmental pillagers and

profiteers in various guises.

But unlike the nuclear industry, they have used the strength of their corporate image and their

powerful projection as respected, and above all, trusted international companies to escape the

dark cloud of disbelief.

So how have we tried to apply this to BNFL? Whilst continuing to concentrate upon building an

understanding of the company we have now moved on to the next stage of buildin trust and

reassurance. The pivot for achieving this objective is, we believe, the corporate identity of the

company. It provides the 'glue' which holds all of the otherwise separate communication

initiatives together in pursuit of a common goal. And there began an intensive 18-month review

of BNFL's corporate identity and the subsequent implementation of an updated image which is set

to take the cornpany into the 21st Century.

am sure you are all familiar with the BNFL logo displayed on the screen. But did you know that

this identity dates back to 1977 at which time BNFL was primarily focused on the UK nuclear

market. Since then, we have become much more sarply focused on the international marketplace
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and are now diversifying into new areas including the non-nuclear sector. We now'do business

with around 17 countries and nearly alf of BNFL's turnover will soon be con-drig from non-UK

markets.

This is the fundamental reason why we embarked upon an extensive review of BNFL's corporate

identity to ensure that it would complement our present market situation and future long-term

aspirations.

A thorough investigation into every aspect of the company's visual identity was launched. This

began with the company's name and identity structure and transcended all the visual

manifestations such as te logo, its application and its ability to consistently project a statement

of quality and professionalism.

We adopted a five-fold approach: interviews with BNFL senior management, BNFL employees,

a company-wide photographic audit, and desk and market research amongst small focus groups

involving key members of the general public.

The result was a detailed insight into the 'personality' of BNFL and the breadth to wch this

'personality' has changed in recent years. As you can see from this slide the picture has changed

significantly. In essence we are now much more commercially aware, forward looking and

entrepreneurial in our management style.

But the most powerful research results of all came from the visual audit. Here are just a few

samples of the photographs which were taken across the sites. We compared these with the

vision statements of the company. They served to illustrate a wide perception gap between our

vision for the future and the way the Company projected itself visually.
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In summary; BNFL's current visual identity was, amongst other things, dated,'fragmented,

inconsistent and poorly maintained. More importantly these results suggested a range of issues,

surnmarised in this slide for us to address.

Quite simply, the existing identity did NOT say where we were going - only where we had been.

The research also revealed three interesting conclusions regarding BNFL as a company name. It

was clearly a very strong brand but there was distinct confusion over the acronym BNFL and the

full registered company name of British Nuclear Fuels pc. In addition, 'British' was felt to be too

restrictive for a company focused upon a broad international marketplace and the word fuel

implied we concentrate purely on the fuel cycle, dismissing our unrivalled achievements in areas,

such as engineering, fluorochernicals and environmental clean-up. The solution was to promote

the company as BNFL and de-emphasise the use of the full company name during all promotional

activity.

So, where did we go from here? How could we use all of these fascinating insights to the best

advantage Was it simply a case of managing the existing identity more carefully or did it signal

the need for a complete change. Only further research could give us these answers. However,

one thing was quite clear and that was the need for the company to achieve consistent standards

for all visual material, whether it be workwear, signs or vehicles.

So, there we entered stage two of the review process. We developed three options for testing -

three visual representations. Firstly the existing BNFL logo, secondly a refined and more modem

version of the existing BNFL logo and finally a complete change of logo.

As you can see from these slides each logo was put into the context of corporate identity and

applied to various visual material - signs, stationery and workwear. We were also keen to

establish the strength of the three options in relation to other well known and respected identities.
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Here we embarked on a programme of widespread research. Each option was tesied amongst

our key audiences including BNFL personnel, key opinion formers and our customer base. These

three display boards travelled the length and breadth of the K and across the globe for

consultation with our key audiences to achieve in-depth and meaningful research data. Many of

you here today, I know, have played a vital role in assisting us with this research programme.

After much hard work and detailed data analysis, the result was an inch thick research report with

very interesting results. What I am about to show you are the majority findings.

We took the opportunity of asking questions of a more general nature as a 'scene-setter'.

Interestingly, the responses endorsed many findings of other independent research studies that we

conduct in regular waves. In summary, it was generally believed, (and I must qualify at tis point

these are findings amongst the general public), that BNrFL was a key generator of nuclear

electricity. The role of BNFL was unknown amongst other general research groups. Secondly,

whilst the company was perceived to be powerful it was also seen as secretive.

Focusing now on the three options posed to the interviewees, the current identity as you can see

was seen to be cold, clinical and unfriendly - a style which communicates very little and is

basically low key, and low profile.

Interestingly the second option conjured images of a bomb and even a receptacle for waste

products!

In contrast, the third option - the new identity - appeared stronger, more positive and dynamic.

And for us, the most significant finding (and one which presented us with a tremendous

breakthrough in achieving public acceptability) was the potential for this new concept to help in

eroding current negative perceptions. The new identity with its open and welcoming nature was

perceived at least as strong as the identities of the telecommunications company BT and stronger

than the computer firm ICL and UK-based airport management company BAA.
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We had no doubt that the new identity was the right way forward for BNFL. And following a

presentation to the Board of BNFL and approval to take it forward we embarked on a detailed

programme of employee communication to implement the new identity aong,%hrith guidelines for

all the company's visual material.

It must be stressed, however, that the policy we adopted for implementation has been one of

cost-effectiveness and gradual transition. In general, we are working within a policy of replacing

items as they wear out, rather than changing merely because items carried the old logo.

Here you can see the identity applied to stationery, signage, vehicle livery, literature, and a variety

of promotional items. The long-term success is dependent upon the education of the workforce

to act as ambassadors of the new identity.

Throughout the review and now at the implementation phase, we established a group of site

representatives to act as a focal point for employees to pose questions regarding the new identity.

We utilised all the employee communication tools open to us within the company from regular

articles in the company newspaper to employee briefings and formal company notices.

In addition, we have developed a comprehensive corporate identity manual whiqh details every

current and likely future application of the identity. In addition to pre-printed stationery, we

recognised that information technology would play a key role in the success and consistency of

the identity. To this end we spent numerous hours developing computer-based templates for all

standard stationery and presentation material.

Also as part of an on-going education programme we have developed practical workshops for

employees to attend and to learn more fully about the full implications and the advantages of a

consistent corporate identity programme.
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A common message throughout all the employee communications initiatives has been to stress

that the new identity is now a registered trademark. Indeed, it is much more than simply a

trademark - it is a comprehensive design system.

However, 100% compliance will not happen overnight unless each and every member of the

BNFL workforce is fully committed to its consistent application. But I believe that everyone is

now ready for that challenge and I am convinced that they are committed to its success.

This sharper image for BNFL symbolises the company's vision and values as they are today and

not as they were yesterday. We believe that the identity communicates a positive belief in the

future to employees and to key external audiences. We believe it is a statement of our

professionalism and quality and that it communicates a better understanding of the company's

operations. We believe it is an image worthy of a world class company which is diversifying into

new and exciting markets. And above all we believe it will lead to a more successful ana

profitable business.

To finish at the beginning, I would like to sum up with the quote from our research findings - 'It

says where we are going, not where we have been'.


