3. Client: National Trust

Challenge
Reposition the National Trust away from its current perceived image; make it relevant to the
modern visitor. Put the Trust firmly at the center of a drive to re-establish the importance of place
in our lives.
Create an integrated campaign that makes their brand stand for a positive impact on people’s
relationship with nature and beauty, forever.
Background
National Trust wants to reintroduce itself as the powerful connector between people and places.
With a social trend developing where we spend less time outdoors and more time indoors, we
are becoming disconnected from nature and places outside our immediate surroundings.
National Trust want to be the driving force behind rebuilding this connection, but this needs to
be done in a way that speaks to a modern audience.
“The need of quiet, the need of air, the need of exercise… the sight of sky and of things growing
seem human needs common to all.” – Octavia Hill, co-founder of National Trust.
Today, over 100 years after Octavia Hill spoke these words, the Trust still sees it as their driving
spirit – neatly expressing their belief in the importance of nature and heritage in our lives.
Visitor numbers are higher than they have ever been, but there is a lingering impression that the
majority of members are elderly and a National Trust day out equals cream teas on the lawn.
Considerations
• Consider the reasons why people don’t make time to visit areas of natural or historic beauty.
• How do you change perceptions of the Trust as being old fashioned, and instead show the
passion they have for nature and beauty? Consider the benefits those things bring to
people’s lives.
• Think about this campaign in the widest sense. Use whatever relevant tools you have to
reach out to your audience.
Target Audience
25-40 year olds nationwide in the UK.
Further information on client
www.nationaltrust.org.uk

