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Entry title: Burnley: The Coolest Place in the North West 

 
 
Brief and objectives: 

Set against UCLan’s expansion plans which will see student numbers rising from 400 to 

4,000 by 2025, this campaign is tasked with presenting Burnley as a unique, creative and 

dynamic university town. 

In short, we sum up the task at hand in one simple sentence: Making Burnley The Coolest 

Place in the North West. 

Our target audience was 15-30 year olds living within a 20-mile radius of Burnley. 

The brief was to position the town as a good place to study, work and live. 

 

The idea, research and planning: 

Research (focus groups and surveys) carried out by the Borough Council in conjunction with 

the higher and further education providers formed the basis of the tender. It showed a 

perception issue. Burnley was not seen as a ‘happening’ place, even by many of the people 

in it. 

However, we carried out our own research. We formed a focus group of students, young 

people working in the town and business owners as well. This included key stakeholders, 

like groups at Themis and Burnley College, as well as music promoters, restaurateurs and 

independent retailers. This revealed pockets of interesting activity; there were groups of 

people quietly creating a scene and an online following. People operating under the radar of 

traditional media. 

The issue we found was that in the social media age there wasn’t one collective ‘online’ 

home for Burnley. 

We decided for a Digital First approach, focusing on cultural aspects of life in Burnley 

covering: Music, Fashion, Food & Drink and Leisure Activity. 

Our ideas was to bring the town’s influencers together under one roof — Burnley Social — 

so together they’d start by writing Burnley’s story, helping shape opinions. 



Strategy, tactics, creativity and innovation: 

It’s a digital and social media campaign with storytelling at its heart and it’s already made a 

difference. 

With Burnley: The Coolest Place in the North West we enlisted the support and told the 

stories of influencers — designers, fashion bloggers, chefs, musicians, body builders and 

YouTuber vloggers — with a reach in excess of 1 million followers! 

 

Delivery: 

A Digital First approach, to help join the digital and traditional channels together and ensure 

timely, consistent messaging, giving us control of the Burnley story. 

A SERIES OF YOUTUBE VIDEOS featuring all of the amazing things, people and places 

that bring the Burnley narrative alive and showcasing different aspects of the town’s diverse 

cultural beat in an entertaining and lively way. 

Videos to date include: 

• An interview at Turf Moor with Burnley YouTube sensation, Vizeh (172k YouTube 

subscribers) 

• In the studio with Rene K (62k Instagram) – the Burnley-based fashion designer who 

recently dressed a host of celebrities for the National Television Awards red carpet 

including Gemma Collins, Paralympian and Strictly star Lauren Steadman, and 

Charlotte Crosby 

• Tricks and talent from teenage scooter champion, Dextagram (22k Instagram). 

WEEKLY BLOG STORIES shouting about the people, businesses, creatives and young 

entrepreneurs making waves in the town. 

Stories to date include: 

• Interviews with fashion & lifestyle bloggers, Freya Farrington (27k YouTube, 31.5k 

Instagram) and What Emma Did (63.2k Instagram) 

• Simon Townley – the Burnley barber who was flown out to the World Cup in Russia 

last year as the official barber to the England football team 

• From Burnley to Sydney – dream come true modelling job for Burnley Instagram 

model Brittany Hargreaves (10k Instagram) 

• Young entrepreneur who has set up a bakery, Bella’s Bakes, in her hometown aged 

just 25 (4k Facebook, 2.5k Instagram). 

INFLUENCER EVENTS – the first of its kind in Burnley – you usually expect an 

Instagramable breakfast and catch up with fellow bloggers to happen in Manchester or 

London but on one Saturday in October 18, supported by UCLan and Boohoo, Burnley 

Social played host to THE BIG BURNLEY CLOTHES SWAP. Hundreds of clothing samples 

from Boohoo, a room full of influencers from all over the north west, young creatives doing 



hair and make-up, a dedicated event Snapchat filter, a young DJ providing the energy for the 

event following his recent Ibiza DJ competition win. 

WWW.BURNLEY.SOCIAL – the website that has been created to house all of this new 

content. 

SOCIAL MEDIA CHANNELS – Instagram, Facebook, Twitter and Snapchat – to engage with 

our audiences, network and the primary source for pushing out all of our stories and videos. 

Videos have also been edited into 30 second segments for the purpose of social media. 

 

Ethical considerations, including how the campaign has abided by the CIPR 

Code of Conduct, ASA Regulations, the CAP Code and Google guidelines: 

We did not use influencers to promote product or services but a pride in place. 

We did not not pay any fees to any influencers who have been featured. 

But where questions arose we used CIPR guidelines as our touchstone. 

 

Measurement and evaluation, including the outcomes achieved via organic 

and paid-for activity:  

We have started to tell a coherent story of a vibrant Burnley, with a unique cultural identity, 

led by an array of personalities who share one characteristic – a passion for Burnley. The 

story of a town you want to visit, to study in and to live in. 

Collectively, we’ve built a ‘tribe’ of Burnley ambassadors either by profiling them on video, 

through a blog story or we’ve started a conversation with them on social… 

…THIS NETWORK HAS A COMBINED REACH ACROSS SOCIAL PLATFORMS OF OVER 

1 MILLION… 

…and through Burnley Social, we’re bringing them together all in one place, to start the 

drumbeat, change perceptions and ultimately reposition Burnley as a first option for your 

people, rather than an afterthought. 

• 10% audience engagement on our posts compared to UK average of <1% 

• 62% of our social audiences are aged 25-34 

• 72% of our engagement comes from those aged 25-34. 

Blogger Event Results: 

• Instagram Reach – 94,957 

• Twitter Reach – 22,227 

• YouTube Reach – 22,000. 

TOTAL REACH – 139,184 



We have just had our contract renewed by Burnley Council and the Bondholders for 2019-20 

due to the initial successes of Burnley.Social from conception, only a few months ago. 

Quote from Amber Corns, Burnley Place Brand Manager: 

“The whole point of this project is to get young people thinking more positively about Burnley 

and through Viva’s creative ideas, their hard work, passion and understanding of an 

influencer campaign, they have moved the dial and exceeded our expectations in a short 

space of time. The original content they have produced, the talent they have discovered, the 

tribe of followers they have built and the spotlight that they have started to shine on our town 

has made an impact on the bigger picture of what we are all trying to achieve for Burnley.” 

 

Budget and campaign impact, including payments such as gifts and/or 

experiences in-kind, and influencer expenses: 

Campaign Budget = £27.5k: 

• Video and Copy Content Creation – £21k 

• Photography - £2k 

• Blogger Outreach Events - £2,750 

• Website - £2k. 

 


