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To:  Chair, Ladies and Gentlemen 

 

PROPOSED MEDIA CAMPAIGN SUPPORT 
 
 

1.0 SUMMARY OF THE REPORT 
 
1.1 To provide Cabinet Members with a summary of the main focus of the campaign 

which is challenging pockets of strong resonance with Far-Right sentiment – which is 
not that prevalent in urban centres in South Wales, but in towns and villages on the 
periphery where there is evidence of resonance with the Far Right, e.g. Merthyr 
Tydfil. MTCBC are hoping for a campaign akin to existing UK Local campaigns, 
speaking specifically to Welsh identity, talking about the story of South Wales and 
the part that immigration has played in its prosperity. 

 
1.2 Our proposal seeks to develop a communications campaign that can speak to the 

anxious middle in South Wales, drawing upon Welsh identity and the region’s shared 
migration and industrial history. 

 
1.3 The work should convey that people from all backgrounds and walks of life are 

Welsh, and contribute to Welsh society, economy, public services and culture, as 
well as instilling a sense of local pride. There should be a visible and clear message 
that there are people of all different backgrounds and walks of life in Wales.  

 
1.4 MTCBC are keen to have the work live before the end of financial year is possible, 

but are not rigid on timescales.  
 
1.5 However, the Welsh Government, if they are to co-finance, are more restricted, 

having committed to buying up ad space for end of March, possibly including 
billboard and cinema space (clarity needed), following a conversation with the Home 
Office advising materials could be delivered by the end of February. The Welsh 
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Government may be able to ‘bridge the gap’ to provide any materials not covered by 
M&C, but there would need to be visual parity across the campaign. 

 
1.6 The communications materials would be used as a long-term regional campaign to 

promote the Cwm Taf Region identity as open and global and to frame cohesion and 
counter-extremism work in the region.   

 
 

2.0 INTRODUCTION AND BACKGROUND 
 
2.1 Evidence has found that approximately 50% of the UK population are anxious about 

social change and migration, but see both pressures and gains. In South East 
Wales, the picture is broadly similar to the rest of the UK but evidence illustrates that 
there are areas within the region where a higher percentage of residents are finding 
far right narratives regarding migration compelling and persuasive. Facts and figures 
don’t generally resonate with the ‘anxious middle’ or ‘rejectionist’ segments, but there 
is evidence that narrative based approaches focusing on local stories can be 
effective in winning ‘hearts and minds’ and building resilience within the anxious 
middle to far right narratives. Our proposal seeks to support a communications 
campaign that can speak to the anxious middle in South Wales, drawing upon Welsh 
identity and the region’s shared migration and industrial history. 
 

2.2 An effective anti-racist project must secure strong majority support, ensuring it 
engages these middle groups, so that it can extend and entrench anti-prejudice 
norms. It is by engaging legitimate anxieties, held by people who can be shown to be 
in the market for workable solutions that bring people together, that illegitimate and 
prejudiced views can be isolated and marginalised. By contrast, arguments which 
resonate only with the minority liberal quarter cannot do this. They are unable to 
protect broad social norms – for the simple reason that they do not have sufficient 
reach. 
 

2.3 The campaign would seek to build a persuasive narrative-based message about the 
history of migration in South East Wales’ port cities (Cardiff and Newport) and 
neighbouring valleys (Merthyr Tydfil, Blaenau Gwent, Rhondda Cynon Taf, Torfaen, 
Caerphilly). The campaign would draw upon evidence about audience segmentation, 
emotive symbolism in speaking to attitudinal tribes and tell a compelling local story 
about Welsh identity. This would draw upon the Frameworks Institutes’ guidance 
which found that a narrative regarding the values of prosperity and fairness between 
places is effective in orienting public discourse on immigration and belonging. There 
is evidence that the valleys areas neighbouring Cardiff and Newport are highly 
vulnerable to far right narratives 
 

2.4 50% of Wales’ population live in the region we are targeting – approximately 1.5 
million people. 

 

3.0 FINANCIAL IMPLICATIONS 
 
3.1 This project will be fully funded by Welsh Government and the Home Office. 



 

4.0 INTEGRATED IMPACT ASSESSMENT 
 
4.1 
 Positive 

Impacts 

Negative 

Impacts 

Not 

Applicable  

1. Merthyr Tydfil Well-being 

Objectives  2 of 4 0 of 4 2 of 4 

2. Sustainable Development 

Principles - How have you 

considered the five ways of 

working: 

 Long term 

 Prevention 

 Integration 

 Collaboration 

 Involvement 
 

5 of 5 0 of 5 0 of 5 

3. Protected Characteristics (including 

Welsh Language) 3 of 10 0 of 10 7 of 10 

4. Biodiversity 
 0 of 1 0 of 1 1 of 1 

Summary: 
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Does the report contain any issue that may impact the Council’s 
Constitution?  
 

No 

 
Consultation has been undertaken with the Corporate Management Team in respect 

of each proposal(s) and recommendation(s) set out in this report.  


