
A unique approach to marketing

Middleton Railway – a case history



Background
Once a pioneering railway company transporting coal to the local industries

of Leeds, the line fell into disrepair over the years as newer technology passed
it by. The costs of carrying on the legacy of  John Blenkinsop’s brainchild and
the innovative excellence of the engineering company 
Fenton, Wood and Murray were prohibitive – as the coal 
ran out, so did the income and, eventually, time.

However, both the local and railway community 
refused to let the outstanding buildings and workshop 
disintegrate and through local enthusiasts,  the occasional 
public benefactor and, finally, national lottery funding the 
station  was rebuilt  and several engines were restored.

As part of its rebirth, the railway touted local 
businesses to supply sponsorship, including the major retailer Asda.

Old Ma Blenkinsop



Requirement
Asda’s association would not only add to 

the coffers, but give access to a wider target 
audience so bringing much needed awareness to 
Middleton Railway. The brief was simple – spend 
the limited sponsorship allocation to maximise 
coverage for both the railway and the supermarket

The only question remained as to how – a 
simple branding exercise plastering the station with 
Asda logos complemented by exposure in the 
retailer’s neighbouring supermarkets seemed the 
simple, simplistic answer. 

Or was there a more original proposal that would be less intrusive to the 
railway and indeed add to the overall experience? Could there be a more 
innovative means of sponsoring the railway that could extend beyond the 
initial outlay? Above all, could there be a means of improving the commercial
return to the station?

The answer was The Middleton Stories.

Fenny, Murray and Woody



The Middleton Stories
The Middleton railway complex offered many possibilities – its shed full of re-built

engines and re-furbished carriages, its new station and upgraded workshop, its track that
circumvented the local parklands, its restaurant, shop  and conference facilities. It reeked of
history and nostalgia of the bygone age of steam.

Most of all, it offered a unique local marketing opportunity.
The idea was to tap into the boyhood wonder of railways and the miscellany of exhibits

and experiences by creating a storybook centred around  the three working engines. The
storybooks would tie into, and enhance, the 4 promotional events for the station (Easter,
Summer, Halloween and Christmas), utilise references and names to reflect the station’s
history, and create a comprehensive marketing programme covering advertising, promotion,
campaign extensions and customer relationship marketing.

It also created a licensing property that could be extended into merchandise and sales
promotion – whilst removing the costs of using more established licenses such as Thomas
the Tank Engine.

Easter Bunnies



The campaign

4 story books allied to each key promotional period

Story books

Easter Summer Halloween Christmas



The campaign

Each story had a puzzle book to support the promotional event

Puzzle books

Easter Halloween

ChristmasSummer



The campaign

Each promotional period has its own support material

Promotional material (Christmas)

Poster Stall Event

Banner



Promotional material

Press ad

Birthday derivation

Smokebox children’s club

Children’s games



Outcome

• Offered a local business a marketing programme that 
could extend throughout the business

• Increased the opportunity to recruit new customers
• Development of licensed, local branding device
• Increased recruitment of members
• Increased ticket sales and merchandise sales

For a client comment, please speak to
Mr David Monckton, ex-Chairman of Middleton Railway on 01132 452636

For more information, call Peter Savage, Owner of Post Script Productions, 
on 01189 442924 or 07831 382529
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