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All scone wrong: Lanhydrock’s Facebook p

Cornwall are
ional Trust
cream tea
advert f scone — with
the cream on first.

The Mother's Day post by
Lanhydrock House and Garden
in the north of
branded “shi

In Devon, the t
have cream under th n.
One Cornish National Trust
member posted: ‘It’s jam first
you fovls. My membership is

proper!’ Lanhy K later

apologised and the staff

member responsible h

‘marched back over the

Famar” to Devon.

*We'd like to reassure our

Cornish community that our

am would never

LE
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in little pots so the

order is not subject to

such appalling error.
*Rest assured,

your mothers are

safe here,’ it

added.

Keep "em sweet:
d truly over.” Another
*As & top Cornish
tion you should know tis
jam first! Tint right, tint

Pay as you go single
fares are the same

price on Oyster
and contactless

Make your money go further.

Always touch in and out with the

same card or device to pay the right fare.

FROM small bricks, mighty reputations
grow, it appears.

Lego has been voted Britain’s strong-
est brand — beating Gillette into second
place with Apple, Andrex and Coca-
Cola completing the top five.

Previous winner British Airways
dropped out of the UK Superbrands top
1 20 rankings, determined through a
| detailed survey of 2.500 people.

{ Google and Amazon also vanished
from the list compiled by the Centre for
| Brand Analysis (TCBA), while Disney
| and Heathrow both returned for the first
! time since 2013.

TCBA chairman Stephen Cheliotis
| said: ‘British Airways tumbling from
top spot to outside of the top 20 should
be a wake-up call for all brands. In a
world where customer expectations have
rightfully risen, brands cannot afford to

Lego builds
a reputation
as Britain’s
|| No.1 brand

by JOSIE CLARKE

disappoint and must continually deliver
to retain their valuable reputations. No
brand, however strong, is immune to
changing consumer sentiment.”

Lego reported a fall in global profits
last week as it struggles with the threat
of more modem toys. But the Danish
firm marked its 60th birthday by taking
No.1 spot in the brand list, having been
outside the top 20 a few years back.

Established names Marks & Spencer,
Boots and Heinz all made the top ten but
.Mr Cheliotis said ‘fresh disruptive
brands” posed a threat.

“‘The likes of Netflix, PurpleBricks
and Zoopla may not be challenging for
the top spot in the overall ranking yet,
but they surely will be if they continue
their current momentum,” he said.

T BUSINES D5

# RURAL businesses addup |  HELLMANN'S salad dressing
to £2.5billion to the economy if bottles are shrinking by 11 per
they are given tools such as better | cent, but the price is unchanged
broadband to use services, in the latest example of ‘hidden
! a study by Scotland’s rises’. The 210ml bottle is
College and Rural England finds. still £1.65, The Grocer reports.
% AN EXTRA £1.15billion is paid 1 WORKERS at ailing firms should
|  going abroad every yearina ‘Wild | be able to give bad bosses a ‘red
$ est’ of for A card", triggering a government
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