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Every year, projects are set up to engage local communities in the UK with environmental issues; some are 
successful at achieving their objectives, others less so.    

There is little publicly available information which project managers can use to inform their project design.  
For each project initiated there is often a substantial amount of ‘reinventing the wheel’ in the design and 

implementation of interventions.   

This report documents the methods used during the Loving our Lake project (2012-2017).  It describes the 
overall project ethos and approach and highlights the successful and less successful activities undertaken.  

It is hoped that managers of similar projects in the future can learn from ‘Loving our Lake’ and use our 
experience to inform and refine their methodologies; thus we hope ‘Loving our Lake’ can contribute to the 

future success of environmental community behaviour change projects. 
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Learning from Loving our Lake 2012-2017 

Achieving pollution reduction and environmental stewardship through community behaviour change 
projects
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Llyn Padarn is one of the largest natural lakes in Wales.  Glacially formed, it 
is approximately 2 miles (3.2 km) long and 94 feet (29 m) deep at its 

deepest point. 

Llyn Padarn is designated as a Site of Special Scientific Interest (SSSI).  It is 
home to a population of Arctic charr, a rare fish that became isolated in a 
few UK lakes at the end of the last ice age. The Welsh populations of charr 

are a genetically distinct race. Spawning in Llyn Padarn occurs locally in 
shallow, marginal waters, notably along Afon y Bala.   

At its outflow from Llyn Padarn, the Afon Rhythallt, is one of the most 
important spawning sites for salmon and sea-trout in north Gwynedd.  
Llyn Padarn is home to two notable species of aquatic plant, floating 

water-plantain (Luronium natans) and small quillwort (Isoetes 
echinospora).  Otters and small numbers of wildfowl frequent the lake. 

Llyn Padarn was designated in 2015 as the first inland bathing water in 
Wales.  It is a popular site for swimming and watersports. 

The catchment of Llyn Padarn is predominantly rural, with a land-use mix 
including extensive hill farming, rural dwellings and Llyn Padarn Country 
Park.  Main centres of population within the catchment are the villages of 
Nant Peris and Llanberis.  Llanberis is a popular tourism destination, with a 
population of approximately 2,000.  It is situated on the south eastern side 

of the lake.
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Why we need to Love our Lake?

In 2009, Llyn Padarn suffered from a toxic 
algal bloom which resulted in warning signs 
being posted along the lake shore advising 
people to avoid using the lake for much of the 
summer.  

The bloom was caused by a combination of 
weather conditions and nutrients such as 
phosphorus entering the lake. These nutrients 
can come from a number of sources including 
soil erosion and waste water. The nutrients 
feed the algal blooms which can be toxic to 
humans and animals if ingested. Algae also use 
up the oxygen in the water which makes life 
very difficult for fish in the lake. 

The 2009 bloom had a negative impact on 
local businesses, wildlife, and people who 
could no longer enjoy the lake. Without 
reductions in the amount of nutrients entering 
the lake the threat of further algal blooms 
remained. 



Loving our Lake: The beginning 

It all began in 2010 with the Padarn Forum; a group of statutory agencies and local 
interest groups who were concerned that action should be taken to ensure that the 
possibility of further algal blooms was reduced.  We (Snowdonia-Active) were 
members of the forum.   

It was apparent from the forum meetings which took place between 2010 and 2012 
that there were strong feelings towards Dŵr Cymru Welsh Water as the statutory 
agency with responsibility for wastewater treatment within the catchment.   

As an organisation located within the catchment we believe that although statutory 
responsibility for wastewater treatment lies with Dŵr Cymru Welsh Water that 
doesn’t mean that everyone who lives and works in the catchment should simply 
‘flush and forget’.  So we started thinking about how we could influence the way the 
local community think about the lake and their interactions with it. 

We started with some simple truths; 

• The local community cares about Llyn Padarn; not only because many livelihoods 
depend upon it, but also because their grandparents gathered fish from it, their children 
and grandchildren play and swim in it, they see it everyday on their journey to work, they 
walk the dog along its banks morning and evening and so on; everyone has a connection! 

• With simple, clear guidance people are keen to do the ‘right thing’ to take care of Llyn 
Padarn 

• By making some simple changes to our day-to-day activities everyone who lives and 
works in the catchment can help to reduce the input of harmful nutrients into Llyn 
Padarn. 
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Snowdonia-Active is a 
social enterprise and creative 
consultancy, established in 
2001 with the aims of 
supporting and developing 
the outdoor recreation and 
activity sector in North West 
Wales.  Our office is based in 
the village of Brynrefail, 
located on the northern tip 
of Llyn Padarn.  
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Our funding 

So we began in 2012, with initial funding from the Water Framework Directive via Dŵr 
Cymru Welsh Water, as a 12 month programme of activities to investigate what we, as a 
community, can do to help improve the water quality of Llyn Padarn.  Subsequently, further 
funding was secured from Dŵr Cymru Welsh Water and NRW to enable the project to 
continue until March 2017. 

Our Aims 

Loving our Lake had 3 aims: 

• To reduce phosphate inputs into Llyn Padarn at source  

• To raise awareness within the local community of the links between their actions and the water quality in the lake  

• To increase understanding of the complexity of water management within the catchment  

Where to start? 

Many projects that aim to achieve behaviour change work on the basis that if you put some 
information ‘out there’, perhaps by printing some leaflets then the required change will 
happen.  Unfortunately this is often a waste of resources. 
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‘You can’t achieve behaviour 
change in 12 months’

Distributing leaflets isn’t enough!



Instead we adopted a methodology based on the principles of Community Based Social Marketing (CBSM).  CBSM works 
on the premise that initiatives to promote behaviour change are often most effective when they are carried out at the 
community level and involve direct contact with people. CBSM delivers messages that are strategically created and 
positioned to give people a compelling reason to adopt a new behaviour, mind-set, or lifestyle. In order to overcome the 
barriers to the target behaviour, it is necessary to understand what the barriers are and why they exist.  From the beginning 
we realised that we had 6 months of research to undertake first before we could design a project to achieve our aims. 

Doing the groundwork: identifying potential target behaviours   

Through a combination of scientific literature review and discussions with Environment 
Agency Wales (now Natural Resources Wales) and Dŵr Cymru Welsh Water we identified 
the following sources of phosphorus loading as having potential as target behaviours; 

• use of detergents: phosphorus from laundry and dishwasher detergents comprises 25% of the phosphorus load to 
the sewage treatment works (Sniffer Report Ref. No. 09/WW/17/10) 

In 2012 an EU-wide ban on phosphates in laundry detergents was adopted, therefore there was no benefit to be gained 
from encouraging people to change their behaviour with regard to their choice of laundry detergent.  However dishwasher 
detergents were not included in the ban at that time; so encouraging use of phosphate free dishwasher detergents was 
identified as a potential target behaviour. 

• poor management of septic tanks, evidenced by survey work undertaken by Environment Agency Wales 

The catchment is predominantly rural with a relatively high percentage of properties not on mains sewerage, so the 
promotion of good septic tank management was identified as a potential target behaviour. 

• input of surface runoff into the sewerage system 

The villages within the catchment typically consist of high levels of terraced housing built on fairly steep hillsides.  The high 
density of properties in these settlements means that the options for dealing with surface runoff from roofs and yards is 
limited, i.e., it wouldn’t be easy for householders to make changes.  Therefore this issue was not considered suitable for the 
initial stages of the project. 
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‘Be sure your chosen behaviours 
will address  your problem’



Getting to know the community 

It’s easy to take for granted what you think you know about the community you want to work with, but time and effort 
spent talking to them about the potential target behaviours is invaluable in planning interventions in the future.   

A face to face survey was designed to enable us to gain insight into how much the community knew about Llyn Padarn 
and its management and also to explore issues surrounding the potential target behaviours.  Survey questions covered the 
following topics; 

• knowledge regarding the water quality in the lake, 

• sources of information regarding water quality in the lake,  

• their knowledge of their domestic sewage treatment system, 

• which household detergents they used, 

• attitudes to best practices to reduce phosphate inputs, 

• barriers to the adoption of best practices. 

Interviews were conducted in various locations in Llanberis on different days of the week and at different times of the day 
in order to speak to as wide a demographic as possible.  150 surveys were completed.  Simple spreadsheet analysis of the 
surveys enabled us to identify the behaviours we wanted to focus on initially and the barriers to their adoption.  As the 
project progressed we used the understanding gained to add in additional behaviours. 
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Our chosen behaviours   

In phase 1 of the project (2012:2013) we asked people to: 

• Use phosphate-free dishwasher detergents  

• Empty your septic tank every 1 to 2 years  

In Phase 2 (2013:2014) these were expanded to include the message 

promoted by Dŵr Cymru Welsh Water’s Stop the Block campaign: 

• Stop the block: Don’t flush anything other than human waste 
and toilet paper down the toilet  

In Phase 3 (2015:2017) the target behaviours were further expanded 
to include:  

• Water efficiency: Raising awareness within the community of 
the need to reduce the amount and speed at which rainwater 
enters the sewer network. 

How you word your chosen behaviour can have a big impact on whether it results in 
the required behaviour change.  It must be simple, specific and unambiguous.  For 
example, instead of saying ‘manage your septic tank properly’ say ‘have your tank 
emptied every 1:2 years’.  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‘Chosen behaviours must be specific 
and clear’
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How we spread the word? 

The events and activities designed to encourage adoption of our chosen behaviours were based on the principles of 
CBSM: commitment, social norms, social diffusion, prompts, incentives and convenience.  Here is just a little bit of what 
we did! 

Commitment: people who state their commitment to a behaviour are more likely to act 

That’s why we called it ‘Loving our Lake’! 

We thought long and hard about the project title.  The verb ‘loving’ implies action, we don’t just passively ‘love’ the lake we 
are actively ‘loving’ it.  The use of the possessive adjective ‘our’ implies it is important to us and we feel some responsibility 
to it. 

Business Pledge 

We asked businesses to sign up to the following pledge on loving-our-lake.org. 
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The Pledge: 

1. As a business based in the catchment of Llyn Padarn, we are committed to 
ensuring that our activities do not knowingly harm the lake. 

2. We are changing to ecologically friendly cleaning products, especially phosphate 
free dishwasher detergents. 

3. We are sewer aware and don’t dispose of any items down the toilet or sink that 
might cause a blockage. 

4. We are proud to support Loving our Lake.

http://loving-our-lake.org


14 leading local businesses signed up, and we gave them a plug via our social media channels, as shown in the tweet 
below which we published in Feb 2015.   

As you can see from the response to this tweet other businesses followed suit when they saw who had signed the pledge. 
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Prize Draw 

In 2014 Ecover donated 12 boxes (a year’s supply) of dishwasher 
tablets and some bottles of washing up liquid which we used as 
prizes in our Prize Draw.  The entry cards for the prize draw 
consisted of a card asking people to sign up to the pledge and a 
detachable prize draw entry form. 
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Social norms: people tend to follow the crowd 

‘We love our Lake’ videos 

In 2013 we made a short film entitled ‘We love our Lake’.  It 
showcased the beauty of the lake and featured 
local people saying ‘We love our Lake!’.  It also 
directed people to our online and social media 
channels, where we then engaged them with 
the project messages. 

Online & Social media 

Launched in October 2012 our social media channels (Twitter @llynpadarn and Facebook/llynpadarn) were vital to Loving 
our Lake.  Through our online presence we were able to have public conversation with the community. 

Social media enabled; 

• us to share information about the lake and its management, and 

• members of the local community to share their views, show their support, thereby helping to establish the target 
behaviours as the ‘social norm’. 

We posted a varied mix of high quality images and films alongside reminders and incentives to support our target 
behaviours.  On Facebook our page likes and post engagement increased steadily, with an average post reach of 2,244 and 
average post engagement of 440 achieved by August 2018.  
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Through our website, www.loving-our-lake.org we were 
able to provide more in-depth information regarding the 
project, the lake and our key messages. 
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Social Diffusion: ask people to tell their friends and families 

Public talks and community events 

Often the best way to encourage someone to adopt a new 
behaviour is to talk to them face to face. Throughout the 5 years of 
Loving our Lake we have spoken to many community groups and 
had a presence at numerous community events.   

At these events we have given away 100s of little branded bags 
containing a sample of phosphate-free dishwasher tabs.  These free 
samples were to overcome the commonly held belief that ‘eco-
friendly’ cleaning products are inferior in performance to traditional 
leading brands; people show considerable brand loyalty.   We were 
confident that once they had tried the phosphate-free product they 
would look for them in the supermarket.  We encouraged people to 
take samples for themselves and also to take some to give away to 
family and friends. 

Work with schools 

Throughout the project we went into the local primary schools to engage the children in activities.  In 2014 we organised 
the Llyn Padarn Biodiversity Road Show in partnership with Snowdonia National Park Authority, Natural Resources Wales 
and Dŵr Cymru Welsh Water.  On the first two days  it was attended by 173 children from three local primary schools (key 
stage 2) and one secondary school (key stage 3), as well as the local Brownie and Guide groups.  On day three members of 
the wider community were invited to attend.   

Held in the local community centre, attendees took part in a day of science and engineering based activities to learn more 
about the complexity of managing Llyn Padarn. Each activity focused on a different aspect of lake management and 
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highlighted ways in which local residents can minimise their own impacts on water quality, and included a tour of the 
Llanberis waste water treatment works. A tank of young arctic charr, salmon and trout from the Natural Resources Wales 
hatchery illustrated the importance of maintaining water quality in the lake. Having learnt about the role nutrients such as 
phosphates play in causing algal blooms in lakes, which occurred in Llyn Padarn in 2009, attendees tested different brands 
of dishwasher detergent to see the difference in phosphate levels. 

The Biodiversity Show was promoted and reported widely online, via social media, press releases and posters in local 
businesses.  Feedback demonstrated the value of the event in terms of social diffusion.  For example, one little girl who 
attended the evening session with the Brownies knew all the answers to the questions - when we expressed admiration, 
she told us that her big sister had come home from school and told her and her parents all about it! 

In addition, the following comment was posted on Facebook; 

“Had the complete story from my daughter, including gory details... obviously enjoyed it. Diolch” 
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Work with prominent businesses 

There are many tourism and hospitality 
businesses located in the catchment, many 
of these run automated commercial 
dishwashers.   

We did some research and found a 
company that manufacture an eco-friendly, 
phosphate-free dishwasher detergent for 
automated machines.  They donated some 
free sample which we gave to a prominent 
local business to trial.   

Heidi and Russ, then owners of the Gallt y 
Glyn Restaurant and Bunkhouse were 
delighted with the performance of the 
product, as well as the price as it was half 
the price of their previous brand ………so we 
made a video to tell other businesses all 
about it! 
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Prompts: everyone forgets, so timely reminders help  

Social media posts are a great means of delivering timely reminders.   

So for example, 

• on a Friday afternoon we might post messages about stocking up on phosphate-free products when shopping at 
the weekend   

• in springtime we posted about spring cleaning in an eco-friendly way 

• we would post reminders about how to manage septic tanks, before, during and after flood events. 

• if there was an offer on for eco-friendly dishwasher detergent such as 2 for 1 we would tell people about it. 

We also gave away small, fridge magnet note pads which had the key messages printed on every page, we knew these 
would be around in peoples homes for some time to come and would be a continual prompt to action. 

Incentives: an encouraging incentive can boost a person’s motivation to adopt a new behaviour 
Incentives are a great way to encourage people to give your chosen behaviour a go.  They can specifically target specific 
barriers such as brand loyalty, act as a prompt to action, or simply raise the visibility of your project branding.   

Over the years we have had lots of Loving your Lake promotions.  For example,  we printed Loving our Lake branded, 
natural cotton bags which we filled with information about the projects and other ‘on message’ freebies such as samples 
of dishwasher tablets and Dŵr Cymru branded water bottles. 

We arranged a 10% discount with the manufacturer of the automated dishwasher detergent for commercial machines.  
Any business who signed the business pledge was entitled to the discount. 

�18



Convenience: the new behaviour must be as 
easy to adopt as the old 

It is important that the new behaviour is simple to 
adopt and is perceived to be simple to adopt.  For 
Loving our Lake several of the barriers to adoption 
were due to mis-perceptions rather than the reality.   

For example, it was widely believed that ‘eco-friendly’ 
cleaning products were more expensive than 
traditional leading brands.  Research was undertaken 
to compare the price per wash of the widely and 
locally available phosphate-free brand, Ecover, with 
other brands.  They were in fact one of the cheapest 
at 14p per wash compared with the leading brands 
such as Finish and Fairy which were considerably 
more expensive.  We publicised this information 
widely and it was included in the label for the samples 
of dishwasher tablets. 

In 2012 many people were unaware as to where they 
could buy phosphate-free dishwasher detergents and 
which brands were in fact phosphate-free.  We 
worked closely with leading eco-friendly brands, 
promoting special offers and pointing out which 
brands to look out for in the supermarket.  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A whistle stop tour of some of the other things we have done 

Septic tank guidance  Having identified the regular emptying of septic tanks as a key message at the start of the project we 
then struggled to find any good information for householders concerning septic tank maintenance.  Following discussions 
with Natural Resources Wales we were commissioned to write a guidance booklet and pilot it within the Llyn Padarn 
catchment.   

The resultant  ‘Looking after your septic tank: A guide and logbook for householders’ was printed and sent out to all 
households in the catchment who weren’t on mains sewerage system.  A questionnaire was sent out at the same time to 
enable us to receive feedback on the guide.  This booklet is now being used as the basis for national guidance.  An 
essential aspect of the guide is the integral logbook, which enables people to log emptying and maintenance of their tank, 
which is a legal obligation, and to pass this document (complete with guidance) on to new owners if the premises are sold. 
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Padarn Reflections 2016 & 2017  Padarn Reflections was a week long programme of arts events and activities which we 

organised in June 2016 and 2017 with additional funding from the Snowdonia National Park Authority CAE Fund.  Working 
with lots of community groups and businesses we put together an eclectic mix of activities which celebrated Llyn Padarn 
and its importance to people and wildlife.  This was a chance to get our thinking caps on and get creative.    

The following activities are just a taste of Padarn Reflections 2016 and Padarn Reflections 2017. 

• Padarn reflections  An exhibition of Padarn images captured by members of Caernarfon Camera Club and Padarn 
Country Park staff. The exhibition was in place throughout July.  

• Moonlight splash  This moonlight swim provided participants with an unforgettable view of the full moon. Local 
children started the evening with a parade of their shoal of willow fish lanterns down to the pontoon.  As the 
swimmers swam back through the darkness they were guided in by the glowing red bellies of the charr lanterns. 

• Tales of fish and fairy folk  Participants sat in the long grass of the meadow next to the lake to listen to local 
storyteller, Gwyn Edwards told magical stories about Llyn Padarn, the valley and its people and wildlife in Welsh and 
English.  

• Padarn Cinema  A compilation of short films featuring Llyn Padarn was shown in Electric Mountain Visitor Centre for 
the month of June. 

• Potty about fish  Local pottery cafe, Tan y Ddraig offered people the chance to paint a pottery fish (throughout July) 
to transform the window of Tân y Ddraig Ceramic Café into a fantastic underwater scene.  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• Art on the edge (permanent): Local business, Cae Mabon, constructed a unique art installation along the boundary 
to their property which runs along the footpath around the lake, featuring timber and slate fences, stone walls and 
hedges, all touched with an artistic twist. Plus some quotes on walking to muse upon.  

• Llyn Padarn and Us: A collage created by local artist Sally Ellis and her talented team from Menter Fachwen was on 
display in the window of Menter Fachwen shop, Llanberis High Street.  

• Slate snippets  mosaic workshop  Locals and visitors met in the NHS forest garden, Llanberis to create mosaics 
celebrating Llyn Padarn. Participants were able to take their mosaic home or leave it for inclusion into the NHS forest 
garden for others to enjoy.  

• Fabulously fishy window  Children from the Llanberis based, Make your Marks arts group painted the window of a 
high street cafê, inspired by the rare Arctic charr which live in Llyn Padarn.  

• Guided walk  Led by local story teller Eric Maddern this walk began at the Slate Museum and finished at the magical 
Cae Mabon where people gathered to listen to stories in the Round House.  

• Fish out of water: Over a number of weeks we worked with Llanberis children to make fantastic willow fish 
sculptures which were then exhibited in the lake.  

• Slate Museum I Paint your own Arctic charr  Visitors to the Slate Museum were able to paint Arctic charr on slates 
which were then put up as a permanent exhibit along the fencing overlooking the lake at the back of the museum. 
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‘Loved up’ branding for St. Dwynwen’s Day For the Welsh equivalent of Valentine’s Day we changed the branding of 

our social media channels, sharing the love for Llyn Padarn. 

Short films We made several short films during the course of the project, all with a similar production style and a positive, 

happy vibe. 

We love our lake (2012) 
Padarn Reflections (2016) 
Llyn Padarn Pontoon (2015) 
Returning the arctic Charr (2012) 
Pizza and Pint Love our Lake (2013) 

Beer mats  A simple, low cost idea; we printed our branded beer mats with the key messages and distributed them to 

local pubs and restaurants.  

Rubbish Walk, Paddle, Swim events  Litter picks with a difference; some 

people took the traditional approach and cleared the paths and banks, others 
took to kayaks or even donned wet suits to remove rubbish from the bottom 
of the lake, definitely an act of love in December! 
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Sponsorship of the children’s race at the International Snowdon Race 2014-2016 We assisted with registration of 

approximately 200 local children who were all given Loving our Lake branded t-shirts and/or bags.  This enabled us to give 
information and dishwasher tablet samples to a large number of local families. 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Using high quality imagery and video to help our messages catch the eye.    

For every aspect of the project we have used eye catching, high quality images and film, employing a 
professional photographer on a regular basis.  By posting these images on their own or with a relevant 
message they have increased the reach and engagement on our Facebook page.  By using images of the 
lake which showcase its beauty and wildlife we demonstrated clearly why it is so important to take 
action to protect its water quality.  

One film, in particular, demonstrated this point.  We tracked down some professional, colour footage of 
a shoal of arctic charr in Llyn Padarn.  We first posted this video on our Facebook page in August 2014, it 
was viewed 1,691 times with 42 shares and 169 likes, which was a great response.  However, we posted 
the film again in July 2016 and it was viewed 16,985 times with 138 shares and 251 likes.  This response 
was amazing and reminded us that although we frequently talk about how important the Arctic charr 
are, few people have ever seen one, and so can’t appreciate how stunningly beautiful they are.
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Graffiti Wall In 2015 we received funding from Snowdonia 

National Park to work with Llanberis Youth Club and graffiti artist 
DimeOne to paint a lake themed wall in Llanberis Community 
Centre.  We ran a number of sessions with the Club to discuss the 
lake and its management, club members then worked with the 
artist to paint the wall over the Easter holidays.  The Snowdonia 
National Park Authority made a video of the mural development 
(https://youtu.be/M\7Gu9uM9HY) and there was considerable 
social media activity.  The wall is there for members of the 
community to enjoy for many years to come! 
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What didn’t work 

We learnt early in the project to not underestimate the amount of time it takes to engage 
with some organisations or sectors of the community, and you have to accept that you 
will never successfully engage with everyone.   

• It took us some time to establish a relationship with manufacturers of phosphate-free 
products.  In some cases this was a size thing!  We were a small campaign trying to 
engage with large multi-national businesses.  However, once we had a strong online 
presence which demonstrated the quality of what we do then many organisations were 
very supportive, supplying lots of free products for samples and prizes and engaging 
with us positively online. 

• We failed to engage productively with one key organisation.  This was mainly due to 
pre-existing issues, including legal action between key stakeholders.  We tried 
repeatedly and did manage to organise some joint activity in the latter stages of the 
project.  You can’t force people to work with you, just keep going back to the drawing 
board and coming back with a new idea! 

• At the launch of the project in 2012 eco-friendly cleaning products were not widely 
available and few local shops stocked phosphate free products.  We tried to influence 
this in a number of ways.  We approached the village supermarket chain at a local and 
national level to lobby for them to stock a phosphate-free dishwasher detergent and 
we asked manufacturers to lobby on our behalf, both these approaches were 
unsuccessful.  We also tried to facilitate the setting up of an Ecover re-fill station in a 
local high street business, and although the business was initially keen they didn’t take it 
any further.  However, over time phosphate-free and eco-friendly cleaning products 
became more widely available in local supermarkets and online shopping has become 
more mainstream, and as this happened we were able to tell people about it. 
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Opportunities 

Over the years of delivering Loving our Lake we learnt so much and were blown away with how much energy and 
enthusiasm people have for looking after their local environment.  Not every local environmental issue needs the full 
Loving our Lake treatment but we hope that comms teams from public sector and corporate organisations will realise the 
power of this approach and ditch dull, corporate jargon in favour of engaging in a real conversation with local people.  

Resources 

We thought about including a section detailing the cost of delivering Loving our Lake.  However, project costs are so 
variable depending on the type of issue being addressed, the type of organisation undertaking the work and the amount of 
voluntary time involved that we thought it would be more useful to simply say that Loving our Lake was delivered by one 
project officer working on the project 2 days a week for 5 years. 
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Can we measure our success? 

The success of Loving our Lake is best considered in relation to our 3 aims: 

• To reduce phosphate inputs into Llyn Padarn at source 

During the five-year funding period for Loving our Lake extensive improvements were made to the Llanberis Waste Water 
Treatment Works.  This includes the installation of Blue PRO, an innovative technology to help achieve ultra-low levels of 
phosphorus.  Blue PRO uses a sand filter system, removing phosphorus by adsorption and filtration. This technology was 
trialled at Llanberis with excellent results, removing 90% of total phosphate with low total iron levels.  In addition Dŵr 
Cymru Welsh Water has also improved its network in the area so that there are fewer storm discharges from the sewer 
system.  The scale of these improvements and resultant reductions in phosphate loading to the lake mask any changes 
which may have come about as a result of Loving our Lake.   

• To raise awareness within the local community of the links between their actions and the water quality in the lake  

We have anecdotal evidence to indicate the degree to which Loving our Lake has enlightened people about how their day-
to-day activities impact upon water quality.  We can say that we have engaged with thousands of people, not only face-to-
face out and about in the community but also by social media.  In August 2018 Facebook/llynpadarn had 1,380 page likes, 
and Twitter @llynpadarn had 455 followers.   

• To increase understanding of the complexity of water management within the catchment  

Activity and comments on facebook.com/llynpadarn indicate that attitudes towards the lake have changed during the 
course of the project.  Since becoming designated as an Inland Bathing Water in 2015 recreational use of the lake has 
increased.  We have frequent requests for information from people who want to swim in the lake, and posts about its 
management and biodiversity now reach a large number of people prompting lots of chat and engagement.  For example, 
during the very hot summer of 2018 a rumour that people were becoming ill after swimming in the lake prompted us to 
contact NRW to investigate.  A quick reply enabled us to publish a post reassuring people that recent monitoring showed 
that the water quality status of the lake was excellent.  This post reached 10,917 people!   
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What Next? 

Behaviour change can revert over time so whilst we are pleased with what we have achieved to date we believe there is 
still a need to keep people informed about the lake, its value to people and wildlife and its management. 

Although funding for Loving our Lake has finished Snowdonia-Active are committed to hosting Facebook/llynpadarn and 
loving-our-lake.org for the foreseeable future.    

Snowdonia-Active has a wish-list of projects they would like to deliver to engage people with the splendour and value of 
Llyn Padarn and to continue to foster love and stewardship of our lake.  We will continue to seek funding for this work 
which will be run under the Loving our Lake brand, possibly as ‘Loving our Lake More!’ 

The community group ‘Friends of Cae’r Ddôl’ which was nurtured and supported through Loving our Lake continues to 
manage and conserve a water meadow on the shores of the lake and is going from strength to strength. 
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http://loving-our-lake.org
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For further information please contact: 

Emma Edwards-Jones, Snowdonia-Active 

01286 685501  emma@snowdonia-active.com

mailto:emma@snowdonia-active.com
mailto:emma@snowdonia-active.com
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