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Cultural Intelligence Agent

OSCAR is the Al agent that shows brands how
culturally intelligent they are - and what to do about it.
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The most culturally intelligent
cheese brands
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INTRODUCTION

British cheese has no shortage of heritage, provenance or attractively
weathered landscapes. Cultural intelligence asks the harder question:
which brands turn those assets into distinctive meaning, contemporary
relevance and lasting participation in culture?

This ranking draws on each brand's standard OSCAR Cultural
Intelligence score across Brand Behaviour, Cultural Traction, Category
Distinctiveness, Creative Bravery and Enduring Impact. It is not a
cheese-specific score, nor a judgement on flavour or product quality;
it assesses how effectively each brand behaves, communicates and

builds cultural significance.

Wensleydale Creamery leads with 69, powered by Yorkshire
rootedness, an unmistakable product and rare popular-cultural
recognition. Lynher Dairy follows on 62, with Cornish Yarg's
nettle-wrapped distinctiveness doing much of the heavy lifting.
Cathedral City, Honestly Tasty and Quicke's each score 58, but
arrive there through markedly different strengths: mass familiarity,
plant-based challenger energy and deeply credible craft respectively.
Their order reflects the supplied ranking, not a separation in score.
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THE RANKING

NO. 1
Wensleydale Creamery 69
/100
CULTURALLY
STRONG

Wensleydale Creamery is a genuine British cultural asset: rooted in Hawes and the Yorkshire Dales, shaped by
local cheesemaking skills and carried into the national imagination by Wallace & Gromit. Its distinctive product,
strong sense of place and visitor experience give it credibility beyond the usual rolling-hills rhetoric of premium
cheese. Yet inherited affection can only take the brand so far. To remain culturally intelligent, it must turn heritage
into present-tense relevance-championing rural livelihoods, creating new eating rituals and finding an ownable
voice with more northern warmth and creative nerve. The cheese already has the crumble; the communications
could use more bite.

Read the OSCAR snapshot

NO. 2
Lynher Dairy
62
CULTURALLY
STRONG

Lynher Dairies earns its place among Britain's most culturally intelligent cheese brands by turning Cornwall into
something tangible, not merely picturesque. Cornish Yarg's nettle-wrapped form is a rare product-level signature:
recognisable, memorable and rooted in genuine craft. Yet the cheese currently enjoys more cultural fame than its
maker. Lynher Dairies has the provenance, skill and eccentricity to become a spirited custodian of living Cornish
food culture; now it must make the masterbrand impossible to miss, give its communications the personality of its
product and stop behaving like the name on the paperwork behind a Cornish original.

Read the OSCAR snapshot

NO. 3
Dairylea
60
CULTURALLY
ACTIVE

Dairylea merits its place among Britain's most culturally intelligent cheese brands through sheer recognisability: an
England-born childhood icon whose triangles, Dunkers and peelable rituals carry affection across generations. Its
physical formats remain more distinctive than many lunchbox rivals, but the brand's cultural meaning has not kept
pace with its fame. Too often, it behaves as a dependable product family rather than a masterbrand with a point of
view, colouring safely inside the lunchbox while modern parents juggle nutrition, cost, convenience and children's
formidable veto power. The opportunity is to make its familiar rituals famous again and speak candidly about real
family food negotiations. By mediating between parental intention and children's independence, Dairylea could turn
stored nostalgia into renewed relevance-without becoming a heritage tribute act.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/cbb9d1c3-35d1-4b41-90f5-4fa33e3da77a
https://oscar.seven-communications.com/reports/ba2aa64e-9a3f-4e04-9411-2fa9c3393eb0
https://oscar.seven-communications.com/reports/59e26caf-1d82-4c96-9111-01f27fec4aeb

THE RANKING

NO. 4

Cathedral City 58

NO. 5

/100

CULTURALLY
ACTIVE
Cathedral City earns its place through sheer cultural reach: Britain's biggest cheddar is embedded in lunchboxes,

family meals and habitual shopping, backed by more than 50 years of cheesemaking, British milk and a
recognisable Cornish production story. Its strength is everyday familiarity without heritage theatre, but ubiquity is
not the same as cultural authority. The brand remains more dependable staple than national symbol, leaning on
familiar category codes of taste, maturity and Britishness while rarely shaping the conversation itself. Its opportunity
is to champion the unshowy pleasure and social glue of ordinary British meals with a warmer, sharper and braver
voice. Cathedral City is already in the kitchen; the next task is to get properly into the culture.

Read the OSCAR snapshot

Honestly Tasty 58

HONESTLY TASTY

/100

CULTURALLY
ACTIVE
Honestly Tasty earns its place among the UK's most culturally intelligent cheese brands by treating plant-based

cheese as a source of pleasure rather than penitence. Its playful personality, familiar cheese occasions and
inclusive appeal give it relevance beyond committed vegans, particularly for mixed tables where nobody wants
compromise on the menu. Yet the brand's cultural footprint remains emergent: to become truly unmistakable, it
must move beyond product wit and imitation to author new rituals around hosting, sharing and indulgence. By
politely challenging Britain's dairy-bound traditions, Honestly Tasty could make plant-based cheese feel less like
an alternative and more like the beginning of a broader, more generous cheese culture.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/a1866536-140f-4f63-90ba-e8bd0d4c23f0
https://oscar.seven-communications.com/reports/590a9d2f-d264-429d-bd0a-d515bd39ba29

THE FINAL WORD

The ranking reveals a category rich in cultural ingredients but often
restrained in how it uses them. Wensleydale Creamery has the strongest
combination of place, recognition and endurance, yet even the leader risks
treating heritage as an exhibit rather than a living force. Lynher Dairy owns a
product people can identify at a glance, but must ensure the maker becomes
as memorable as the nettles. Cathedral City has household presence
without equivalent cultural authority; Honestly Tasty has a timely proposition
but needs to shape rituals beyond the vegan aisle; and Quicke's has genuine
authority that still speaks at specialist volume.

Across all five, the opportunity is to move beyond familiar claims of craft,
quality and provenance. Cultural strength will come from making place
active, giving everyday cheese occasions greater meaning and expressing
a point of view competitors cannot borrow. British cheese already has
character. Its brands now need the confidence to behave as though they
know it.

How OSCAR scores Cultural Intelligence

Each masterbrand is assessed across Brand Behaviour, Cultural Traction, Category Distinctiveness, Creative Bravery and
Enduring Impact. Each dimension contributes up to 20 points to the overall score. The list theme determines which brands
are considered and how the editorial story is framed; the ranking uses OSCAR's standard Cultural Intelligence score.

Turn your score into a plan with Seven Communications.
380”‘) Start with the evidence, then decide what your brand should do next.

W\s‘w .
Talk to Seven Run an OSCAR analysis
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https://seven-communications.com/contact/
https://oscar.seven-communications.com

