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Objectives?

We need to:

1. Define what Worthing stands for as a brand. 

- Create a clear identity for the town

- One which will appeal to our target audience

2. Understand who our target market is

3. Understand how do we reach our target audience in the most 

cost effective way possible.



6 Steps



Brand ImmersionStep 1

1. Jungle research

2. One -to -one in-depth interviews

3. Focus group with representatives from local businesses

4. Desk research



Review of current activityStep 2

1. Existing communication material

2. SADIE report for www.visitworthing.co.uk

3. Competitor review



Worthing as a brandStep 3

1. What elements of the town would appeal to our target audience?

2.   How we can differentiate Worthing from competitor towns?

3. How would we describe Worthing in a sentence?



Defining the target marketStep 4



Customer journey mappingStep 5



Media PlanningStep 6

We  looked at which media each of the segments consume and which media 

platform is optimum in terms of reach, frequency and cost per thousand. 



Insights

Worthing and Adur have a lot to offer and they would benefit 

from a ‘joined up visitor proposition’



Proposition

Worthing and Adur is a relaxing place to take your time, 

reconnect and enjoy a classic British seaside.

It’s a diverse town with plenty to enjoy and discover

From the endlessly refreshing open places of the South Downs 

with fascinating history and picturesque villages to one of the 

sunniest climates in the South of England

Worthing and Adur combines the best of carefree Sussex charm 

and rejuvenating vitality that let’s you unwind and enjoy life at 

your own pace.



Essence

Relax and reconnect in a town where the coast meets the 

country

This is reflected in the language we use and colour palettes 

within the visitor guide and web site



Defining the target market
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Media consumption

Fresh Air Families – Word of Mouth, on line Search and advertising

Culture Vultures – Word of Mouth, features in magazines, 

newspapers, specialist publications. On line search and 

advertising

Retired relaxed – Word of Mouth, weekend offers and deals



New visitor guide and brochure



National Distribution of brochure 

through TIC’s



Media plan



On line advertising



Pay Per Click



Social Media



Social Media



Quarterly email to 28K people who have 

opted in for more information about 
Worthing



Other Opportunities



Developing the Water sports, outdoors 

and Culture offer

Water Sports and outdoors

Kite Surfing Championships

Waters Sports weeks – showcasing water sports activities with free 

water sports lessons

Cycling events – e.g. Cycling the South Downs way (similar event 

to London to Brighton)



Gastronomy Week – showcasing the best in British Food

- Farmers markets

- Cookery workshops

- Wine fair

Comedy week

Literary Festival – smaller version of the Hay Festival celebrating 

British Authors

- Writing classes

- Story telling

- Book Launch

- Book fair

Developing the Water sports, outdoors 

and Culture offer



Arts festival

-Visiting Tate Modern

- Visiting artists

- Open house gallery

- Converting empty shops into exhibition space

- Children painting workshops e.t.c.

Lots of ideas which would need championing by the private 

sector

Developing the Water sports, outdoors 

and Culture offer



Thank you


