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Chichester District Council     

THE CABINET 5 March 2019

Developing a Place Brand Strategy for Chichester District

1. Contacts

Report Author:

Tania Murphy – Divisional Manager - Place 
Telephone: 01243 534701  E-mail: tmurphy@chichester.gov.uk 

Laurence Foord – Divisional Manager – Communications, Licensing & Events
Telephone:  01243 534742  E-mail:  lfoord@chichester.gov.uk

Cabinet Member: 
  
Tony Dignum – Leader of the Council
Telephone: 01243 538585 E-mail: tdignum@chichester.gov.uk

2. Recommendation 

2.1 That Cabinet approves the release of £50,000 from reserves to progress with 
the development of a place brand strategy, narrative and identity for the district 
to attract inward investment; further develop the district as a top tourist 
destination; and to support economic development.

3. Background

3.1 The council has been working with its partners to help develop visions for our city and 
towns that aim to provide further opportunities for the district. The visions aim to 
protect the uniqueness of our city and towns, while also creating opportunities that 
will bring economic growth and jobs to the district.  

3.2 Through this work, it has been recognised that although there is a great sense of 
pride in the area, the district does not have a competitive ‘place brand strategy and 
identity that communicates in a co-ordinated way its towns, city, assets and 
opportunities Currently, the district is promoted by a number of separate 
organisations and institutions.

3.3 A ‘place brand’ develops a strong narrative about an area, including location, culture, 
history, future aspirations and community, all of which are supported by a coherent 
and professional visual identity to support ‘place’ marketing objectives. It is believed 
that this umbrella brand would benefit the area as a whole, its businesses, 
organisations and visitor attractions, by creating a consistent, single, strong voice and 
image for the district. 
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3.4 Research has shown that a strong place brand strategy and identity is vital to the 
economic development and well-being of an area. It can: 

 create jobs and opportunities for our residents;
 support the growth of our business base;
 support the visitor economy and a vibrant local cultural offer;
 enhance the reputation of an area; and
 further improve an area.

3.5 Towns and cities across the UK including York, Bath and Shrewsbury have already 
shown the positive impact that a ‘place brand’ can have, including inward 
investment; business development; economic benefits; and, an increase in tourism.  

3.6 What is important to stress is that this project is about developing a clear identity for 
the district – not the council – and that a key aspect of this work would involve 
residents, businesses and partners in its development. Therefore, we would like to 
commission independent branding expertise to engage with partners to develop an 
overall place branding strategy and ‘shared story’ as a way to describe what is 
special and different about our district that everyone can benefit from.

4. Outcomes to be Achieved

4.1    To develop a ‘place brand’ with our partners in order to:

 promote the district as a first choice business and visitor destination;
 attract inward investment and encourage businesses to set up in the district;
 support local businesses and the visitor economy;
 help provide a vibrant local cultural offer;
 create job opportunities;
 attract people to live and work in the area;
 promote pride in the area and encourage local people to spend more time 

and money in the district.
 further enhance the reputation of the area.

5.  Proposal

5.1 It is proposed that Cabinet approves the release of £50,000 from Reserves to assist 
with developing a competitive place brand strategy, narrative and identity for the 
district.  The Initial Project Proposal Initiation Document at appendix 1 sets out the 
anticipated steps which will be required. These follow the suggested guidance from 
the Local Government Association when developing a place brand.

5.2 We want our place brand to be authentic and relevant and to appeal to:

 students considering where to study;
 shoppers looking to enjoy the city’s ambience and variety;
 tourists visiting the district (especially cultural tourists);
 businesses and entrepreneurs thinking of investing in the city; and
 residents who love living in Chichester District.
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5.3     The development of a Place Brand strategy, narrative and identity will help to show 
the district’s personality as well as its places - a district and community which 
inspires and involves.  The place brand will create a clear identity - owned by all and 
used consistently, that everyone can celebrate and take pride in. We want to ensure 
that all branding, messages and sub-brands are applicable across a variety of 
applications including for example, our signage, wayfinding, printed publicity 
materials, digital media and light displays. The action plan will ensure a coordinated 
approach to marketing the district.

6. Alternatives Considered

6.1 To not develop a place brand strategy, narrative and identity. However, following the 
research that has been carried out, which demonstrates the economic impact that it 
can have, we believe that this would be a missed opportunity for the district. To not 
develop a strategy, narrative and identity will result in the continuation of the 
inconsistent presentation and marketing of our city, towns and district.

7. Resource and Legal Implications

7.1 £50,000 from Reserves to assist with the development of the place brand strategy, 
narrative and identity for the area.  A procurement process will be undertaken to 
award the work to a consultant to assist with the project.

8. Consultation

8.1 Consultation will be undertaken with partners, local residents and businesses as part 
of the process.  The concept of Place Branding has been discussed at the Chichester 
Vision Delivery Steering Group and discussions have also taken place with some of 
the coastal and market towns in relation to this. 

8.2 A group will be set up of key partners across the district to consider this work and this 
will feed into the Chichester Vision Delivery Steering Group.

9. Community Impact and Corporate Risks 

9.1   The development of a Place Brand may impact positively on the community by 
ensuring that the area continues to be an attractive and viable place in which to live, 
work and do business, and further enhancing the reputation of the area.

9.2    There is a risk that there are conflicting ideas and suggestions relating to which  
brand is best for the district.  It is anticipated that the consultant appointed to assist 
with the delivery of the project will enable discussions to reach a consensus of 
opinion.

10. Other Implications
 

Yes No
Crime and Disorder X
Climate Change and Biodiversity X
Human Rights and Equality Impact X
Safeguarding and Early Help X
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General Data Protection Regulations (GDPR) X
Health and Wellbeing X
Other (please specify) 

11. Appendices

Appendix 1 – IPPD – Developing a Place Brand Strategy for the District.

12. Background Papers

None


