
Report to: Cabinet, 14th June 2016

Report of: Councillor Geoff Williams, Cabinet Member for Economic Prosperity 
and Growth  

Subject: SUMMER IN THE CITY PROMOTION CAMPAIGN

1. Recommendation

1.1 That Cabinet endorse the proposed approach to promoting Summer in the 
City.

2. Background

2.1 The City of Worcester comes alive in the summer with ample space to relax and 
have a picnic, enjoy sporting events, take riverside walks and bike rides, sample the 
unique history, and enjoy a varied festivals and events programme. Summer 2016 
events include the Queen’s 90th birthday celebrations, Worcester Literary Festival, 
Worcester Foodie Festival, Worcester Carnival, Worcester Show, Worcester Festival, 
CAMRA Beer, Cider and Perry Festival, Family Fun Days and sporting fixtures at 
Worcester Racecourse and Worcestershire County Cricket Club.

2.2 However, the City of Worcester’s route to market for the promotion of the various 
summer activities is currently limited and there is no hub for joint promotion.

2.3 The VisitWorcester.com website, which contains a Worcester City page that may be 
directly accessed via the www.visitworcester.com  and www.visitworcester.co.uk 
links, provides listings of events and activities but is primarily aimed at visitors who 
are already planning a visit to the city. In addition, certain promotions are limited to 
subscription-paying business and therefore the web site does not provide 
comprehensive coverage of all places of interest to visitors.

2.4 As such there is not a dedicated marketing campaign for promotion of the City’s 
events, parks, attractions and outdoor spaces (plus much more) to a wider audience 
that will attract visitors from outside the city and from further afield.

2.5 A marketing strategy for the city is currently being developed however in order to 
maximise the opportunity over the coming summer months it is proposed that a 
campaign aimed at attracting visitors is launched in June 2016.  The campaign will 
also enable local residents to know about all the events on offer and participate in 
summer activities in the city.  The programme covers a wide range of sports, family 
and cultural activities, including some free entry, to suit a variety of interests.  This 
will also promote the benefits of 'staycations' for those who cannot afford other 
holiday options.

http://www.visitworcester.com/
http://www.visitworcester.co.uk/


2.6 As an additional benefit it is anticipated that this promotional drive will have a 
positive effect on City Centre footfall which showed a 3.9% decrease in Q4 15/16 
compared with the same period in the previous year. 

3. Preferred Options 

3.1 The marketing campaign will be centred on a new dedicated website 
www.summerinworcester.com and stretch to include social media campaigns via 
Facebook, Twitter and Instragram. Local promotion of the website will include a 
double page wrap around the Berrows Worcester Journal and in order to attract a 
wider audience, advertising will be placed with regional press promoting ‘Summer in 
Worcester’ including Birmingham, Gloucester, Solihull and Stratford newspapers.

3.2 The ‘Summer in Worcester’ domain name has been provided by Worcester BID for 
trialing in 2016 and lessons learned will be applied to the 
www.christmasinworcester.com website domain name which is also available for a 
Christmas campaign later in the year.

3.3 The ‘Summer in Worcester’ website will be developed and managed without the 
necessity of having a revenue stream from businesses.  As a result, the website can 
be set up relatively quickly and the promotional content will not be limited to those 
organisations paying a subscription.

4. Alternative Options Considered

4.1 A campaign based on press advertising and leaflet distribution was considered but 
this approach would not provide the opportunity for links via social media and would 
not provide the opportunity for promotional material to be updated at regular 
intervals.

4.2 To do nothing would simply miss the opportunity of raising the profile of the city to a 
wider audience during 2016.

5. Implications

5.1 Financial and Budgetary Implications

There is currently circa £10,000 remaining of the budget allocated to support those 
businesses affected by the 2014 floods. The objective of promoting the city, 
attracting new visitors and increasing the footfall in the city and other local centres is 
certainly in keeping with the aim of supporting businesses and it is proposed that 
this campaign is funded from the balance of this allocation. It should be noted that 
the BID ‘Open4Business’ campaign gained wide traction during and after the 2014 
floods.

5.2 Legal and Governance Implications

None directly arising from this report.

5.3 Risk Implications

There is a limited risk that the campaign does not generate the added benefits to the 
city however this will be a valuable project in terms of learning lessons for future 
campaigns.

http://www.summerinworcester.com/
http://www.christmasinworcester.com/


5.4 Corporate/Policy Implications

None directly arising from this report.

5.5 Equality Implications

The campaign will promote a wide a wide range of entertainment activities suitable 
for a wide variety of ages and interests, the majority with disabled access.

5.6 Human Resources Implications

The City Council’s Tourism and Marketing Officer will lead on the campaign and web 
site development will be provided via a mix of internal and external resources.

5.7 Health and Safety Implications

None directly arising from this report.

Ward(s): All wards.
Contact Officer: Victoria Carman, Tourism and Marketing Officer

Tel:01905 722176
Email: victoria.carman@worcester.gov.uk

Background Papers: None 

mailto:victoria.carman@worcester.gov.uk

