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Coastal location - sadly been used for suicide

80% Suicides at the site between 

2006 - 2019 were non-residents 

Germany Finland

Ireland Canada

JapanSweden

Malaysia

- 5% from overseas (2006-2017)



The Culture & Folklore



And then there was the ‘B’ word!



Reframing our understanding of the issues

 Intensive collaboration programme 

2019

 Design Councils Framework for 

innovation

 5 day design-led workshop programme

 17 organisations

 37 people participated in workshops

 1 key outcome: Change image of site

 Reduce potentially harmful online 

information



Prolific saturation of online content

Media reports –
inquests, missing 

persons, suicides

Blogs – refer to 

location for suicide

Pro choice forums –

users share info on 

accessing site for suicide

Videos – YouTube –

videos on location or 

suicide at location

Web pages on 
location & suicide e.g. 

wikipedia

Social media –
share images & news 

stories / views 

Images – associated 

with suicide or 

reinforce lethality & 

remoteness of cliffs

2 potential harms

1. Reinforces location used for suicide

2. Provides info on how to access & 

complete suicide



Understand more

Commissioned research 

to improve understanding of 
online content & 

approaches to address

Digital research –

scope & potential solutions

Fresh Egg Ltd

Digital marketing agency

Academic research-
understand content & potential 

solutions

Canterbury 
Christchurch University 

Funded by Sussex ICS Suicide Prevention Partnership



Digital research overview

 Stakeholder engagement & extensive review 
of digital landscape

 Samaritans online harm leads, local 
suicide incident response workers, public 
health, academic research lead.

 Challenging 

 Lots people looking for location info, not 
all at risk of suicide

 People looking to end their lives at BH do 
not leave same digital footprint, e.g. 
they may:

 Use other non traceable sources e.g. 
private groups, dark social sharing 
spaces

 Disguise  searches (avoid detection)

 Reverse of digital marketing

 Need to increase friction in journey –
make harder to find info



Regionality of location suicide search terms

 28,400 searches per month on location 

name alone

 3,540 searches per month on location 

‘suicide’ search terms

 25% UK searches - Sussex, Kent & London

 Top 10 locations account for 42% average 

monthly search volume

 40/51 UK regions had average monthly 

searches over 100



Type website appearing in search results



Example of issues identified

 Search engines prioritise suicide related 

terms

 Example - Search for location height

 Produces 9 links 

 8 about suicide at location

 First promoted article BBC news story 

naming it a suicide spot

“The connection between the 

location & suicide is so strong & 

ingrained, that it appears to be 

reinforced even in content that has 

no bearing on the topic of suicide.”



Research recommendations

 4 areas of recommendations

1. Content Correction & Removal 

 E.g. Edit Wikipedia location entry to demote the ‘suicide spot’ angle

2. Education & Information

 E.g. Create resources & offer training for bloggers/social media 

influencers/YouTubers

3. Targeted Messaging

 E.g. Run contextual display advertising on websites where key terms are present

4. Platform Partnerships

 E.g. build relationships with platforms to widen scope of existing interventions to 

minimise potentially harmful content



Implementing recommendations

 Challenges

 Scale of content to review request removal/edit

 Influencing platforms – working with existing platform policies

 Work with Samaritans Online Harm team – established relationships with 

platforms

 Some recommendations not without risk

 E.g. To tackle misinformation – use content to exaggerate the 

capabilities for detection, number of wardens etc 

 Consider in academic research

 Plan to implement most feasible


