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Introduction 

This is the final year report on audience development activity 

across the Without Walls Associate Touring Network (WW ATN) 

which has been funded by Arts Council England’s Strategic Touring 

Fund in two rounds 2013-2015 and 2016-2018. This report focuses 

on the latter round 2016-2018, but is accompanied by a separate 

audience monitoring data report which covers the full six years. 

Each ATN partner organisation has also been provided with an 

individual report with an overview of its impacts against 

objectives annually, as well as having access to a full Audience 

Finder dashboard and/or their own commissioned evaluation 

reports. Many of the partners can also draw on more detailed 

evaluation which they conduct, so for more detail they should be 

approached directly.    

The purpose of this report is to provide a summary and highlights 

of the audience development activities which were particularly 

successful or impactful, and to provide a final assessment of the 

impacts of the project as a whole. Its findings have been informed 

by the data provided from audience monitoring, details of 

audience development activity delivered against objectives and 

assessment of the impacts of this activity alongside the impacts of 

partners’ involvement in this project provided by the festival 

organisers.  

Finally, it should be noted that this report does not include detail 

on digital impact specifically, only where it was a key element of 

audience development plans, which the festivals and events have 

reported on to Without Walls. 
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Audience Development and Without Walls 

Associate Touring Network 

The aim of the Associate Touring Network is to increase 

engagement with and enjoyment of outdoor arts at a regional and 

national level, and to collect evidence to inform the development 

of audiences for the network and for the sector. Specifically: 

To extend the reach and benefits of the existing Without Walls 

programme in areas where there is low engagement with the 

arts, bringing high-quality outdoor work to diverse audiences 

across England. 

The audience development objectives are:  

• To create opportunities for audiences to experience 

quality outdoor arts  

• To reach diverse audiences  

• To create opportunities for festivals to reach out to 

communities  

• To engage with people who typically have low or medium 

engagement with arts and culture  

• To engage in consultation and discussion with audiences to 

gather feedback 

• To collect demographic data to build a nationwide picture 

of outdoor arts audiences  

• To collate and disseminate feedback to festivals to 

improve audience experience 

The festivals and events which have been part of the project in its 

two rounds 2013-2015 and 2016-2018 are as follows: 

• Freedom Festival, Hull – ACE NPO  

• SO Festival, East Lindsey – ACE NPO  

• Derby Feste – run by a consortium of organisations in Derby 

and in 2018 by Deda as part of its ACE NPO 

• Big Feast, Appetite, Stoke on Trent – ACE Creative People 

and Places  

Members for 2016-18 are: 

• City Festival and Diwali, Leicester – run by Leicester City 

Council – two events 

• DN Festival (previously DNweekeND) - run by Right Up Our 

Street, Doncaster, ACE Creative People and Places 

• A number of festivals across Peterborough including in 2018 

Once Upon a Story and the Cathedral 900 Years Celebration 

- run by Vivacity, Peterborough  

• Bell Square weekend events - run by Watermans, 

Hounslow, ACE Creative People and Places associated   
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• Lancashire Encounter – run by Preston City Council (the full 

Lancashire Encounter ran every two years in 2016 and 

2018, in 2017 Preston held a series of events including Egg 

Rolling, City Centre Street Theatre and Brief Encounter)  

• Yorkshire Festival - run by Welcome to Yorkshire (this 

biennial event was included in 2016 and programmed 

outdoor arts in association with the Tour de Yorkshire in 

2017, however the festival withdrew from the project after 

that) 
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Festival dates 

Festival Partner 2016 2017 2018 

Bell Square, Hounslow May - October May - October May – October 

SO Festival, East Lindsey 25 June – 3 July 27 June – 2 July 1/2 September 

Vivacity, Peterborough 20/21 August & 3/4 September (Arts 

Festival and Park Tales) 

2/3 September (Key Feste) 10/11 August Once Upon A Story Festival 

& 5-14 October Cathedral 900 Years 

Celebration 

Welcome to Yorkshire 1-3 July (Yorkshire Festival) 28-30 April (Tour de Yorkshire) -  

Big Feast Festival, Appetite, Stoke on 

Trent  

27/28 August 25/26 August 24/25 August & Museum of the Moon 18 –

31 August 

City Festival / Diwali, Leicester City 

Council  

26/27 August & 21/22 September 11-28 August & 8 October 22-25 August / 28 October–7 November 

DNweekeND/DN Festival, RUOS 

Doncaster* 

3/4 September 9/10 September 27/28 July 

Freedom Festival, Hull 3/4 September 1-3 September 31 August–2 September 

Lancashire Encounter, Preston City 

Council  

23-25 September (Lancashire 

Encounter) 

Egg Rolling 17 April, Street Theatre 

10 June & Brief Encounter 23 

September 

Egg Rolling 2 April, Lancashire Encounter 

21-23 September 

Derby Feste 23-25 September 29/30 September 28/29 September 

 

*Right Up Our Street also ran DN Festival of Light (including Luke Jerram’s Museum of the Moon) from 16–24 November, the results for which 

are not included in this reporting.   
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Partners’ Without Walls Programming 2018 

It should be noted that the Without Walls programming makes up part of each festival’s or event’s overall programme.  

2018 

In 2018 there were 22 companies delivering 161 performances at 11 different events.  
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Acrojou - Wheelhouse      2    

Akademi - Sufi-Zen 2  1   2  1  

Artizani - Bees!   2  4     

Bootworks Theatre - The JukeBoxes     6     

C-12 DANCE THEATRE - Trolleys 2         

Cocoloco - Willy & Wally  4        

Company Chameleon – Witness this 2   3   4   

Dizzy O'Dare - Baba Yaga's House     3  6     

Far From The Norm - H. O. H.       4   

Highly Sprung - Urban Astronaut      3    

Horse + Bamboo – Theatre For One     4      

Humanhood - Orbis   2 2      

Luke Jerram - Museum of the Moon* 1  10 8  9 16   
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Matthew Harrison – The Actual Reality Arcade*    2      2  

NoFit State & Motionhouse - Block      4 4  4 3 2 

Plunge Boom – Vegetable Nannies     6     

Project Vee Ltd - Project_Vee    2      

Southpaw Dance - Carousel   1    4   

Stefano di Renzo - Hold On     3     

Stopgap - Billy and Bobby       4   

Thrill Laboratory - VR Playground* -     2    2 2 

Wild N Beets - Bingo Ling  4  4     3 

N.B: Please note that the Bell Square annual programme had not finished when this report was written, and the audience benchmarking 

included data from 4 Without Walls artists programmed (not the whole Bell Square annual programme).  

*These productions were durational and therefore the count here is of days and not performances.  
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2017 

In 2017 there were 17 different shows presented across the 10 areas (involving individually 9 festivals plus events throughout May – 

December at Bell Square in Hounslow, 4 of which included Without Walls shows, and multiple events in Lancashire as part of Preston City 

Council’s programme). In addition to the main events some of the shows were presented at pre-festival events, so called ‘Taster Tours’ to 

engage local communities. In total the Associate Touring Network presented 126 performances of Without Walls shows in 2017. 
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Akademi - Sufi-Zen      1     

Artizani - Bees!    3     3  

Candoco - You and I know 2    2     1 

Circus Geeks x Pangottic - Project_Vee   4   4 3   4 

Company Chameleon - Of Man and Beast   1     4   

Far From The Norm – H. O. H. 2  2  2/4***      

Gandini Juggling - 8 songs       2  2  

Gobbledegook Theatre - Ear Trumpet        4   

Highly Sprung - Urban Astronaut 2 2 4  4 4   1  

Joli Vyann – Lance Moi En L’Air 1    2/4***  3  1 1 

Kuljit Bhamra - Chutney          2 

Miss High Leg Kick – Audition Project  4   1/2***      

New Art Club - Campervan of Love   6  4     4 
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NoFit State & Motionhouse - Block         2    

Periplum - 451        1   

Plunge Boom – Vegetable Nannies         3/3*  

Wet Picnic - The Lift    2  4 4/3**   2 

 

N.B: Please note that the Bell Square annual programme had not finished when this report was written, and the audience benchmarking 

included data from 4 Without Walls artists programmed (not the whole Bell Square annual programme).  

*Plunge Boom performed at two of Preston Council’s events - The Egg Rolling and a Taster Tour  

**Wet Picnic performed at a Taster Tour event as well as the main DNweekeND in Doncaster 

***Far From The Norm, Joli Vyann and Miss High Leg Kick performed in the Big Feast’s Taster Tour as well as at the main festival 
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2016 

It should be noted that the Without Walls programming makes up part of each festival or events programme. However, in 2016 there were 

20 different shows presented across the 10 locations (involving individually 11 `festivals` plus events throughout May – December at Bell 

Square in Hounslow 3 of which included Without Walls shows). In addition to the main events some of the shows were presented at pre-

festival events to engage local communities. In total the Associate Touring network presented 155 performances of Without Walls shows. 
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Acrojou, The Wheelhouse       6         4   

Akademi, Sufi-Zen     1   4           

Artizani, Bees!   4     4   4     7 

Avanti, Reliquary 2 4   6           7 

C12, Trolleys           3 2 2     

Company Chameleon, Push          2     2 1   

Company Chameleon, Of Man and Beast 2     4 3   1     2 

Gandini Juggling, 8 songs   4         2     2 

Gobbledegook Theatre, Ear Trumpet               4     

Kuljit Bhamra, Chutney 2         1     1   

Les Enfants Terribles, Marvelous Imaginary 

Menagerie 
    4 2   4     4   
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Motionhouse, Underground               1     

Plunge Boom, Vegetable Nannies   6 6         12     

Plunge Boom, Smoke       4     2     2 

Southpaw Dance, Carousel                   1 

Southpaw Dance, Faust 1 1 2               

Stefano di Renzo, Hold On     3 6             

Stopgap, Bill and Bobby       6         4   

Wet Picnic, The Lift     1   4           

Wired Aerial, As The World Tipped   4     4   4     7 

  



© The Audience Agency 2019  13 

Audience Development Objectives and 

activities 2016-2018 

In each year partners were able to claim up to £8,000 plus VAT to 

deliver Audience Development activities.  

The partners’ objectives stayed constant over the three years and 

were focused on a range of key audience groups.  The overriding 

objective being reaching parts of the community which have 

traditionally not engaged with the festivals or events and outdoor 

arts or more generally with culture in their locality.  The core 

objectives across the majority of festivals were around the 

following, although these were not approached necessarily in a 

mutually exclusive way: 

• Attracting specific age ranges in the local population 

whose representation had previously been low in their 

audiences – chiefly 16-24 year olds (including through 

schools) and/or elders 

• Targeting specific geographic areas in the locality – chiefly 

those with higher deprivation and/or areas of low cultural 

engagement 

• BAME communities within the festival or events’ catchment 

area 

• Local families 

• People with disabilities or limiting health problems 

The partners were also, as might be expected, looking to grow 

their audiences and/or encourage them to return year on year.   

Finally, most of the ATN partners, particularly those working as 

part of, or in partnership with, Creative People and Places 

projects, were also considering how their work supports 

community cohesion and has wider social impacts. Although this is 

not an area that has been the focus of the evaluation presented 

here, it is evident through the partners’ work.  
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Overview of target audiences 2016/17/18 

Festival 

1
6
-2

4
 y

e
a
r 

o
ld

s 

S
c
h
o
o
ls

 

F
a
m

il
ie

s 

E
ld

e
rs

 

L
o
c
a
l 

c
o
m

m
u
n
it

ie
s 

o
f 

le
a
st

 

e
n
g
a
g
e
m

e
n
t 

D
if

fe
re

n
t 

E
th

n
ic

 

c
o
m

m
u
n
it

ie
s 

S
o
c
ia

l 
M

e
d
ia

 

fo
ll
o
w

e
rs

 

P
e
o
p
le

 w
it

h
 

d
is

a
b
il
it

ie
s 

a
n
d
 

h
e
a
lt

h
 

p
ro

b
le

m
s 

O
th

e
r 

Bell Square 2016     ✓  ✓   

Bell Square 2017 Experience 

Seekers 
  

  Kaleidoscop

e Creativity 

   

Bell Square 2018     ✓ ✓ ✓   

SO Festival 2016 ✓ ✓ ✓  ✓  ✓   

SO Festival 2017 ✓  ✓ ✓    ✓  

SO Festival 2018 

✓  ✓ 

✓     Inter-

generationa

l 

Peterborough Arts Festival – Park 

Tales / Key Feste 2016 
✓  ✓  ✓ ✓    

Peterborough Key Feste 2017 ✓  ✓  ✓ ✓    

Once Up on a Story Festival / 

Cathedral 900, 2018 
 ✓ ✓   ✓    
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Big Feast, Appetite 2016 ✓  ✓  ✓ ✓  ✓  

Big Feast, Appetite 2017   ✓  ✓ ✓ ✓ ✓  

Big Feast, Appetite 2018 ✓  ✓ ✓ ✓ ✓  ✓  

City Festival, Leicester / Diwali 

Leicester 2016 
✓ ✓ ✓  ✓ ✓    

City Festival, Leicester / Diwali 

Leicester 2017 
  ✓  ✓ ✓    

City Festival, Leicester / Diwali 

Leicester 2018 
  ✓   ✓ ✓   

DNweekeND, Doncaster 2016     ✓ ✓    

DNweekeND, Doncaster 2017 

   

 ✓ ✓   Town 

centre 

residents 

DN Festival, Doncaster 2018     ✓ ✓  ✓  

Freedom Festival, Hull 2016 
✓  ✓ ✓ ✓  ✓   

Freedom Festival, Hull 2017 

✓  ✓ 
 ✓ ✓   Newsletter 

signups 

Freedom Festival Hull 2018 
  ✓   ✓   Visitors 

Lancashire Encounter, Preston 

2016 
✓  ✓  ✓ ✓    
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Preston City Council events 2017 

✓  ✓ 

 ✓ ✓   Geographic 

reach across 

Lancashire 

Lancashire Encounter, Preston 

2018 
  ✓  ✓ ✓   Refugees 

Derby Feste 2016 
✓   

 ✓ ✓    

Derby Feste 2017 
✓ ✓ ✓ 

 ✓ ✓    

Derby Feste 2018 
✓ ✓  

✓ ✓ ✓    
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Overview of Audience Engagement activities 2016/17/18 

Broad areas of Audience Development activity supported as part of the Without Walls ATN programme focused on their main target 

audiences.  
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Bell Square 2016 ✓ ✓        

Bell Square 2017 ✓ ✓      ✓  

Bell Square 2018 ✓ ✓      ✓  

SO Festival 2016 ✓  ✓    ✓ ✓  

SO Festival 2017 ✓  ✓  ✓  ✓ ✓  

SO Festival 2018     ✓     

Peterborough Arts Festival – Park Tales / Key Feste 

2016 

✓   
✓   

 ✓  

Key Feste Peterborough 2017    ✓  ✓    

Once Up on a Story Festival/Cathedral 900, 2018 ✓   ✓ ✓ ✓    

Big Feast, Appetite 2016  ✓ ✓ ✓  ✓ ✓ ✓  

Big Feast, Appetite 2017  ✓ ✓ ✓  ✓ ✓   

Big Feast, Appetite 2018  ✓ ✓ ✓ ✓  ✓ ✓  

City Festival, Leicester / Diwali Leicester 2016    ✓   ✓ ✓ ✓ 
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City Festival, Leicester / Diwali Leicester 2017    ✓ ✓  ✓   

City Festival, Leicester / Diwali Leicester 2018 ✓    ✓ ✓    

DNweekeND, Doncaster 2016   ✓ ✓  ✓  ✓  

DNweekeND, Doncaster 2017   ✓   ✓  ✓ ✓ 

DN Festival, Doncaster 2018   ✓  ✓   ✓ ✓ 

Freedom Festival, Hull 2016 ✓ ✓ ✓ ✓ ✓    ✓ 

Freedom Festival, Hull 2017    ✓ ✓  ✓  ✓ 

Freedom Festival, Hull 2018    ✓ ✓ ✓    

Lancashire Encounter, Preston 2016     ✓     

Preston City Council Events 2017    ✓ ✓ ✓    

Lancashire Encounter, Preston 2018 ✓    ✓   ✓ ✓ 

Derby Feste 2016 ✓  ✓  ✓     

Derby Feste 2017 ✓    ✓     

Derby Feste 2018 ✓    ✓     
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Workshops and engagement activity delivered in 2018 

A total of 139 workshops or audience development events were held across the partners involving an estimated 5,498 people.  

Festivals/events Workshops/ AD events 

No. workshops/ 

engagement 

sessions 

No. 

people 

attended 

 

Bell Square Writing for Social Media Workshop 1 12 Open access to Bell Square attenders 

SO Festival 
Workshops with community / site visit for 

walk (6 / 7 June 2018) 12 30 

 

 
Workshops with community / site visit (23 / 

24 July 2018) 9 20 

 

 
Public Workshop with Mandala Artist (1 

September 2018) 1 37 

 

 The SOuvenir Walk 1 57 Open access 

 
Audience Workshop with Eco Centre (2 

September) 1 18 

 

 
Audience Workshop with Mandala Artist (2 

September 2018) 1 18 

 

Once Upon a Story, 

Peterborough Festival Décor Workshop  6 125 

Textile workshops creating festival décor, 

Women and their children plus Somali artist 

 Carousel  1 30 Open workshop 

 Baba Yaga workshop 1 150 Open workshop 

 Bee workshop 1 150 Open workshop 
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 Sjurt and printing workshop 1 200 Open workshop 

Big Feast, Stoke 

Wavemaker site dressing workshop  2  85 

Worked with groups and families in site 

dressing workshops and designed bunting 

for the festival  

 

Radio session New Vic 1 9 

Hunt & Darton carried out a workshop at 

the New Vic Theatre to  produce content 

for their live broadcast at The Big Feast  

 

Radio session Portland  1 16 

Hunt & Darton carried out a workshop with 

local residents in Portland Street as part of 

the Portland Inn Project  

City Festival Leicester Hamilton Library Family Fun Day  2 62  

 BRITE Centre Family Fun Day 2 67  

 Netherhall Children’s Centre 1 18  

 New Parks Adventure Playground 1 93  

 St Barnabas Library 1 43  

 Belgrave Library 1 33  

 Cossington Park 1 35  

 Beaumont Leys Library 1 22  

 Beaumont Leys Shopping Centre 1 16  

 Highfields Library 1 9  

 Spinney Hill Park 1 52  

Diwali Leicester Rangoli Workshop 6 264 Wyvern Primary School  



© The Audience Agency 2019  21 

Rushey Mead Primary School  

Abbey Primary School 

 Colouring activity sheet with invite letter sent 

to KS2 at 6 local schools.  

N/A 2100 School Activity Sheet  

 Free drop in community.  2 99 Family Rangoli Workshop 

DN Festival Young Deaf Abel Panel  1 8  

 

D/deaf and disability advisory panel  2 8 

individuals from Cast, Darts, The Deaf Trust 

and The Hesley Group 

 Refugee and Migrant panel  1 5  

 AD sessions  2 2 With Alison Edbury for RUOS team 

Freedom Festival Beats Bus – present in East Hull at the 

Freedom Centre  
1 28 

 

 Beats Bus – present at Constable Street 

Community Allotment event 
1 16 

 

 Mini FEASTival – Freedom Centre 1 86  

 Mini FEASTival – Constable Street 

Community Allotment 
1 61 

 

 

Presence at Big Malarkey Festival 23rd June 1  

Distributed 500 flyers. Ran four 

competitions resulting in allocation of 16 

tickets for the Freedom FEASTival  

 Supported delivery of 3 x community 

workshops to support the International 

Carnival  

3 68 
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Lancashire Encounter 

Choir  16 230 

10 engaged Choirs/Groups- Participation 

and engagement from hard to reach and 

low culturally engaged audience spectrum 

 

Parade workshops 25 528 

6 engaged groups with artists support 

8 groups/orgaisations who bought into the 

Parade but had no artists support  

 Parade   1 387 Taken from groups above 

Derby Feste 

Preparation  for the Festé parade and focus 

group with 3 groups 
24 201 

Bosnian community center 

Hindu temple  

Ukrainian community centre  

University of Derby & Derby College 

Derby West Indian Community Centre 

(EMCCAN) 

Portway Juniors 

Déda Jump  

Ashgate Primary 

Bemrose Primary 

Mickleover Primary School 
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Workshops and audience development activity delivered in 2017 

A total of 121 workshop or audience development events were held across the partners involving an estimated 4,793 people.  

Festivals/events Workshops/ AD events 
No. people 

attended 

 

Bell Square  - Ongoing training and support for intern to deliver social 

media campaigns 

SO Festival 6 days 80 Workshops with older people for cake making 

 11 days 13 Ambassadors 

 10 days 100 Artist for family space - pre & during festival 

 
N/A 800 Improving accessibility for festival: plug ins & online 

accessibility work 

Key Feste, Peterborough 4 workshops 12 Designing a shed both outside and inside, theming it to fit 

the festival programme. Participants chose to base their 

activities around Highly Sprung’s Urban Astronaut, with an 

artist they designed and spray painted a large astronaut 

inside 

 1 day 72 Festival flags in city centre, participants made flags from 

dowel, electrical tape and coloured crepe paper. Due to the 

bad weather not as many people participated as 

anticipated. 

 1 day  300 approx. Company Chameleon, only danced one performance 

although it was 5:15 so caught people leaving the shopping 

Centre – pre-festival taster 

 2 days 380 Graffiti Stencils 

 2 days 230 Spraying boards 
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Tour de Yorkshire  8- Scarborough 200-est Giant cycle jersey making 

 5-Tadcaster 150-est Bike decorating with a children’s bike parade 

 5-Harrogate 100-est Film making 

Big Feast, Appetite 3 27 (69 

participations) 

Local storyteller, Peter Chand, told stories to engage target 

audiences at Thomas Boughey in Shelton, a deprived area of 

Stoke-on-Trent 

 5 7 (29 

participations) 

Wavemaker led a series of site dressing workshops for The 

Big Feast with Burslem Jubilee 

 1 13 Far From The Norm led a dance workshop at the Discover 

Dance Festival  

City Festival Leicester 6 workshops 193 Craft workshops inspired by Highly Sprung's Urban Astronaut 

in libraries for children and their families 

Diwali Leicester 3 workshops - Diwali 222 Rangoli School Workshops in 3 primary schools 

 2 workshops – Diwali 287 Rangoli Family Workshops 

DNweekeND, RUOS 6 sessions 40 The sessions aimed to breakdown the group’s understanding 

of audience engagement, understand the makeup of each of 

their individual communities and then look at targeted 

approaches to programming and reaching a broader 

audience.    

Freedom Festival, Hull 4 x Shopping Centre activity days (Northpoint 

& ASDA)  

1,178 of which 266 

signed up to 

newsletter  

Feast themed activity encouraging families to ‘grow your 

own’. Children encouraged to sow seeds, prepare home 

grown food and participate in creative activities aligned to 

the festival feast 

 6 x Spoken word workshops 17  Spoken word workshops facilitated by professionals to 

support new writers/performers in their development 
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 8 x School engagement workshops 240 Introducing children to the festival and encouraging the 

exploration of Freedom. Children were encouraged to 

design posters for the festival and the Feast which were 

turned into permanent artworks and placed on digital cabs 

around the city 

Preston City Council Events  Preston x 1 40 Taster Tour performances from Plunge Boom – Vegetable 

Nannies and Artizani – BEES! 

 Burnley x 1 50 Taster Tour performances from Plunge Boom – Vegetable 

Nannies and Artizani – BEES! 

 Blackpool x 1 110 Taster Tour performances from Plunge Boom – Vegetable 

Nannies and Artizani – BEES! 

Derby Feste 10 81 Community Hub Workshops - 5 different Community Hubs to 

learn the Garba dance 

 10 151 Primary School Workshops in  

5 schools to learn the Garba dance 
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Workshops and Audience Development activity delivered in 2016 

A range of pre-festival and at festival workshops were delivered across the festivals, including specific skills development sessions and 

‘rehearsals’ for performances. Approximately 4,280 people benefitted from the activity across the Without Walls ATN locations from a total 

of around 109 different workshops or sessions in 2016.  In addition to these sessions some benefitted from `go see` visits to other festivals 

which are not included here. 

Festivals/events  No. people 

attended 

 

Bell Square 3 x Blogger and staff social media training 6 3 separate training sessions for staff and bloggers covering 

social media best practice and skills such as using GoPro, 

video editing, content creation 

SO Festival 
2 workshops 150 Work with 2 Skegness schools (chapel ST. Leonards, Y4 & 

Skegness Grammar Y7) to build the family space.  
 

1 Gandini workshop 10 Workshops in the family space 

Peterborough Arts Festivals 3 workshops site dressing  Workshops in Family centres with artists making willow 

faces, toten poles 

 2 days banner design 12 14-18 years designers helped design banners and bus 

adverts with graphic designer 

 1 day family workshops 220  Vegetable Nannies workshop in Cathedral Square 

Yorkshire Festival 10 workshops 104 Singing workshops, use of voice, for the Big Sing in 

Scarborough 

Big Feast - Appetite 2 workshop sessions 300 Big Feast activity tent 

 Company Chameleon workshops 20 Taster Tour workshop with Company Chameleon 

 4 Site Dressing workshops  22 (52 

participations) 
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City Festival Leicester/Diwali 

Leicester 

6 workshops at festival for City Festival 150 Marvellous Imaginary Menagerie workshops in Libraries 

Mayhem & Mix UP workshops with community groups 

 4 workshops for Diwali 300 Rangoli workshops 

 2 workshops for Diwali 176 Drop in family workshop 

DNweekeND 3 workshops 800 Balby by the Sea – Meddling Pixies performances 

 1 workshop 233 Rossington Fun Palace – Gandini Juggling workshop 

Freedom Festival Word on the Street – Generations – 6 sessions 

and a live performance at the festival 

30 Intergenerational spoken word programme targeting older 

people (65+) and younger people encouraging them to share 

their experiences and produce and develop work which 

explores the concept of Freedom.   

 Community Correspondents – 15 sessions, one 

weekend away (Stockton International 

Festival) and 8 exclusive BBC experiences. 

Without Walls made a small contribution to 

the total project. 

12  A creative citizen project designed to encourage and enable 

local people to talk, blog and write about the cultural 

transformation taking place in their city.  

 Ambassador Training/Briefing & 

Ambassador/volunteer sessions x8  

109 4 sessions focused on familiarization of the programme and 

engagement. 

4 sessions where volunteers delivered direct training to 

wider volunteers.  

 Youth Centre engagement x 3  29 Delivered by Ambassadors these sessions were delivered 

with partners in the city at Darley Youth Centre to 

introduce children to the festival. 

 Northpoint Shopping Centre – 2 days Estimated 

audience 1000 

We took a festival guitar boat to the shopping centre and 

engaged a local, established singer to perform, and actively 

encouraged families to participate. Highly successful and 

great feedback directly and on social media channels. The 

work was supported by our Ambassadors.  
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Lancashire Encounter 3 workshops 31 Lantern making workshops with the Marsden Mums group 

from Burnley, participants aged between 9months – 

45years. 34 participants took part on the day of procession  

 2 workshops 19 Making workshops with Community group from the 

Brookfield Estate to create their themed entry. 27 

participants took part on the day of the procession 

 13 workshops/rehearsals 534 Sessions were delivered to 9 community groups ranging 

from schools, youth theatres to university students. A total 

of 40.5 hours of workshops were delivered and a total of 

157 young people took part on the evening.  

Derby Feste 6 workshops 6 Roma music video production. Writing sessions, recording 

sessions and film production session. 

 4 rehearsals 15 Urban Choir Féste rehearsals 
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Overview and analysis of Audience 

Development activities 2016-2018

Capacity and Audience Development 

It is important to identify where capacity is needed in order to 

deliver effective audience engagement. Across the years, WW ATN 

partners who have hired dedicated staff have benefitted from 

more successful audience engagement activity.  Where the 

additional resource required to deliver audience engagement 

activity has been sourced through delivery partners, i.e. not an 

employee, there has been a tendency for the goals of host and 

partner organisations to come out of alignment. So, while partners 

are effective for initiating activity, they may not necessarily be a 

long term strategic solution for successful audience engagement.  

Engaging artists = engaged audiences 

Over the years the WW ATN partners and Without Walls have 

worked with artists to develop their engagement with audiences 

to support the overall audience engagement work.  

• Many of the festival producers and programmers, alongside 

the work of Without Walls, are involved in commissioning 

work, so between them and Without Walls artists and 

companies are mentored.  This means that year on year 

the work of companies and their shows develop – which is 

particularly important in terms of Audience Development 

and constantly assessing the quality of the audience 

experience.    

• Where artists are willing to talk about their work with 

audiences, positive impacts are reported.  In 2018 this was 

exemplified by Company Chameleon and their production 

of ‘Witness This’, which was successful in tackling a 

potentially challenging subject matter in an outdoor 

setting.  On the other hand, durational shows or ones 

which embed audience interaction and participation, such 

as VR playground, also require artists/producers to pay 

close attention to the quality of interactions with 

audiences. 

• For SO Festival, artists helped increase the footprint of the 

festival by taking activity beyond the centre of Skegness 

and engaging people in different ways through SOuvenir 

Walk. The Walk was a ‘moving dialogue’ which was 
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immersed in the place and therefore connected with 

audiences.  

Continuity = building year on year 

Continuity of Audience Development activities from year to year 

with partnership at the heart has been a successful strategy for 

the ATN partners. Derby Feste’s Hubs and Artcore partnership is a 

repeated format for 2017 and 2018, albeit with a different theme, 

which is embedding the festival across communities in the city.  

The strategy in Derby has evolved over six years from inviting 

community groups to perform through to community groups 

coming together in a mass participation event.  Such activity also 

provides a platform for improving social integration between 

communities as different communities come together to perform.  

However, there can also be challenges to engaging community 

groups over the longer term.  As some may be engaged with a 

focus on an outlet for their own work, rather than falling in with a 

festival theme.  So, close monitoring of such relationships is 

important and it may be necessary to find a range of ways to 

involve such groups over the longer term.  

 

Matchmaking 

The audience engagement work has been most successful when 

the artistic vision, content and means or mode of engagement has 

been well matched with the target audience type. 

• It is interesting to note that there may be activities, such 

as site dressing, which festivals feel could be universally 

appealing to a range of audience types.  However, in 

reality it may not appeal to some target groups.  The Big 

Feast found that attracting BAME participants to a site 

dressing workshop was not successful.  This demonstrated 

that it is important to consider the interests of a potential 

community, rather than just satisfying a need the festival 

has.  

• In Leicester the pre-festival engagement workshops in 

libraries outside the city in 2016 and 2017 focused on one 

WW show and developed activities around it culminating in 

a potential visit to the performance at the festival.  It was 

perceived more successful in engaging people than the 

project in 2018 where a small-scale performance was 

staged in the libraries and public spaces. Because the 

performance was not connected to the festival programme 

it was perhaps harder to make the invitation to the festival 
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to the participants.  The organisers noted that is was more 

effective to focus on one of the festival’s shows, rather 

than talking about the overall programme, demonstrated 

by a fall of engagement with the wider festival by the 

target communities in 2018. 

• Some WW ATN partners expressed the importance of 

positive participatory experiences – this related to being 

appropriately resourced and supported for outreach and 

engagement activity and/or working with partners who 

know target communities and participants with whom they 

are naturally more comfortable (many partners learnt from 

experience on this). 

Partnership = spread the load 

Related to the point above, where festivals have effective 

partnerships they can become embedded across a place and 

become a connecting force, attracting additional investment, and 

consolidating or developing the work of local organisations. 

• Co-programming was important for the Big Feast through 

its partnerships with Hunt and Darton’s Radio Local 

project. 

• Friends of Central Park and Peterborough Cathedral 

benefitted from the activity for the Once Upon A Story 

Festival and Museum of the Moon in terms of raised 

awareness and increased footfall. 

• However, many partners were recognising when a 

partnership was not going to come off or it was no longer 

achieving its original aims (or indeed those aims were no 

longer valid) – so it needs to be considered a process, and 

knowing when to walk away from or evolve a potential 

partnership is important.  

Show themes and forms = let the show lead the way 

There are some surprising artistic forms and approaches which are 

perhaps more successful in engaging audiences than more 

‘traditional’ approaches.  This demonstrates that Outdoor Arts 

continues to evolve in its possibilities and as it does so the 

possibilities for its audience reach are also developing.  

• Work by disabled artists anecdotally appears to attract 

more diverse audiences on the day – although this will need 

further investigation. 

• New forms also do well in the public realm, particularly 

those which are using technology or digital tools in the 
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public realm – as a result, VR and digital is an area of work 

that could be explored more in festivals in public spaces. 

• A science/space theme of the work seemed to resonate 

with audiences for DN Festival, in an area of very low 

engagement with outdoor art, this familiar element 

appeared to make the work more accessible.  

• Using technology to bring fairy tales to life worked very 

well in Leicester with Baba Yaga’s House (by Dizzy 

O’Dare), a new and interesting take on traditional 

children’s stories makes for a nice blend.  

• For Derby Feste’s mass participation activity, the Derby 

Feste Circus Parade, and Lancashire Encounter’s parade, 

being flexible in how people can engage was crucial – each 

offered a range of ways for audiences to get involved 

through local community hubs, independently in advance 

or by just turning up on the day. 

Community Engagement = get people talking/creative dialogue 

Through tea tents, Taster Events, workshops and specific 

performances all WW ATN partners have developed more and 

interesting ways of having conversations with audiences which 

have greatly benefitted their approach and programming as the 

years have progressed. 

• The Feastival, mini-Festivals and Beats Bus at Freedom 

Festival provided opportunities to have conversations with 

different people that might not usually meet on neutral 

ground.  

• Leicester City Festival discovered that their outreach into 

libraries was less successful in 2018, in terms of 

opportunities for conversation, as it involved a 

performance rather than the workshop model of previous 

years.   

• Lancashire Encounter’s artist led outreach work in 2017 

and 2018 – choir and other projects - are designed not only 

to attract people to the event from across Lancashire, but 

as a way of encouraging participants to meet new people.  

• SO Festival’s SOuvenir Walk was a creative way for local 

residence and artists of entering into dialogue as well as 

gathering ideas and input as to what the festival should be 

like for the future. 

• Bell Square’s blogging workshop in association with 

Company Chameleon’s Witness This provided a place where 

people could come together to talk about writing for blogs 

centred around writing about the show – so with both skills 

and creative dialogue outcomes. 
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Evolution of engagement activities 

This project has had the advantage of being able to track activity 

over three years (and for some festivals over six years).  Given 

that the pre-requisite for the WW ATN was to be working in areas 

of lower cultural engagement, and while the needs of each 

location have been different, all the festivals have developed over 

the years effective ways of involving and engaging their 

communities.  This has been a process of experimentation, 

piloting and consultation which was made possible with the 

commitment of three years of audience development support and 

funding through the WW ATN project.  This is crucial as many 

initiatives need time to bed in or to be adjusted to get them right.  

Nevertheless, the festival partners have not rested on their laurels 

as they are now adept at integrating into their delivery both the 

tried and tested and the new and improved where audience 

engagement is concerned.  

Many festivals have gone through an evolution of engagement 

activity, such as the Big Feast in Stoke on Trent.  Part of the CPP 

engagement work, the Big Feast started with workshops, moved 

on to Taster Tours and finally to the Museum of the Moon which 

combined a range of activities around a central artwork.  The 

activities included children’s film screenings of the moon landing, 

half-term activities and a showing of ‘An American Werewolf in 

London’. The Moon-Lit Tea Dance was particularly successful in 

attracting older people, who tend to be less engaged with the Big 

Feast. This programming for Museum of the Moon involved the 

communities and individuals who are active within the CPP.  The 

Big Feast has also evolved work with children and families from 

their Big Feast Bingo (a ‘show collector’ card with rewards) into a 

kids’ pack with additional information and activities centred on 

the festival and the performances.  Appetite decided to move 

away from workshops as attracting participants was very time 

intensive and did not always lead to the engagement they had 

anticipated. Museum of the Moon therefore fitted perfectly within 

their CPP model as it provided a high-profile opportunity for the 

residents and communities who have been involved in 

programming work over the course of the CPP project. 

In the earlier years (2013-2015), WW ATN supported the 

recruitment and training of ambassadors across a number of 

festivals.  While in some places these were effective, the way that 

festivals were working with ambassadors has evolved in 2016-18, 

and festivals have learned:  

• Employing one ambassador (eg Appetite’s City Ambassador) 

can be more cost effective and impactful in engaging 
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different communities than a cohort of local volunteer 

ambassadors, as this ensures they have the right skills for 

the job and takes less management resource by the 

festival. 

• Those that are involved in participatory projects are often 

better ‘ambassadors’ (compared to ambassadors engaged 

purely to reach out to or represent their communities) – 

bringing friends and families to events and advocating for 

the festivals in their communities, as they have a greater 

vested interest.  

• In some cases, it may be more beneficial to offer skills 

development opportunities to (younger) people as the 

benefits are more tangible and impactful to participants. 

Several festivals have moved to this model offering 

placements and internships (for example Derby Feste’s 

evaluation placement). 

• All these roles are distinct from a general volunteer role.  

For instance, Freedom Festival had general volunteers who 

were trained and then effective on the days of the festival 

but not necessarily pre-festival.  While not such an active 

role, volunteers are usually representatives of their 

communities and therefore enable links between the 

festivals and the communities they serve. 

Outcomes 

The outcomes for engagement with local communities have 

evolved over the course of the project in broad terms. Although 

festivals were working from differing starting points, for many it 

has taken this pattern:  

• Year one – festivals discovered more about their 

communities through projects, workshops and invitations 

to work with the festival/event which has informed how 

festivals can engage with and develop their work with 

particular communities. 

• Year two – more opportunities for ongoing year to year 

engagement offered to individuals and communities 

engendering greater ownership over the festival, providing 

continuity of relationship with the festival and therefore 

increasing relevance of the festival to different 

communities.  This has often happened in collaboration 

with partners who are working year-round in relevant 

communities. 

• Year three – consolidation or evolution of partner 

relationships starts to establish festivals as local brokers 

for cultural engagement.  In this way the festivals can fulfil 

their artistic and social objectives while local organisations 
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benefit from celebratory moments for year-round 

engagement or artistic work, boosts of local engagement 

or opportunities to develop work in communities.  

Ultimately, sustainability for festivals is about gaining 

clarity about their role within the local ecology and 

establishing strategic partnerships with local organisations 

and communities.
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Audience Development Challenges 

WW ATN partners reported a range of challenges to do with 

Audience Development which they had encountered over the 

years.  

• Changes in personnel – when staff move on, they not only 

take with them a range of knowledge about what works as 

well as personal connections, but put a hole in the 

organisation’s capacity at least temporarily.  Meaning that 

the most strategic of approaches can be compromised. 

Where Audience Development activity is embedded in the 

organisation’s work, shared and holistic the ability for the 

remaining team to take it on has a greater chance of 

success.  

• New personnel coming in to the project – new personnel, 

particularly project leads, can affect the whole direction 

of an event, thereby either breaking the continuity and 

flow of what has gone before or of course making changes 

for the better (which may take more than one year to 

come to fruition). 

• Delivery via third party partners – where the Audience 

Development has been delivered by a third party partner 

organisation, while the quality is still high and there is the 

advantage of greater knowledge and connection with local 

communities, they may not necessarily be totally aligned 

with the strategic direction of the festival, or at least have 

their own priorities which may mean a lack of flexibility 

with respect to the festival’s ambitions.  Transferring to 

delivery in house, whether for engagement activity or 

evaluation, brings greater control and the learning can be 

retained more effectively. This is not to say that working 

with partners is not effective, as they can be crucial in 

terms of bringing skills, capacity and understanding of 

target communities.  Therefore, working with partners in 

an advisory capacity may be more effective to enable 

experience to be built in-house.  The important factor is to 

develop a plan for the relationship as much as a plan for 

the delivery.  

• Volunteers and ambassadors - festivals have developed 

various models for ambassadors and volunteers which have 

been more or less successful and most have learned what it 

takes to support members of their communities to engage 

in this way effectively with the festival.  Volunteer 

bloggers for Bell Square needed a lot of investment, not 

least to give them the confidence to write a blog following 

having had the initial interest.  
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While a core of volunteers has been attracted for the Big 

Feast through the broader work of Appetite, their 

motivations are mostly social, so they pick and choose how 

they want to be involved, and it has been necessary to 

recruit new ones to increase the capacity.  Working with 

volunteers also requires a lot of support as volunteers can 

have complex needs, there are safeguarding 

responsibilities and they invariably need training.  Local 

authorities, for instance in Preston, are concerned as they 

often find volunteers from within their staff, but cuts to 

staffing have resulted in a smaller available pool.    

The general consensus on ambassadors is that they are 

happy to advocate for what they are interested in, 

particularly if it has been a participative element, but may 

not advocate more widely for the event. Appetite is 

looking into how they can develop a pool of volunteers to 

support events across the year which has worked 

effectively in Hull where Freedom Festival volunteers were 

instrumental in supporting Hull City of Culture 2017.  

• Evaluation - effective evaluation is always a challenge, 

however, festivals have learned what works and what does 

not.  The chief learning is that face to face field work is 

essential in order to gather a representative sample of 

festival attenders (rather than only using follow-up e-

surveys).  There are also other challenges in terms of 

gathering interesting evaluative materials, such as consent 

issues for use of photography.  
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Conclusions: WW ATN – a strategic approach 

The following outlines how objectively WW ATN has impacted on 

its partners’ Audience Development.  A further section details the 

impacts as reported by the festivals and events themselves.  

WW ATN has been a unique and timely opportunity for the 

festivals and events involved.   

Timely, because it enabled the partners to invest in and focus on 

Audience Development.  From a sector perspective this has been 

crucial to being able to demonstrate impact in a challenging 

funding environment. From a festival or event point of view, the 

project has supported them in establishing their relevance in a 

local context and therefore enabled them to make a better case 

for continuity and support.  Further, particularly for the newer 

events and festivals, the up to six-year WW ATN Audience 

Development support has been a vital investment in their strategic 

development.  

It was unique, because it has been a rare opportunity to invest in 

Audience Development over a sustained period of time in a free, 

outdoor context– three years for some and up to six years for 

others.  Being annual events in the main, it is important for new 

initiatives to be supported more than once in order to establish, 

develop and/or refine them.  It also gave the opportunity to 

develop in the intervening year to bridge Audience Development 

between main events. This spirit of experimentation and 

exploration that the WW ATN partners have shown is necessary, 

and it has become evident that R&D is as vital to Audience 

Development as to all other aspects of arts and culture delivery.  

As the previous section outlines, given a period of time, a festival 

can learn from its experiences and mature in its approach to 

Audience Development. 

Finally, it is clear that the WW ATN partners are developing their 

capacity to consider how they approach Audience Development.  

In effect they have grown in confidence in their decision making 

and can now negotiate the key ‘Audience Development dilemmas’ 

for the benefit of their audiences (see the next section).  So, even 

though WW ATN partners have worked on new initiatives, 

established and refined them, they cannot stand still and must 

constantly assess what’s working and what’s not and respond to 

new opportunities.  The trick is to respond to these in the spirit of 

R&D and use evidence from evaluation to make decisions. This 

kind of thinking will contribute to greater resilience for the 

festivals and events. 
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8 Audience Engagement dilemmas 

Deciding on how to go about audience engagement involves 

weighing up the pros and cons, potential return on investment and 

capacity and skills needs of different approaches in order to 

achieve the desired impacts with audiences and participants.  Not 

only are there resource implications for the WW ATN partner 

organisations, but consideration of what might be most effective 

or appropriate for the particular audiences and context of a 

festival or event must also be taken into account.  The following 

outlines the choices a festival or event may have in terms of 

courses of action.  One or the other side of the dilemma may be 

appropriate, and it will be a close understanding of the local 

context and audiences and ongoing evaluation which will enable a 

festival or event to make the case for one or the other.  

• Balance of exploring new approaches v. continuity/repeat 

to generate familiarity/trust/regularity 

o Exploring new approaches enables an organisation 

to discover what works. However often it takes 

time for ideas to embed, so only doing something 

once will not always give the approach its best 

chance of success. 

o New approaches take up more resources but 

repeating could get stale. 

o Over the years there should be a combination of 

both, although it is important to avoid a sense of 

constant overall change and to give new ideas a 

period to embed or consolidate. 

• Quantity v. quality of experience – do you go for bigger 

participant numbers or depth of engagement?  

o It is possible to balance the two. However, the 

approach may need to be specific to the target 

audiences that organisations want to reach.  

o For instance, an intensive workshop may only be for 

a few participants, but they could become the 

festival’s best advocates. A project in a care home 

to produce site dressing (as organised by Freedom 

Festival) may have deep impacts for the participant 

group and embed a festival in its local community, 

however, it will not increase numbers attending the 

festival necessarily. 

o Whereas a participation session which has capacity 

for more people will have slightly different impacts.  

The mass participation approaches used across the 
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festivals engage a large number of people and 

draws them to the festival quite naturally.  If it is a 

Taster Event that is open to the public, however, it 

is important to make direct links to the festival and 

support attendance with incentives, as otherwise 

this may end up being a great session for people 

living a specific locality but not prompt engagement 

with the main festival or event.  Although it may 

have raised awareness of the festival more widely.    

• Making space for people to do what they’d like v. 

integrating into an overall festival ‘theme’ 

o A theme gives structure and integrity to the 

festival, and possibly introduces people to new 

ideas.  It may also give potential audiences an idea 

of what to expect and if its subject is clear it may 

reach audiences with specific interests. 

o However, if a festival wants to bring organisations 

and communities with them, they may have to 

invest in building trust to get people to go with 

their ideas.  It may be necessary to weigh up 

whether the relationship or following the theme is 

more important, and therefore whether 

compromise is an option.  

o The evolution of partnership is therefore important 

to consider – if you take into account what needs to 

happen to build trust and to generate a clarity of 

shared objectives. 

• Work with the shows available v. identify what might most 

engage the target audiences 

o In the end it may always be a bit of both, but the 

question is whether to consider the shows available 

and then identify which of the target audiences 

each show might suit best, or to decide to seek out 

a show that will work with a specific group (and 

potentially not target them if the right show is not 

available). 

o This leaves the question, should a festival not enter 

into an engagement project if there is not a 

performance at the festival which may engage a 

particular target community – even if this group is a 

priority for the festival OR it may mean developing 

something different for a target group beyond the 
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programme that starts a relationship if the festival 

takes a longer-term approach. 

• What’s marketing v what’s audience engagement?  

o The two are of course inter-linked and inseparable – 

an engagement project may need promoting and 

the way to reach a particular audience may be 

through more specific marketing. 

o Either way, both are different routes to reaching 

and attracting audiences and it depends on the 

desired outcomes and a thorough understanding of 

the target market to decide the best strategies.  

Evaluation of what works is also essential – using 

appropriate methods.  

• Taking the festival to your audiences v getting them to 

come to the festival 

o This requires knowledge of the target audience, and 

of course one may lead to the other. 

o The important thing is the purpose of the 

engagement and the outcomes or impacts the 

organisations aims for it to have, which should 

override any need to feel that the sole purpose is to 

get people to the festival as a first stop. 

o Here, we are in the realms of relevance and what 

has meaning to a potential audience.  So, checking 

in with audiences about what resonates with them 

is an effective way of ensuring that any activity hits 

the mark.  

• Easy v. challenging engagement activity - how much effort 

do festivals expect from audiences? 

o Sitting watching a performance brings its own 

rewards, but it is relatively passive (once audiences 

have got to the performance). However, the simple 

act of going out on the street to a performance may 

have a range of social impacts for an individual. 

o Whereas joining a choir or learning dance steps can 

be challenging and some people are up for this and 

some not.  Those who have already participated in 

some way are on the road, whereas others who 

either prefer their comfort zone or who find new 

things challenging may need more support and 

encouragement to join in. 

o However, this is not to make judgements about the 

potential impacts – as both approaches may have 

transformational impacts of one sort or another, it 
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is important for festivals to select the approach 

that is most appropriate.  

• Artistically-led v. community focused 

o Again it is always a balance of the two, working to 

create quality, spectacle etc. with artists and 

embedding the same principles and quality into the 

community engagement work by working with 

artists who can bring out the best in any individual 

or community. 

o Both will have positive impacts, so it is useful to 

describe the journeys you expect audiences to go 

on and then check back as to whether your 

expectation is how audiences received it. 

And of course, organisations will only be able to assess whether 

they have taken the best decisions for their festivals, events and 

audiences with a plan for evaluation.  

Effective Audience Development 

The key factors, based on learning from the WW ATN project are:  

• Think longer term and invest over a minimum of three 

years. 

• Use what you know and have learned, use evidence to 

make decisions. 

• Develop strategic partnerships with local organisations and 

talk about the evolution of the partnership from the 

outset. 

• Work closely with artists on audience engagement to have 

the greatest impact. 

• Have dedicated engagement and outreach staff with the 

appropriate skills and understanding of local communities 

(don’t rely on volunteer ambassadors to do all the work). 

• Be specific in developing audiences – target a specific 

group or locality and keep returning to them.  

• Identify what may be of interest to your communities and 

work from there – and then develop the theme or identify 

a particular show to work with. 

• When partnering with communities or community groups, 

involve them in decision-making so that there is mutual 

benefit, remembering that compromise may be necessary 

and that there is a journey to be gone one.  

• Keep talking – find opportunities to sit down or walk with 

communities to learn more about them.  
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• And the more you put in, the more you will get out, but 

simple projects may be as effective as more complex ones. 

Less is often more.  

• Finally, don’t forget to take a few risks every now and 

then.  
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Overall Impacts of WW ATN 

The following is a summary of the impacts of being part of WW 

ATN as outlined by the festivals in their 2018 evaluation.  It 

highlights the areas which more than one ATN partner quoted.  

“The partnership has brought people experiences in their city 

that they did not know was out there, many of these people will 

never be able to go to other places to experience what they have 

seen in the last few years.  It has opened their eyes to 

possibilities and has started a cultural habit in the city, an 

understanding of as arts festival- go with open minds, read 

programmes, look at timings, comment, review.”  

Vivacity, Peterborough, 2018 

Audience development 

• Enabling festivals to try and test new and creative 

approaches to Audience Development and to assess which 

ones are most impactful. 

• Learning techniques for delivering high quality Audience 

Development activities – particularly being inspired by the 

approaches of other festivals and events and suggestions 

from The Audience Agency. 

• Investment in Audience Development over a three-year 

period.  

Artistic programme 

• Seeing, introductions and recommendations for 

performances and new companies enables a certain 

amount of informed risk taking in programming.  

• Access to subsidized nationally touring work enabled 

programme development and ability to at the same time 

invest in local artists and present national work.  

• The Without Walls work compliments local work and 

generally lifts the quality of events, offering a different 

dimension and wow factor which cannot necessarily be 

generated locally. 

Learning and exchange  

• Networking with and learning from peer organisations - 

festivals and programmers has increased understanding and 

knowledge of the Outdoor Arts. 

• Sharing challenges and best practice with the network and 

having a space in which to reflect and share experiences 

has led to improved practice by individuals. 



 

© The Audience Agency 2019  45 

Organisational development  

• Access to Without Walls work has improved reputation and 

increased the confidence of individual festivals – to a large 

extent by just being able to talk about the association with 

the WW brand and network of festivals.  The association 

has leveraged other partnerships and supported sector 

development.  

Evaluation 

• The focus on evaluation demonstrated how it could inform 

festival or event development. 

• Learning about the effectiveness of different evaluation 

techniques. 

• Understanding and using data to inform audience strategy. 

• Improved confidence in data collection.  

Going forward 

While the WW ATN evolves into the Touring Network Partnership 

in 2019, as Without Walls itself has become an ACE NPO, the WW 

ATN partners are looking how they can consolidate the impacts 

and develop their work locally, but keep the advantages of the 

network of producers and programmers. 

This may manifest itself for instance in terms of artist 

development. Derby Feste would like to connect their local artist 

development to being able to give them opportunities across the 

country.  This requires providing effective support locally and 

manageable stepping stones through partnership with others 

nationally.   

There are also conversations to be had about pooling resources 

with other festivals or local organisations to help develop 

initiatives.  Effectively either drawing on skills or benefiting from 

the collaborative action.  

Looking ahead, the sentiment for many festivals can be summed 

up by a comment from the lead for Bell Square where they are 

aiming to convert audiences from being grateful that work is 

presented in their town centre to local people demanding it.   
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Recommendations for Without Walls  

The model of WW ATN has been very successful for the festivals 

and events involved in terms of Audience Development, and for 

Without Walls’ overall reach.  The focus and support for Audience 

Development has been crucial and has demonstrated what is 

possible for a wide range of festivals and events.  There is of 

course a great deal of learning to be disseminated across the 

sector from the project.  The stories of impact should continue to 

be collected and where possible the conversations around 

audience engagement be facilitated on an ongoing basis.  This 

sharing and exchange between festivals has been particularly 

impactful.  Continued support in this area will ensure that 

festivals and events invest in Audience Development over the 

longer term.  Going forward, it may also be interesting to explore 

sustainable routes for financial support for this work, given that 

there will no longer be the same amount of additional budget 

from Without Walls for Audience Development activity.  This 

would not just look to the usual cultural funding sources but 

beyond, given the potential impacts at a community and 

individual level engagement with Outdoor Arts can have.  

The artists play a huge role in audience engagement and the 

quality of experience of course.  Therefore, investment in their 

understanding of the festivals’ and events’ ambitions and 

strategies would be productive.  A continued dialogue on this basis 

would inspire festivals, programmers and artists and build 

confidence in relation to balancing programming and audience 

engagement objectives.   

The continued use of evaluation to support the sector as well as 

individual festivals, events and artists and their commissioners is 

vital, it goes without saying.  

Initiatives are already in process to diversify the outdoor work on 

offer in terms of types of work and diversity of companies – 

whether through the WW R&D or commissioning processes or 

simply because artists are naturally exploring more formats and 

ways of presenting their work in innovative ways. This is crucial as 

outdoor festivals and events organisations aim to achieve more 

social outcomes in their communities particularly in areas where 

there is either lower cultural engagement and/or with people of a 

lower socio-economic status or who experience other social issues. 

The WW ATN partners have discussed the importance of the 

quality and ‘wow’ factor of the WW commissions which have 

toured to their festivals.  The WW shows bring spectacle, scale 

and inspiration to festivals and events (and are of course good for 

attracting PR) as well as the more imitate and lower key.  In the 
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WW commissioning process this spectrum is important.  Thinking 

of how the commissioned work might complement other aspects 

of festivals’ and events’ programming again should be a continuing 

conversation – whether the local programming is mass 

participation, local artists and companies or other professional 

Outdoor Arts companies and artists. For instance, where 

professional WW commissions are working in collaboration with 

the local programming and communities to provide an embedded 

artistic legacy for the festivals and events.  So, relevance and 

engagement with communities will increasingly be a key factor in 

festivals’ and events’ programming (as they further embed 

themselves in the local ecologies), and WW is a key conduit for 

supporting artists in their understanding of the context in which 

different festivals are programming.  Although compared to other 

arts sectors, this practice is more embedded in the Outdoor Arts.  

So, the spirit of the network could reap greater rewards if 

discussions are furthered around how the festivals and events 

might work jointly with commissioned artists for the purposes of 

audience engagement.  This would generate opportunities for 

economies of scale or investment and mini-learning groups 

focused on specific objectives or target communities. 
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Appendix 1 Summary Audience Development activity 2018 

Full details on the individual festival’s Audience Development activity is detailed in their individual evaluation reports, the following 

presents some highlights and some particular outcomes of the festival and its audiences generally and for the organisations themselves.  

Bell Square, Watermans, Hounslow  

[Activity] 

Bell Square continued to focus on social media to build profile of and engagement with the Bell Square programme among the local 

Kaleidoscope Creativity and broader Experience Seeker segments. To develop this work, they aimed to generate more compelling, real-time 

and audience-led content with the addition of a community manager who attended events with the sole purpose of engaging with audiences 

and generating motivating content. Bell Square focused on building an Instagram channel, because of its importance to younger audiences, 

and its visual nature which supports engagement with those whose first language is not English. This was supported both by the use of 

Sprout Social technology allowing them to schedule Instagram posts in the same way they did with Twitter and Facebook.  

To develop the strategy, a Polish audience ambassador was introduced to generate Polish language content and use their network to access 

Polish audiences in an engaging way. This was to complement the work being undertaken to build grass-roots engagement with this 

audience by CPP Hounslow which has now employed a Polish community arts worker.  

There was also a trial ‘blogger event’ which had a two-fold purpose of supporting potential bloggers on how to write blogs, but also 

prompted discussion about the performance of Witness This – so in itself it offered a chance for dialogue about the work amongst the local 

community attending and the artist.  As a trial event it was booked out (15 places) and future opportunities are being explored.  
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[Outcomes] 

This was the third year of delivery for Bell Square’s social media strategy, and the Kaleidoscope Creativity segment was identified as the 

core target for this activity as they account for 69% of the audience. The audience profile for Bell Square in general is reflective of the 

population of Hounslow, attracting a broad range of diversities including older people, a significant proportion of people who identify as 

being from an Asian ethnic background, people for whom English is a second language, and family groups.  The level of solo attendance, 

particularly by older people and people who have recently arrived in the area, indicates that it’s seen as a safe space to attend on your 

own.  

 “It is clear that a social media strategy can deliver audience development objectives, with the right audience. The reason this approach 

was successful was because we started with the core audience – Kaleidoscope Creativity – and by observing their behaviours and built an 

audience development strategy with social media at its heart. This was not a case of using social media because everyone is doing it, but 

instead using it because it is where the target audience spends much of its time versus other audiences. Therefore our first observation is 

that social media is a fantastic channel – if used strategically.” Erica Weston, Marketing Director, Bell Square 

However, the approach also requires significant planning and expertise in order to do it well. Hard choices need to be made if these 

approaches are to be sustainable; such as identifying target audiences effectively and assessing the impact this will have on broader 

Audience Development activity – assuming budgets and resource remain the same. 

 “Another observation is that it’s an approach that requires on-the-ground content generation and engagement is resource hungry and 

must be undertaken by an experienced community manager. When this was attempted with an intern, it did not work nearly as well. We 

also tried very hard to build a volunteer blogger pool to generate content, but this was extremely challenging. While we developed a 

handful over the three years, attrition was high, time and effort spent on our part was great, and the output was not as effective at 

building an audience as our own content – although it did deepen those individuals’ relationships with the programme.” Erica Weston, 

Marketing Director, Bell Square 
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In terms of content, the use of video, including live and recorded, professional and from the audience, has been the most effective 

approach in terms of building reach and engagement on social media. 

Involvement of Kevin from Company Chameleon talking about the show was particularly effective along with a blogger and local poet. Those 

who attended were mostly Kaleidoscope Creativity, with a mix of different ages and including people who were confident in posting on 

social media and bloggers, as well as those looking for more experience in this. 

There were a number of learning outcomes in terms of the effective use of social media for Audience Development: 

• Consistent content, ongoing throughout the year, builds relationships. 

• Using rich video and multi-media content supports greater engagement and accessibility – for example, Facebook Live and Vox Pops 

on Instagram. 

• A strategic approach, such as placing social media in target postcodes and using paid ads on Facebook/Twitter can help with 

reaching target audiences. 

Because of the strategic approach to engagement through social media, this initiative has demonstrated how it can be used effectively to 

connect with an audience who are not easily reached through other means (although the data and analytics to demonstrate this need to be 

refined).  This was not just marketing using social media, but an exploration of what content worked, targeting and supporting the 

community to be involved. 

Big Feast, Appetite, Stoke on Trent  

[Activity] 

Activity included:  

• Working with local organisation Wavemaker, Appetite ran two site dressing workshops with local youth apprentices from 

underrepresented groups to create a pop-up observatory for families.  
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• An Ambassador was recruited to programme six Audience Development activities under the Museum of the Moon, in the run up to the 

festival (see below in outcomes).  

• Building on the success in 2016 and 2017, Appetite created a Big Feast family pack, of which 750 were distributed to local businesses 

prior to the event by the City Centre Ambassadors as well as during the event.  

• Two workshops session were led by Hunt and Darton’s as part of its Radio Local project; one at New Vic Theatre and the other at 

Portland Inn. The activity at Portland Street worked in partnership with The Portland Inn Project where children and their families 

from the local estate took part in the radio show. Hunt and Darton worked with families to create a series of radio programmes 

about The Portland Inn Project to be part of the live broadcast at The Big Feast. Six new volunteers also worked with Hunt & 

Darton’s Radio Local project, inspired by workshops with local people to create jingles for broadcast during the Big Feast. 

• A City Centre Ambassador was appointed to speak to 25 local businesses and see if they would offer any exclusive deals for Big Feast 

audiences. 10 companies took part in the deal and coupons were produced with exclusive offers to hand out to audiences during the 

Big Feast weekend and in the Family Packs.  This pilot has encouraged the team to try them again in future to refine the approach 

and find ways of supporting the high street as part of the work of the festival. 

• Building on the success of the engagement with Appetite’s digital and disability ambassador Karl over the past two years, Appetite 

worked with digital ambassador Louisa who is autistic and has experienced mental health difficulties. She selected five acts she was 

looking forward to in different performances sites around the City Centre and edited these together with artist footage which was 

then shared with her peer network on social media (this activity was produced at no cost). 

Due to staff changes, some of the planned activities, such as youth trips with specific guided tours to the festival, could not be delivered 

this year.  Also, lower than expected staff capacity meant that they could not take on any additional digital ambassadors.  

[Organisational development] 

“For us, all this data is important as we need to show the value and impact of outdoor arts not just on audiences but on local partners too 

such as Local Authorities. We need to be able to attract investment into the Appetite programme and ensure The Big Feast continues in 
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years to come. Asking questions regarding perceptions of place and increasing footfall are vital areas for the festival’s future. We hope to 

use this data as an asset to broker conversations about future investment into the festival.” Karl Greenwood, Project Director, Big Feast 

Festival evaluation 

“I feel we are constantly learning as a programme and can take away a lot of learning from this year’s activities to improve and develop 

these activities in the future. With regards to reaching diverse audiences, we have evidence we are reaching new audiences who do not 

regularly engage in the arts. We look at diversity not just in terms of ethnicity but also socio-economic background.” Karl Greenwood, 

Project Director, Big Feast Festival evaluation 2018 

[Outcomes] 

As a CPP project, Big Feast sits within a wider body of work so, being part of the WW ATN has had impacts not just on the festival but 

Outdoor Arts across the area and its strategic positioning.  

“The project has made a huge impact on outdoor arts in the region. Outdoor arts are a key part of the Appetite programme as a result of 

the work we do through ATN. Outdoor arts enable us to engage our target audiences by putting art in non-traditional spaces and places. 

With the outdoor work we have presented, this has inspired a UK City of Culture bid and we have also played a key role in the 

development of the city’s Cultural Strategy where outdoor festivals and outdoor arts prominently feature.” Karl Greenwood, Project 

Director, Big Feast Festival evaluation 2018 
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Museum of the Moon by Luke Jerram at Big Feast, Appetite, Stoke on Trent 

Museum of the Moon had a longer run than the Big Feast festival itself, with activity happening both before and after. The 

programme included a wide range of engagement opportunities, including children’s film screenings of the moon landing, half-

term activities, and a showing of ‘An American Werewolf in London’. The Moon-Lit Tea Dance was particularly successful in 

attracting older people, who tend to be less engaged with the Big Feast. 

“Through the Museum of the Moon we were able to make new partnerships for the delivery of the activities we programmed 

underneath the Moon. The partnerships were successful on both sides and it allowed us to reach audiences that hadn’t heard of 

Appetite before. Family audiences could not get enough of the free activities and free to access artwork during the summer 

holidays.” Karl Greenwood, Project Director, Big Feast Festival evaluation 2018 

Running in place of the Taster Tours which had been produced in previous years, the activity engaged with 9,000 people over 

seven days and supported the development of new connections for both the festival and Appetite; 50% of those who engaged 

with Museum of the Moon were not aware prior to attending that it was part of the Big Feast programme and had not heard of 

Appetite. This was achieved through a creative approach to programming and use of unusual spaces; for example, Museum of 

the Moon was an indoor activity which took place in the King’s Hall, a non-arts venue sited just behind Stoke Station and next 

to the councillor’s meeting rooms. 

“We are really pleased with the success of Museum of the Moon, as a replacement for the Taster Tour model, as it worked on 

many different levels; as an innovative piece of art, as an audience development tool for The Big Feast, as a backdrop for 

other artworks and events to take place turning something ordinary like yoga, into something extraordinary.” Karl Greenwood, 

Project Director, Big Feast Festival evaluation 2018 
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Derby Festé 

[Activity] 

Following on the previous year’s successful dance project, this year Derby Festé delivered a large-scale participation circus and carnival 

project, to celebrate Circus 250. Derby Festé continued working with outreach partners Artcore as well as three community hubs, one music 

engagement hub and four schools in lower culturally engaged areas to teach participants the choreography for the parade.  

“I’ve never been part of Derby Feste before but have always watched and wanted to be part of it, I’m so excited” Artcore participant 

There was a viral element to awareness, with families dropping in for the photo-opportunity, and to some extent the event 

may have fallen victim to its own success; resulting in some disappointed families on Bank Holiday Monday who had arrived 

too late to participate in activities with attendee number restrictions. 

These results are drawn from an online survey of festival attenders and participants. 

• 10% of respondents found out about the Big Feast festival at Museum of the Moon (MoM). 

• 61% of respondents who visited MoM had not previously attended The Big Feast.  

• 55% of respondents agreed that their perception of the city has improved after visiting MoM. 

• 97% of respondents agreed that MoM made them more likely to attend similar events in the future. 
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The approach to engaging community leaders in the hubs and beyond was effective; Muhammad was engaged on a work placement and met 

the different community leaders and briefed them on Festé as well as the opportunities to take part in it. Two practice sessions for each 

community group were organized for the Festé Parade, and research was conducted on how community leaders might contribute more to 

Festé in the future. The choreography was also made available on YouTube and promoted via social media. The activities cumulated in a 

circus and carnival parade on the Saturday of the Festival as part of Derby’s Circus 250 celebrations. 

[Outcomes] 

The community hub work for the circus and carnival parade was more challenging than in previous years, with a lower turn out and the need 

to adjust the hubs selected in order to attract participants. Some community groups also fed back that they would like more space to 

include their traditional dance and costumes as part of the event. 

However, the event attracted its first significant national media coverage from The Guardian, which was in attendance from 11am on the 

day of the Parade, with photographs appearing in the paper. 

Evidence suggests a high level of shared audiences between Déda and Circus Tsuica (the ticketed Circus Big Top event on the Friday 

evening), with a 75% crossover of attendance. Crossover was also supported through free tickets provided to participants in the carnival 

project. 

A raffle, with tickets offered as prizes, was used to incentivise completion of the audience survey and the opportunity to sign up to the 

mailing list was included in the survey. In addition, some more creative and fun approaches were taken to evaluation including the 

collection of qualitative data at information points; the initial ask included whether attenders were from Derby or elsewhere, and whether 

they were first-time or repeat attenders, which prompted further conversations about their experience of the event. 

The artists involved in the activities were encouraged to create blog posts about their experience of participating - 

https://www.derbyfeste.com/blog/  

 

https://www.derbyfeste.com/blog/
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[Participant feedback] 

Participants from the Hindu Temple reflected positively on their experience: 

 “This session is family friendly, we have all enjoyed it and can’t wait for the day” Family participant 

 “It’s so much fun as you learn things you didn’t know you could do” Child participant 

 [Organisational development] 

Being part of WW ATN has meant Derby Feste’s programme has benefited from a much greater knowledge of artistic work being created in 

the UK, from national profile and the ability to offer a sustainable community programme over three years.  

Derby Feste now benefits from regular funding from ACE and the Local Authority, so it was delivered for the first time under the umbrella of 

Déda’s NPO status, which led to a greater focus on Audience Development and approaches to engaging new audiences; Further investment 

has also enabled Déda to launch a dance and contemporary circus research project from January 2019 in collaboration with the University of 

Derby, showing that the organisation goes from strength to strength. 

 “It is important to build on the relationships with the communities that we work with to ensure that each festival is not seen in isolation, 

and that they develop over a period of time” Steven Munn, Festival Director, Derby Feste evaluation 2018 

DN Festival, Right Up Our Street, Doncaster (previously DNweekeND) 

N.B: It should be noted that a large part of the RUOS delivery funded by WW ATN was delivered in November 2018 at its Festival of Light 

which fell outside the reporting period. 

This year Right Up Our Street (RUOS) focused on accessibility within their two festivals. They set up a DN Festival D/deaf & Disability Access 

Advisory group in collaboration with Cast, Darts, The Deaf Trust, and the Hesley Group as well as a Young D/deaf Access group. The 

meetings with these groups offered valuable insights, and changes were made to the festival marketing and delivery as a result. 



 

© The Audience Agency 2019  57 

RUOS also set up a group with five members from the Doncaster Conversation Club, who are either Migrants or Refugees with English as a 

second language, to get advice on how to make the festival more welcoming. Following the summer festival, RUOS appointed an outreach 

officer who is also the Chair of Faith and Culture group Doncaster and has many contacts within the local Muslim community. Due to time 

constraints the planned Go-See visits could not be continued this year, but RUOS is carrying on working with their Community Associates.  

The Winter Festival which was programmed for November 2018, had a particular focus on engaging Eastern European communities.  

[Outcomes] 

The impact with the D/deaf, deafened and hard of hearing community was achieved through partnership and dialogue in order to ensure it 

was sustainable. It involved a holistic approach to supporting the audience experience and additional needs. 

“With regards to the D/deaf and disabled audience I feel that we made a huge difference to opening up access, we still have so much to 

learn, but for a first year the new partnerships we have formed have been invaluable and will continue to grow moving forwards. The 

access to Cast and their facilities, which ranged from a changing places toilet to the use of a meeting from as a quiet space, as well as the 

sensory room enabled a number of audience members to attend who would have struggled to do so otherwise. The venue’s experience in 

the area of accessibility was massively valuable also.” 

“I feel very strongly about making personal invitations. Taking the time to meet with new groups, to ask their opinions and be more 

visible. This has led to the commissioning of a community ambassador who can go out into the community, both refugee and migrant as 

well as different faith groups, and talk to people about our work.” 

“…Our festival is in an area that ranked 8th from the bottom of the Active Lives survey when we started out, so had very low arts uptake 

and understanding and experience as a community of outdoor arts. Added to this, our festival has moved dates, location and name which 

has made it difficult to sustain and grow an audience, but this was required to get our formula for delivery right. Now, I’m pleased to say,  

our festival is at a point where audiences are returning, and we’re no longer so heavily reliant on passing traffic/footfall - which is very 

important due to the festivals’ location.”  
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“Moving forwards I feel strongly that our festival will also become recognised as an inclusive one, but ultimately brand recognition, trust 

from our audience that we’ll deliver a quality event, and performances from both nationally touring and locally based artists, are all very 

important to audience development.”  Sally Lockey, Project Director, DN Festival evaluation 2018 

Freedom Festival, Hull 

[Activities] 

Freedom Festival targeted three different groups with their audience development activities in 2018:  

The Delivery focused on development of a series of mini Freedom FEASTivals – these were practice and induction events in anticipation of 

the main FEASTival at Freedom Festival (Freedom FEASTival is a durational participatory project which will commence in late April and 

conclude with the delivery of a large scale, home grown, theatrical feast – the community is invited to enjoy it and meet other people, as 

well as grow and cook food for the event). The Beats Bus was present on site to support each event. The MiniFeast events were designed to 

engage under represented communities by delivering a mini feast in an area with a concentrated representation of people from social 

segments C & D (Hull bespoke segmentation – C - public renting young families and D - low income public renters). Activity for the mini 

feast focussed on encouraging people to sign up as volunteer cooks, and there was also an offer of golden tickets to the FEASTival. 

Competition for the FEASTival tickets was high, so they were awarded as prizes to families after participation in a small quiz about the 

festival. Two spoken word workshops were programmed in the ‘Beats Bus’, for children and young people as part of their MiniFeast 

activities. During the main Festival the FEASTival is an opportunity for audiences to come together and share food made from home-grown 

vegetables. 

This mini feast, held at Constable Street Community Allotment, generated some significant engagement outcomes. In one instance a 

volunteer encouraged a group of young people to enter the site, to come and share in the food and atmosphere; these young people had 

been on their way to the chip shop to buy their lunch but agreed to come in after the volunteer pointed out to them that they could be fed 

free of charge.  
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“The youths were wary when they discovered that the meals were all vegetables (despite it being pointed out to them that chips are 

vegetables too!), but ultimately, they tried and enjoyed the incredible food that the team had made.” Jenny Howard Coombes, Executive 

Director and joint CEO, Freedom Festival evaluation 2018 

Further activity included the delivery of three community workshops, to create costumes for the Carnival, at HANA, Open Doors, and Hull 

Afro Caribbean.    

[Outcomes] 

Tracking impacts or journeys from engagement activity to main events can be challenging, but Freedom Festival was successful and was 

able to identify who had made that journey.  

“The Mini FEASTIVAL/BEATS Bus activity was hugely successful as we welcomed diverse audiences and were able to open up meaningful 

conversations with those in attendance. We know that of the 32 tickets to the festival feast given away at these events 30 of them were 

used. Also 18 children who had participated in the BEATS Bus activity at the mini feasts were given an automatic pass to access the BEATS 

Bus on site at the festival and 13 children attended the festival and handed these in to get their turn.” Jenny Howard Coombes, Executive 

Director and joint CEO, Freedom Festival evaluation 2018 

The nature of the feast meant that strangers found themselves seated in front of each other and new conversations opened up. The 

atmosphere was enhanced because the children were able to engage with the Beats Bus to make music and a celebratory atmosphere 

developed; making people more relaxed.  

As a consequence, the Freedom Festival Arts Trust team were able to spend time talking with people to identify what, if any, cultural 

programme they engaged in. It was noticed that a large number of older participants felt limited because of mobility issues and lack of 

reasonable transport into the centre; something for Freedom Festival to consider for 2019.  

 [Organisational development] 
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While Freedom Festival has always been effective in partnership working, the development of particular initiatives such as the Creative 

People and Places project ‘Back to Ours’, were strengthened during Hull City of Culture 2017 and are now an additional effective partner 

for the Festival. This is an example of a mutually beneficial partnership with shared objectives which is sustainable over the next few years 

(most current CPP projects are expected to be supported for a further three years during which they are planning their legacies). 

“We worked well with Back To Ours ‘CPP’ programme in Hull to reach and engage diverse communities. We developed a shared approach 

to marcomms activity, using existing channels to, where appropriate, promote each other’s programme.  We also used Back to Ours’ 

community engagement officers to distribute promotional collateral at localised events providing briefing sessions to the officers in 

advance to ensure that they were able to converse directly with people about the Freedom Festival programme. We hope to build upon 

this partnership for the future.” Jenny Howard Coombes, Executive Director and joint CEO, Freedom Festival evaluation 2108 

Lancashire Encounter, Preston City Council  

[Activity] 

Preston City Council recruited a part-time Support Outreach worker to oversee their community procession, The Red Dream Parade. 

Further, they engaged More Music Morecambe (MMM) to establish a community choir, reflecting the diversity of the whole county. 

Workshops were held across Lancashire to achieve their participation goals; 14 workshops and two open rehearsals took place for the choir, 

engaging 230 participants in total, 25 sessions were held for the parade, with over 520 participants. As in 2017, Preston City Council also 

programmed Without Walls ATN shows during their Easter Egg Rolling to start to spread the word for their main Lancashire Encounter 

Festival in September. 

[Outcomes] 

The MMM outreach workers engaged with both Artz Centre Skelmersdale and Blackburn’s Action Factory refugee and asylum seekers group; 

both organisations have a strong focus on supporting families in their communities.   For Action Factory, the opportunity to be involved in a 
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new art form, different cultural activity, and interaction with people outside of their direct community was a key strength of the project 

and a major factor in their decision to participate. 

The workshop participants and outreach workers proved to be excellent ambassadors for the Encounter Festival.  74% of workshop 

participants came from postal districts PR1 – PR2; the remaining 26% were from areas outside of these, including Blackburn, Blackpool and 

Skelmersdale. 

“We fully supported all of the outreach groups with travel to and from Preston to take part in the festival.  Participants were encouraged 

to stay longer to become audience members and enjoy Lancashire Encounter outside of their programmed piece.” Rita Whitlock, Cultural 

Officer, Preston City Council evaluation 2018 

The newly formed Lancashire Encounters Choir 2018 (which performed the piece Songs of Bread, Songs of Roses), coordinators (MMM), and 

Parade Outreach Support Worker all made a positive contribution to the delivery of the outreach targets; providing a level of consistency 

and additional capacity to the core team.  The workers ensured the smooth running and positive participatory experience during the 

sessions resulting in a positive turn out at the festival by the participants.  
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 “We will continue to input our visitor evaluations into Audience Agency, a nationwide team of Audience Development specialists 

combining detailed knowledge of audience engagement across a range of art forms with local expertise and insight to help with our 

audience development activity.” Rita Whitlock, Cultural Officer, Preston Council evaluation 2018 

The poor weather, with all three events being affected by rain, impacted on overall attendance numbers but the evidence suggests that 

levels of engagement were high amongst those who attended. Hence, the outreach participants who came to sing at the festival and take 

part in the parade may also have accounted for a large proportion of the Sunday audience in the park, with wider attendance being 

affected by the poor weather.   

Development of local partnerships for Lancashire Encounter 

Developing partnerships with handpicked cultural partners across the county was very successful in recruiting new 

community groups, providing local knowledge, and much needed brokerage which was then picked up by More Music 

Morcombe and the Parade Outreach Support Worker. The organisers will continue to work with the participatory groups to 

bring them into the festival production through mass participation activity and events. 

“Participants showed progression through the project. Some of the Action Factory expressed that they were not very 

confident in their singing abilities at the beginning but finished by saying they had found confidence and were excited at 

the thought of continuing singing.”  

“More Music Morecombe brought groups who had not engaged with the Encounters Festival before and the Artz Centre 

group was a new group for MMM to work with in Skelmersdale which has been a ‘cold spot’ for arts activity in the county.”  

Rita Whitlock, Cultural Officer, Preston City Council evaluation 2018 
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The community choir music was designed to involve a range of musical challenges and styles, including harmony singing around a piece with 

a musical scale of Eastern European origin. All the singers tackled these challenges and for many this was music outside their ‘comfort 

zone’.   

Leicester City Festival & Diwali, Leicester City Council  

City Festival 

[Activity] 

Leicester City Council worked with partners The Spark Arts for Children, which delivered a project to engage with children and young 

people in the lead up as well as during the City Festival. In August 2018 several Mischief Inc. workshops were delivered across five libraries 

and six other locations frequented by families, and a hosted session was run next to the performance site on one of the festival dates; 

Mischief Inc also had an online presence – see below. 

[Outcomes] 

Year One of WW ATN audience engagement work had been successful in terms of audience development conversion rates and it was 

therefore good to test out the role of performance as audience development in year three. Although it was perhaps less successful in terms 

of conversion, it was effective in terms of arts engagement per se. The activity is exposing more and more people to the arts in Leicester 

City; a nice mix of people come specifically to see shows, but it also generates significant interest from the passing public. “We need to 

learn to capitalize on this by advertising the wider arts after we have generated interest.” Theo Markham-Crew, Senior Festival and Events 

Officer, Leicester City Council evaluation 2018. 

Programming of the City Festival is another significant factor in terms of the benefits of participation in WW ATN, as it offered lots of 

Outdoor Arts programming and an opportunity to ‘saturate the streets’, resulting in good levels of audience participation; this will have 

major impact on the Festival audiences in future if these communities continue to attend.
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Mischief Inc. Audience Development Activity, Leicester - Developed by The Spark Arts for Children 

The activity was made up of the following: 

• Briefings with the Area Development Manager (Libraries and Neighbourhoods) and Children’s and Young People Lead 

to ensure the activity fed into and complimented the planned summer programme. 

• Briefings with individual libraries, library managers and front line staff to support further audience development by 

library staff.  The Marvellous Marking toolkit provided them with tips and conversation as well as key marketing tools 

such as posters/flyers etc. 

• A creative engagement programme Mischief Inc. which featured a ‘character walk about’ designed to deliver 

performative and participatory interventions and engage families in creative conversations and activity.   

• Agent M was a single actor who delivered a flexible performance with a participatory element. The main activity was 

a 40-minute performance with interactive elements delivered in a library/community venues at scheduled times 

across the day and aligned with the theme for the 2018 Summer Reading Challenge.  

• Mischief Inc. walk about intervention delivered beyond the library a series of short 20 minute pop-up performances in 

popular public spaces such as parks and shopping centres, such as Cossington Park and Beaumont Leys Shopping 

Centre.    

• A presence ‘on site’ at the City Festival provided The Spark and the Mischief Inc team with opportunity to re-engage 

with and monitor families attending the City Festival. This included an immersive 3-minute experience for deeper 

engagement and mischief making. 
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In addition, the Outdoor Art programming has developed from being two very isolated pieces in 2016, to a city centre that was covered in 

artis this summer; creating a buzz that was unrecognizable in comparison to previous years. “Many members of the public asked the team 

for the location of the shows by the artist’s name this year, which I haven’t seen in Leicester in previous years. This indicates a significant 

change to the perception of street art in the past few years.”  

 “As we were tasked with developing audiences for the entire Without Walls offer, rather than a single mid-large scale show as in previous 

years, we were unable to create a clearer link between our specific activity and the shows on offer.  I think a firmer focus on a single mid-

large-scale show enables us to deliver a more targeted audience development activity [as had been delivered in previous years in 

partnership with The Spark Arts for Children]” Adel Al-Salloum, Director, The Spark Arts for Children evaluation 2018 

There was a higher reach due to the nature of the engagement activity by Mischief Inc – 90 people could be accommodated in one 

performance compared to 25/30 people in each workshop in the previous year’s activity.  Conversely, there was less opportunity for 

conversation with families; whereas the craft type workshop of previous years enabled greater conversation.  This raised questions around 

the reach of participants versus the quality of the conversation; the smaller audiences at more unusual locations, such as the shopping 

centres, were more conducive to in-depth conversations. A contained workshop approach supports clearer and more open questioning 

An online presence for Mischief Inc. invited families to ‘follow’ and ‘friend’ Mischief Inc. and provided ongoing activity with the 

aim of generating a digital community. Online signposting indicated where Agent M might be appearing next, including 

appearances at the City Festival sites and all posts were a call to action to find Agent M, create mischief, play pranks etc;  

 “The online community was a success and I believe this was down to strong branding and a quality idea.  Our online presence 

created a fictitious Ministry of Mischief which tied in well to the Summer Reading Challenge.” Adel Al-Salloum, Director, The 

Spark Arts for Children evaluation 2018 
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around specific elements such as show running times, the free offer, and so on; this is beneficial as these are often core barriers which 

prevent attendance, and these insights are needed to support effective marketing and messaging. 

Using a dedicated marketing person and a freelance support artist / community ambassador engaged by The Spark Arts for Children to 

support the performance element helped to deliver the Audience Development aims through outreach engagement with the target 

communities; the interaction with these communities translated into event attendance with around 5% of families who engaged with the 

participative activity attending the events.  They were also tracked through goody bags of which 19 were collected at the event. 

The model of using performances as an Audience Development tool was untested but resulted in larger numbers being reached and high 

levels of satisfaction; 100% of the families who were surveyed said they would attend something similar again.  However, there was less 

success in tracking the attendance of the same families at the City Festival.  

The development of an online presence was also new territory and an ambitious offer designed to provide deeper engagement and an ability 

to track families journey over The City Festival.  Facebook attracted 1,890 people who said ‘I will/maybe be attending’ to the specially set 

up event.    

 “On reflection we believe a workshop with fewer numbers reached, as opposed to a performance with higher numbers reached, enables 

greater conversations to be had - which in turn develops audiences for The City Festival.  In future we would advocate for capping numbers 

at 30, so in-depth conversations can be had, and relationships built.  Year One (2016) was potentially the biggest success, targeted at 25 

people and contained in communities.” Adel Al-Salloum, Director, The Spark Arts for Children evaluation 2018 

The activity demonstrated that libraries are an incredible resource and a valuable asset in reaching new audiences, particularly children and 

families; they are crucial to the cultural ecology and a consideration for the future is how the City Festival might be taken to them. The 

links with libraries and schools are now firmly established and the activity also strengthened links between the Council and the partner 

organisations, The Spark Arts and Leicester Mela. 
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Leicester Diwali  

[Activity] 

Leicester Diwali festival worked with Leicester Mela to increase engagement with South Asian communities. The activities included a 

‘Design a Rangoli’ competition, with workshops in three primary schools and one neighbourhood centre, where children and their families 

had the opportunity to create an original piece using traditional methods and materials and meet famous Rangoli artists. Competition 

entries were displayed under Luke Jerram’s Museum of the Moon artwork during the Diwali Light Switch on. 

The audience development activity featured:  

• Design a Rangoli Competition / Invitation Letter circulated through six local primary schools, targeted at KS2 children  

• 3 Rangoli workshops within previously unvisited LE4 community primary schools, approx.180 children  

• Collection of competition entries from schools and prepared for display  

• 1 half term Rangoli workshop & meet the artist for families at Belgrave Neighbourhood Centre, approx.50 families  

• Light Switch on; Rangoli under the Moon featuring a display of competition entries plus a small Rangoli inspired by the entries  

This year’s development work reflected the learning from previous years and included workshops, artistic engagement, participant 

monitoring and relationship building. 2018 saw greater connection between the participatory work and the performances by including the 

competition entries as part of an exhibition which went on pubic show at Museum of the Moon. This acted as a mechanism to engage with 

people who typically have low or medium engagement with arts and culture, which is integral to this festival given its location and heritage 

of the event. 

“We are very excited about the potential that Museum of the Moon offers to our audience development activity. It is to date the most 

relevant piece of programming for our audiences and allows scope for a wider range of engagement and monitoring, plus artistic themes 

and subjects for education.” Pravin Mistry, Director of Leicester Belgrave Mela evaluation 2018 
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[Outcomes] 

There were some unforeseen events which impacted on the Diwali activity, affecting both the audience mood and sense of occasion, with 

the death of a prominent councillor and the fatal helicopter crash involving the much-loved owner of Leicester football club just several 

days before the Light Switch on.  

The Floating Rangoli (Rangoli on water), delivered for the first time in UK on such a scale, generated a high level of press coverage; as did 

the Museum of the Moon.  The event attracted a capacity audience of 12,000. 

The outreach workshops based on the Rangoli, including family workshops, were successful in bridging the gaps between schools, 

communities, and the festival; enabling direct communications through conversations with families, and the delivery of a simple and clear 

message.  

“With the festival dates changing to align with Diwali itself, the challenge each year is to link the schools with the festival as we feel this 

is the most effective way to communicate and the method that has provided us with the highest transitions in terms of attendance – it’s a 

matter of getting the offer right depending when half term falls and ensuring families are aware and available to engage. This year, our 

family workshops and schools workshops both fell before the festival, providing the perfect timeframe to encourage their attendance at 

upcoming festival activity.”  Pravin Mistry, Director of Leicester Belgrave Mela evaluation 2018 

With more investment it would be beneficial to develop the link between the festival and the schools, ensuring full school involvement 

across the festival. Having something as relevant and substantial as the Museum of the Moon opened a wide range of learning initiatives, 

including the work of the Libraries and Space Centre visitor attraction in Leicester; which was able to engage the schools in the wider 

festival, a partnership which can develop for future years.  

As the festival matures, these relationships will be key to keeping local families involved through the engagement of their children and 

ensuring the children feel the ownership of this incredible event on their doorstep.  
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Diwali audiences are becoming familiar with the arts programming - “We hope that through our workshops and activity they will have 

started to feel the ownership and that this will sustain their involvement in the years to come – we hope it will develop their taste for the 

arts and enable them to believe that it is for them.”  Pravin Mistry, Director of Leicester Belgrave Mela, evaluation 2018 

Mass outreach proved valuable this year and complimented the word of mouth/social media marketing element well.  

Leicester continues to consider both quality of engagement ie. depth of engagement, as well as quantity in its reach and activities - 

“However, this achieves quantity but not necessarily quality. We would like to merge school visits and deliver more artist led family 

workshops to maintain the quality.”  

 “Some of this year’s targets were not met but we felt that the wider reach of the colouring activity will have had a greater impact than 

we were able to measure, so it was good to have the opportunity to test it. The addition of this activity meant that our reach could be 

expanded, and this new element proved popular in terms of returns and we assume will have provided a good talking point between family 

and friends - the colouring activity & moon certainly helped children to encourage their parents to bring them to the exhibition this year 

[2018].” Pravin Mistry, Director of Leicester Belgrave Mela evaluation 2018 

The specialist knowledge of the artists and coordinator who delivered the engagement work was important in terms integrating new 

activities into the well-established community event, Leicester Belgrave Mela, which has developed through 30 years of community 

engagement. It is important to have local knowledge and effective community links like this throughout the year to ensure any outreach for 

festivals or other activity is as successful as possible. 

Apprehension around latest GDPR regulations in schools, and more widely, has resulted in a structured approach to data collection to ensure 

that only the required data is collected through a simple and straightforward process, to support effective and accurate data collection for 

all communities. 
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Once Up on a Story Festival/Cathedral 900 (Museum of the Moon 2018), Peterborough, Vivacity  

[Activity] 

Once Upon A Story Festival  

As in the previous year, Vivacity ran community flag making workshops in the lead up to the festival, as well as hosting a performance of 

Carousel by Southpaw Dance in the city centre on the day before the Once Upon a Story Festival. Two artists worked with refugee and 

migrant women to make the flags and decorations for Artizani’s Vox Pop Bike and many of the Festival activities were BSL interpreted. In 

addition family workshops were held during the Once Upon a Story Festival related to Baba Yaga (by Dizzy O’Dare) and BEES! (by Artizani) 

and in association with Carousel. 

Museum of the Moon- Cathedral 900 

During the Cathedral 900th anniversary celebrations Vivacity hosted a variety of community events with groups from different backgrounds 

as well as a business dinner under the Museum of the Moon. 

 

[Outcomes] 

Working with freelance artists was considered to work well as they have their own connections to different community groups and add 

capacity to the very small Vivacity team. For instance, by working with artists such as Kinsi Abdulleh on festival décor it was possible to 

reach more diverse audiences.  

The Once Upon a Festival décor workshops felt most effective as they had participants from seven different community groups taking part in 

them, who then came along to the festival to deliver similar workshops to the public. Over 400 skirts and tassels were made during the 

community led workshops during Once Upon a Festival and due to the activity being led by women of different ethnicities it felt anecdotally 

that the workshops attracted a greater mix of people (no data on this available). 
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The exposure in the city of outdoor performance has had a positive effect on engagement throughout the Vivacity programmes in other 

artforms including theatre and visual arts.  Peterborough audiences now have an understanding of festivals and what to expect. This has 

taken a few years to become a habit, looking at programme, planning their time, choosing what to see. The Museum of the Moon as part of 

the Cathedral 900 was a huge success with more people visiting the Cathedral than ever before - 40,000 people in a week.  

The audience for Museum of the Moon appeared to be very diverse, drawing in people of all ages and ethnicities. Events were scheduled to 

connect with particular communities including Zimbabwean duo Sisters in Mbira, which drew in a large crowd with a great mix of cultures 

from British and Zimbabwean to Eastern European and Asian. 

 

SO Festival, Skegness 

[Activity] 

Following the new appointment of their Artistic Director, SO Festival is developing itself as a classical street theatre festival with a focus on 

events in the town centre with a family friendly programme in safe green open spaces and interactive performances in the streets. 

In the last 50 years, the UK and its coastal towns have undergone a huge transformation. Skegness has a large population of old people living 

in trailer parks/gated communities and a young population whom the community has very little to offer. 

SO Festival set up a family programming space around Tower Garden, offering families a safe space in the centre of the festival. They also 

worked with artist duo Desperate Men to run workshops with local communities, culminating in a ‘reverse parade’ – a SOuvenir walk around 

Skegness on the Sunday of the Festival. The walk included mini performances by Desperate Men and took place in locations that participants 

had highlighted in the workshops previously. A video of the walk was created by a young video artist, working with a group of young people 

using their smartphones to film. 
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[Outcomes] 

Building on previous successes, the SO Festival programming continues to attract audiences which are generally low or non-culturally 

engaged, and this year saw an increase in repeat participation in the engagement activities. Key to this continuing success in engaging 

target audiences are the opportunities created by the project to enter into conversations and dialogue with local citizens; about their city 

and their role within it, what the festival can do for them, and what it’s not currently doing. 

The SOuvenir Walk enabled young people and older people to collaborate within the same project - from a young video artist recording the 

project, to local community groups performing, and local knowledge enthusiasts opening their doors/businesses to participants on the walk.  

All with the same aim of creating a unique cultural activity that was very different to the main festival programme.  

As an interactive activity, everyone was invited to join the walk. The project was artistically synchronized working with different 

perspectives mirroring gender, age, and ethnicity of the population in Skegness. It explored such questions as, ‘What are the haunts of the 

past and the dreams of the future of the Skegness population?’ and ‘how do they bring them together in a common project for the future?’ 

“The focus was purely on the audience.  The audience is the artist and the artist is the audience. The video will serve as a documentation 

of the statements about the festival from the people of Skegness.” Jens Frimann Hansen, Artistic Director, SO Festival evaluation 2018 

 [Impacts] 

SO Festival takes place in what is often said to be a deprived area in the UK and is conceived not only to create entertainment for the 

people but to also involve multifaceted communities in the local area to participate in festival activities.  “As a further development of SO 

Festival from 2018 to 2022, we envision a conception of intertwining two main directions, one side of the festival will be huge spectacular 

work of interest to tourists and local residents and the other side will be focusing on participatory work in the local communities.”  Jens 

Frimann Hansen, Artistic Director, SO Festival evaluation 2018 

To have the outreach activity as part of a real project and not as a secondary activity was one of the key objectives for Desperate Men in 

the development and delivery of their project “From Arcade to Arcadia” [SOuvenir Walk].  Taking this approach, Desperate Men successfully 
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connected with communities that were outside the busy/touristy areas of Skegness and took SO Festival audiences on a journey to areas of 

Skegness of which they had little or no prior awareness or experience.  

“It was very interesting to take culture to those new locations, expanding our audience’s cultural horizons that activity can take place in 

any space, not just public gardens and promenades” Jens Frimann Hansen, Artistic Director, SO Festival evaluation 2018 
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Appendix 2 Response to the work  

Comments from audiences (in italics) and a range of the partners’ evaluations from observation of their audiences and their responses. 

 Festivals  

Akademi, Sufi Zen 2016 This was a mixed audience, many came across by chance walking through the park, they were very positive about the show 

Akademi, Sufi Zen 2017 The audience definitely engaged well with the performance and there was a good crowd throughout the performance. 

Artizani, Bees! 2016 enjoyed the range of hives in this piece- from the intriguing to the surprising! 

Most enjoyed but there were some who did not ‘get it’  

The playfulness and fun element of the show was something that certainly came through and really animated the city centre. 

Artizani, Bees! 2017 Incredibly well received by our Brief Encounter Procession outreach community groups and locals who completely and positively 

engaged with the show and performers.   The imaginative performers totally adapted to our small audience numbers which 

ensured maximum audience participation and enjoyment. 

"I loved the bee disco" Shannon (aged 10) Sion Centre, Preston 

"The beehives and the Veg Nannies - bonkers but brilliant." Paul (parent), Sion Centre, Preston". 

"They were so good . . . really funny"  Mollie (15), Burnley Youth Theatre, (talking about the beehives and the Veg Nannies) 

"Dancing bees . . . yay!"  Lily (14), Burnley Youth Theatre 

"Absolutely brilliant"  Cath, Mereside M.A.F.I.A, Blackpool 

"Have you seen them? They're hysterical." Hannah, Mereside M.A.F.I.A, Blackpool. 

Candoco, You and I Know 2016 The audience really loved this show.  There were several disabled young people who were hugely inspired by the performers.  

Many of the audience were in tears during/after the show, as they were so moved. 

Candoco, You and I Know 2017 Audiences were highly engaged and very much enjoyed the show. People were very much with the dancers and once they 

understood the performers disability relaxed. 

Circus Geeks x Pangottic, Project_Vee 

2017 
Engaged especially families 
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Company Chameleon, Of Man and Beast 

2016 

Having observed them, most stayed to watch the full performance due to its intensity and the tempo of the show which was 

fast.    

Observed during the performances that teenagers (male & female) from a diverse range of backgrounds were very engaged.  In 

addition, there were a lot of adult men (probably in their 30s/40s) who were completely engrossed in the show. 

The show went down very well but there are challenging points where very young children can be scared. 

It was incredible and amazing performance 

I think audience members were slightly confused by the start of the performance, but as they get in to the routine and the 

aerial elements come in to play it is received a lot better. 

Company Chameleon, Of Man and Beast 

2017 

Existing Freedom Festival audiences have shown a strong appetite for high quality dance and Company Chameleon did not 

disappoint. It was well received by a diverse audience base in terms of age and demographic. Presented in the open air 

Audiences remained seated and captivated throughout and showed their appreciation for the performance throughout. 

Company Chameleon, Witness This 2018  Company Chameleon always deliver great quality contemporary dance for the street. The subject matter of Witness This is very 

important for a place like Stoke-on-Trent and its rates of mental health and suicide.  

 

The dancers deliver a performance full of integrity and high skill level. 

The performance addresses personal experience of mental health in a way that is accessible for the street.  

 

Company Chameleon always cast a diverse range of dancers in their companies which I think feel reflective of society. 

Far from the Norm, H. O. H. 2017 There was a positive audience reaction.   There was a greater proportion of the audience in teens/20s than usual.  Feedback on 

cards was equally positive from older people, though.  Very young children (ie under 5s) really loved it.  

 Very engaged, came back more than once to watch 

Great engagement, it was very confrontational but people really got into it. It was a quiet day and the artists were great at 

bringing in passers-by and people who weren’t there for the work. 

Gandini Juggling, 8 Songs 2016 Some returned to watch it 2-3 times 

This show definitely needs something before it to ‘warm up’ audiences. However, once they were drawn in they were 

captivated by the skills and virtuosity. 
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Gandini Juggling, 8 Songs 2017 Our Audiences found this 8 piece singing and juggling performance spellbinding and very entertaining.  However as this was a 

family festival some audience members found the inventiveness and performance a little unsettling, having said this the 

feedback was very positive. 

“This year's performers were great, my lads loved the sound people, mad science, puppet shows on the horse cart and the 

weird 8 song juggling dance act” 

There was an element within the performance that jarred slightly with our young family audience, and was a little too adult. It 

was only a small element of the performance and not integral to it, comments and feedback from the audience stated that this 

could have been left out. 

Gobbledegook Theatre, Ear Trumpet 2016 This appealed to young and old and proved to be a huge success for families seeking a shared experience. Fun, friendly and 

engaging it had all of the elements needed to encourage participation 

Gobbledegook Theatre, Ear Trumpet 2017 Thoroughly enthralling with complete audience engagement from being to end. 

“The Ear Trumpet thing, if a little weird, was excellent. The kids absolutely loved it and were fascinated by it and genuinely 

believed they were hearing things from underground. (They’ve been asking questions ever since!!!)” 

“The people running the trumpets were excellent and stayed in character throughout even when speaking to my husband and I 

as we were leaving, excellent, and something I’ve never seen before.” 

Highly Sprung, Urban Astronaut 2017 The Urban Astronaut performance was really amazing & good "More Please" particularly stuff that people can't help but see. 

very though provoking this is the best piece of street theatre Preston has ever seen 

Its great that Preston is getting things like this 

Very positive – people of all ages really enjoyed it.  Children loved the astronaut (especially boys) and adults seemed really 

affected by the environmental theme/message of the show. 

Very [innovative], both structures are eye catching and there are two areas for the audience to watch,  the moving 

performance aspect of the performance Very engaged, all ages, something quite new to the Festival e makes it more of a 

spectacle. 

At capacity every time, a very popular piece. Occasionally a bit of an issue with split audiences with the dual performances, 

and the first half of the female artist’s story being a little underwhelming.   

This show was very well received and maintained the audience throughout. We had numerous people who came to see the show 

multiple times across the two days, lots of people would stay to talk to the performers about the show afterwards. 
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Joli Vyann, Lance Moi En L’Air 2017 The craftsmanship, physicality and narrative of the work seemed to captivate audiences which included large numbers of 

families. There was a wonderful silence that permeated the performance space which reflected the tone of the piece and 

perhaps served to evidence that the audiences where connecting to the work. Audiences remained seated throughout the 

performance and evidenced their appreciation post performance with applause. 

Very positive – feedback cards were all good.  During the show, the audience were completely engaged – and absolutely silent 

throughout. Many audience members talked to the company afterwards.  Audience had good age mix – all seemed to enjoy it. 

Very positive responses for such a delicate piece of work, thought it might test people’s patience, but it kept audiences well.   

Joli were enchanting. Just amazing 

Kuljit Bhamra, Chutney 2016 Younger members especially joined in the audience engagement element of the show at the end.   Some audience members 

who didn’t speak English did not get the full effect of the narration. 

Event was so good, got plunged into the magical world of fairy tales, very good music & good singers. 

Kuljit Bhamra, Chutney 2017 Really engaged and given that it was raining people stayed with the show all the way through 

Luke Jerram, Museum of the Moon 2018 Museum of the Moon is such an accessible artwork with a big impact. The delivery and install is quite simple in theory and the 

“photo” opportunities the artwork creates and social media buzz is really interesting. Informative, magical, my grandkids and 

children loved it 

Excellent. Very different to anything I’ve seen before.  

 

Wonderful experience. 

Breath taking. An excellent piece of work and very enjoyable to photograph. Thank you 

It was wonderful! An awe-inspiring sight, which provided a welcome tranquil activity & experience. 

Great experience with the kids. All of us felt calm and in wonder. We lay underneath and made up stories. Pretended we could 

hold and hug the moon. We talked a little about space travel, science- gravitational pull, the moon’s future. 

Absolutely fantastic. We went for stories told by the library and it was wonderful. 

The work could appear to be quite a simple concept and design but the impact on audiences is exceptional and very powerful. 

Miss High Leg Kick, Audition Project 2017 The show was particularly good at catering for all ages and abilities, audiences responded extremely enthusiastically. The show 

was particularly suited to Skegness! 
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New Art Club, Campervan of Love 2017 Very well received, families loved it, even small children were laughing. They engaged with the audience very well 

NoFit State Circus & Motionhouse – 

BLOCK, 2018   

Block was astounding. 

Fantastic free day out with the kids with top quality performances. We all loved it especially Block  

Really good I enjoyed a lot block was so good 

Inspiring, enjoyable and rewarding experience. In particular, Block was a brilliant performance. 

Company were great to work with and allowing the kids on the set at the end was a complete winner 

“BLOCK – Headliners:  Unique, Different, Exciting” 

Block: deep and meaningful 

Matthew Harrison – The Actual Reality 

Arcade 2018 

“Fun, Engaging, Stimulating” 

“Retro Arcades, Exciting, Vibrant, Well Organised” 

“Loved the events on the Flag Market” 

“Fun for all the family. Do more on a bigger scale bit like it’s a knockout” 

Periplum, 451 2017 Hull audiences are familiar with Periplum’s work having previously seen The Bell and, through Hull 2017, a new commission 

called The 7 Alleys. This familiarity, trust in the quality of the work and audience experience meant that free tickets for the 

event went very quickly and turnout on the day by ticket holders was higher than average (based upon Hull 2017 attrition rate) 

with 82% of ticket holders converting into real audiences. Demand from none ticket holders on the night of the performance 

meant that we were able to swiftly fill the remaining spaces resulting in a capacity audience of 2300. The audience, now 

familiar with this style of work, was very engaged and responded well to the performance. Social media activity spiked during 

the performance with comments being overwhelmingly positive with many audience members evidencing a growing loyalty to 

Periplum having seen their work in Hull over the last few years. 

Facebook comment: Go! Go! If you havent seen it, you MUST go...its fantastic entertainment, and as politically relevant today 

as it was the day it was written...or maybe more. Get a ticket...buy, beg or borrow...you will be thrilled and mesmerised! 

 

Local media coverage featuring Periplum was significant with the Hull Daily Mail and local radio stations featuring 451.  Venue 

managers reported a diverse audience base in line with the wider festival programme.  

http://www.hulldailymail.co.uk/whats-on/whats-on-news/hulls-freedom-festival-2017-what-112213 
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Plunge Boom, Vegetable Nannies 2016 Always a big hit, particularly with family audiences. It offers high quality interaction and entertainment.  

Plunge Boom workshop was a huge success for the very young and their families who seemed just as keen to build their own 

vegetable baby as the children did. Through the city children and adults were seen walking around holding their very own 

vegetable babe and on occasion you could hear people asking ‘where can we get one?’. Fun for all the family and a great 

addition to the festival.. 

Plunge Boom, Vegetable Nannies 2017 Creative, captivating and completely audience engaging. 

Our audiences completely engaged with this interactive performance by befriending and feeding the earthen toddlers.  The 

performers completely adapted their performance to interact with our small audiences. 

"The beehives and the Veg Nannies - bonkers but brilliant." Paul (parent), Sion Centre, Preston". 

"Kids and parents had so much fun with the lantern making, beehives and vegetables in a pram" Teresa (adult), Sion Centre, 

Preston. 

"They were so good . . . really funny" Mollie (15), Burnley Youth Theatre, (talking about the beehives and the Veg Nannies) 

"I can't get over the way even the boys loved it. I never thought I'd see one of the lads cuddling a cauli with eyes - and giving it 

a bottle" Sam (Parent) Mereside M.A. F.I A, Blackpool 

Thrill Laboratory – VR Playground (4 

swings) 

“Incredible, was out of this world - literally” 

“our son, who uses a wheel chair fulltime absolutely loved the swing and the whole experience, thank you!!” 

 

Wet Picnic, The Lift 2016 This was an excellent old school street show which was very accessible to audiences. 

Wet Picnic, The Lift 2017 The show was in INTU Shopping Centre and worked very well with passing shoppers 
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