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Executive Summary  

The audience engagement evaluation is made up of the results of the audience surveying 

supported by The Audience Agency and undertaken by festivals and the feedback festivals 

provided on their audience engagement activities. 

Overall audience survey results  

Engagement with the festival 

 63% of respondents had been to an outdoor event in the last 12 months. 

 69% of those who had been to an outdoor event before had attended the festival in 

question previously. 

 Engagement  

Using Arts Audiences Insight segmentation the festivals attracted a range of people who were 

engaged with cultural activity to different levels, from the ‘somewhat’ engaged segments:  

 17.7% from Fun, fashion and friends and  

 20% from Dinner and a Show 

 11.4% from Family and Community Focused 

And from the ‘not currently’ engaged segments:  

9%  from Quiet pint and the match 

5.4% from Older and home-bound 

2.4% from Limited means nothing fancy 

 

An enjoyable experience they would like to repeat 

 44% of respondents said they were ‘much more likely’ or ‘likely’ to visit the area again  in 

the next 12 months (not to attend another such event) 

 

 95% ‘good’ or ‘very good’ for quality of performances  

 89% ‘good’ or ‘very good’ the festival staff welcome  

 94% ‘good’ or ‘very good’ for ease physical access 

 96% ‘good’ or ‘very good’ for the whole experience 

 72% ‘good’ or ‘very good’ information/materials on festival performances 
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 64% ‘good’ or ‘very good’ for signage  

 62% ‘good’ or ‘very good’ for food and drink facilities. 

 

 91% of respondents ‘strongly agreed’ or ‘agreed’ that the festival helps to enhance the 

sense of community in an area. 

 98% said it makes a positive contribution to the areas image. 

 98% strongly agreed or agreed that they felt safe at the event. 

 

Respondents were asked for three words to describe the experience – those that appear here 

larger indicate those that were quoted more often. 

 

 

 

 

 

 

 

Growing an appetite for outdoor arts and festivals 

 69% said the festival was the main reason for coming to the location where it was taking 

place 

 75% of respondents were much more or more likely to attend outdoor arts in the future. 

Motivations 

 53% are motivated by spending time with friends/family  

  67% to be entertained and  

 53% to enjoy the atmosphere.   

 23% say ‘ outdoor arts/festivals are an important part of who I am’ 

Sources of information 

 63% festival leaflet, brochure or other print  

 33% the festival website or Email  

 15% email 
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 36% festival poster or advertising  

 36% newspaper or magazine features or listings.   

 26% friends, colleagues and family members are also influential at.   

 47% of people using digital sources such as email, website, facebook and twitter. 

Reach 

Travelling more than 60 minutes to get to the festival varies from 36% for SO Skegness to 6% for 

FUSE  or 10% for Derby Feste. 

Demographics 

 40% of respondents were male and 60% were female. 

 89% of respondents were white, 2% mixed, 6% Asian and 1% black. 

 3% of respondents quoted having a health condition which limited them a lot and 5% 

which limited them a little. 

 15% were 16-24 years 

 45% 25 to 44 years 

 13% 55-64 years 

 6% 65+ 

 

Summary 

Overall the respondents showed a high level of engagement with the festivals.  Through 

comparisons with secondary sources1, the festival attenders reflect the levels of arts 

engagement of those of their local populations to a large extent.  In some cases festival 

attenders were engaging with cultural activities in slightly higher proportions than the 

population as a whole, which could be down to the age ranges attending being of those who 

are more active within society ie. 25-44 years.  

When comparing the demographics of the respondents to those of the local population – overall 

they are roughly similar, with a slightly higher representation of those 30-59 years – indicating 

that the surveys undertaken were reflecting the wide range of festival attenders. 

                                            

1 Arts Audiences Insight segmentation, Target Group Index survey, Taking Part and geo-demographic 
segmentation – Mosaic and Acorn – further details are in the main body of the report. 
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However, there are also significant proportions of the attenders who are less engaged with the 

festivals and outdoor arts and may take a little longer to get into particular performances, but 

who are in the end highly engaged with the events and likely to re-attend.  

Overall, the levels of arts engagement in the attenders is slightly lower than for the Outdoor 

Arts benchmark created through Audience Finder2 in 2013, reflecting that the festivals are in 

areas of lower cultural engagement. 

The festivals are also clearly playing a key role in improving people’s perceptions of areas and 

increasing their likelihood of returning, whether to a cultural event or not. 

The variances between the audiences and their responses across the festivals reflect the 

different nature and contexts of those events – the biggest differences are between those 

festivals in highly urban centres compared to others in the coastal locations.   

Audience development 

Most of the festivals undertook additional audience development activities including workshops 

to engage younger audiences in the main, ambassador schemes to target particular 

communities and family tea tents hosting activities and for gathering feedback from audiences.  

In year one these activities were successful up to a point and festivals all have plans as to how 

they will develop them in the future.  There are particularly good case studies to learn from 

Derby Feste, Birmingham and Out There Great Yarmouth where ambassadors took an active 

role in engaging communities and supporting promotion of the festivals. Most festivals would 

like to use workshops more effectively to engage target groups and work more closely with 

companies to achieve more effective engagement.  On-site the tea tents can be further 

developed to provide effective hubs of activity to engage audiences with the work of the 

festivals and thereby deepen their engagement. 

Conclusions 

Strengths  

 Audiences are receiving a high quality arts experience which they thoroughly enjoy and 

value. 

 The festivals know and understand their audiences and needs and by using the insights 

gained in year one, they will be able to refine their approach to be more effective. 

                                            

2 For further details visit www.audiencefinder.org 
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 There is a great commitment to develop the engagement activities initiated in year one 

of the project.   

 The performances are exciting and engage audiences while also challenging them – and 

by engaging the companies more closely with activities there are opportunities to deepen 

this engagement.   

 The audiences for the festivals do reflect the make-up of the local populations, and are 

therefore achieving the objective of engaging both those already engaged with culture at 

different levels, as well as those not. 

Weaknesses   

 Given that most of the festivals run on tight resources and teams are not working on 

them year round, building relationships with target audiences in a sustainable way is 

challenging. 

 Short lead in times can mitigate against effective audience development work, so plans 

should be put in place as early as possible. 

 Lack of year round staff may mean that some of the relationships with target 

communities initiated in year one are left to go dormant and will therefore be hard to 

pick up for year 2. 

 Engaging new audiences requires a close consideration of the basics – information and 

signage and it is in these areas where the festivals got their lowest ratings.  

Opportunities  

 Year two offers opportunities to match make between company’s performances and 

target audiences to maximise the engagement possibilities.  

 The longer lead in time to year two of the project will also enable more impactful 

engagement activities to be devised and developed in collaboration with both the 

companies and communities.  Workshops can be used more effectively and advertised 

more widely; ambassadors can become more involved in the planning of the festivals and 

devising activities suited to their communities; and activities for tea-tents can be 

planned and better resourced.    

 Information about the shows should be developed in order to support the engagement of 

those audiences who are less familiar with the work and may find it a bit daunting 

initially – whether this is clearer information on timings or the content of the show in 

person at the festival, through printed information and potentially online. 
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 There is also more time for developing partnerships for delivering this activity ie. 

connecting with local organisations to engage particular communities. 

Threats 

 The ever shifting political and funding environment may affect how festivals are 

organised, so it lies with Xtrax to provide a level of continuity and support in the right 

places throughout the next year to ensure that all aspects of the project become 

embedded in the festivals planning processes.   

Key Recommendations 

 Use the evidence to refine overall marketing approaches. 

 Pay attention to the whole experience – food, drink, signage, information. 

 Provide context for the performances – introduce them, provide physical or digital 

information in advance and at the event. 

 Use the longer lead in time to engage ambassadors or undertake consultation to better 

understand the barriers for target communities. 

 Engage the companies with the audience development and marketing activities more 

fully. 

 Plan workshops strategically prior to and during the festival. 

 Support ambassador working year round. 

 Develop a fuller set of digital content to support the engagement effort and to stimulate 

more interactivity on social media. 

 In order to engage broader audiences, invest in local partnerships with key organisations. 

 

Recommendations for evaluation in year two 

 Refine and clarify evaluation criteria ie. objectives and measures of success, and use this 

as the starting point for informing the methodologies for collecting data. 

 A shorter on-site questionnaire is recommended in year two with key questions reflecting 

the evaluation criteria. 

 Integrate opportunities for triangulation with existing secondary research and/or box 

office data. 

 Design effective approaches to qualitative feedback which can be given meaning through 

supporting quantitative data. 



  

© The Audience Agency 2013  10 

 Design effective approaches for evaluation of the impacts of engagement activity with 

particular target communities. 
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Introduction 

The Audience Agency has supported the Without Walls Associate Touring Network in year one 

of its ACE Strategic Touring Funded project.  This support has involved:  

 advice and support around audience development activity, including specific training on 

ambassador working 

 development of an evaluation framework  

 support for the individual festivals to deliver the audience evaluation 

 this report of the results of the audience evaluation and assessment of the audience 

development activities for year one. 

Project Objectives 

The following outlines how this report responds to the following objectives for the project or 

what other activity has taken place to collect evidence around these evaluation criteria. 

Objectives/evaluation criteria Commentary 

For overall ACE Strategic Touring Fund:  

Improved access to great art visiting local areas: 

- Better access in areas which rely on touring 

- High quality work in areas of least engagement 

Reported on for each festival the level of 
engagement with arts of the local population 
for each festival location 

Stronger relationships between those involved with 
artistic, audience and programme development on supply 
and demand sides 

Each festival was required to develop a 
specific audience development plan – the 
activity is summarised here, and impacts 
assessed 

More work by and for children/young people and people 
from diverse backgrounds 

Assessed as part of the wider project 
evaluation undertaken by Xtrax in the context 
of festival’s previous programmes 

Collaboration 
Assessed as part of the wider project 
evaluation undertaken by Xtrax 

Promoters and communities given opportunities to 
influence the kinds of work created to tour 

This will apply in years 2 and 3 of the project 
in relation to programming and engagement 
activities 

Improved knowledge and skills in audience development 

To be assessed over the three years of the 
project in the context of the impacts of 
engagement activities year one activities 
reported on here 

Demonstrate how people and venues toured to are placed 
at centre of the work 

This will apply in years 2 and 3 of the project 
in relation to programming and engagement 
activities 

For Without Walls Associate Touring Network:  

Sharing of information and experience across WW and the 
new ATN for promoting and presenting outdoor work 

To be assessed over the three years of the 
project and activities in year one reported 
here 
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Improved locally and nationally relevant expertise in 
audience development strategies appropriate for outdoor 
arts programming 

To be assessed over the three years of the 
project in the context of the impacts of 
engagement activities 

Leverage additional funding to support festival’s financial 
sustainability 

To be assessed over the three years of the 
project  

The audience development outcomes are as follows:  

Increased audience engagement at festivals 

Reported on here in a number of ways  

- the number of attendees (to be 
measured year on year through the 
project – baseline is provided here) 

- Understanding of levels of 
engagement with outdoor arts and the 
festivals 

- Qualitative feedback (included in the 
questionnaire and augmented by the 
festivals) 

Targeted at those who may not attend arts venues or buy 
tickets for theatre or performing arts events 

Reported on here  

- Understanding existing levels of 
cultural engagement across 
artforms/genres 

- and by better understanding the levels 
of engagement in the population in 
relation to their engagement with the 
festivals 

Having an enjoyable experience they’d like to repeat 
locally 

Reported on here through 

- Understanding levels of satisfaction 
and impacts on perceptions of the 
local areas and communities 

- Other qualitative feedback collected 
by festivals 

Establish relationships with target communities and groups 
who can influence future work 

Possibilities and opportunities established in 
year one to be built on eg. through 
ambassador programmes, workshops and other 
activities, and assessed through the audience 
evaluation  

Grow audiences with an appetite for outdoor work and 
festivals - discovery and increased interest 

Understanding impacts of the experience  

Evidence of increased audience reach 

Reported on here through  

- Geographic reach of each festival 
established through use of attendees 
postcodes 

- Demographic reach outlined by 
putting attendee profiles in the 
context of population levels of arts 
engagement (using Arts Audiences 
Insight, Taking Part, TGI and geo-
demographic profiling tools) 
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Festivals 2013 

 Bradford  Festival and Mela: 14 - 16 June and Wired Aerial 5 October 

 Fuse Medway Festival: 14 - 16 June 

 SO Festival, Skegness: 28 June – 7 July 

 Birmingham Summer in Southside: 3 August: Dance in the City / 22, 25 August: Circus in 

the City  and  6-8 September 4 Squares Weekender 

 Out There Festival, Great Yarmouth: 13-15 September 

 Derby Feste: 27-29 September 

* In year two (2014) festivals in Blackpool and Stoke-on-Trent will also be included in the 

project 

 

Companies Performing 

Company and performance Festivals 

Faust by Bad Taste Company – average capacity 300, 
total performances 1 

 SO Skegness x 1 (cancelled), Out There x 1 

Trolleys by C-12 Dance Theatre – average capacity 200-
500, total performances 12 

Bradford x 2, FUSE x 2, SO Skegness x 2 
Birmingham x2, Out There x 4, Derby Feste 
x2 

Push by Company Chameleon – average capacity 200-
500, total performances 8 

Bradford x 1, SO Skegness x 2, Out There x 3, 
Derby Feste x2 

White Suit by Helen Chadwick Song Theatre – average 
capacity 200-300, total performances 2 

SO Skegness x2 

Chutney in the Street by Kuljit Bhamra, total 
performances 6 

Bradford x 1, FUSE x 3, Birmingham x 2,  

Falling Up by Mimbre – average capacity 500+, total 
performances 9 

SO Skegness x 4, Birmingham x 2, Out There 
x 3 

Red Shoes by Upswing – average capacity 500+, total 
performances 10 

Bradford x 2, SO Skegness x 2, Birmingham x 
4, Derby Feste x2 

Imaginary Friends by The Whalley Range All Stars – 
promenade - average capacity 200, total performances 
4 

Bradford x 2, Derby Feste x2 

As The World Tipped by Wired Aerial Theatre 
Production – average capacity 5000+, total 
performances 4 

Birmingham x 2, Derby Feste x1, Bradford x 1 

The Iron Man by Graeae Theatre Company – average 
capacity 500, total performances 6 

SO Skegness x 2, Birmingham x 4 
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Methodology 

Estimating audience size 

All festivals were asked to estimate their audience size and advice on how to best do this was 

provided.  Most festivals were therefore able to provide details of the overall attendance as 

well as those for the particular Without Walls events.   These were then used for the weighting 

of the results, so that the results for each festival could be comparable regardless of the 

number of survey responses and/or the size of the total audience for the festival.  Information 

on the weighting process is included in the Appendices. 

Face-to-face survey  

The process festivals followed was as follows: 

 Each chose their survey questions based on the standard questionnaire framework, 

adding in any others specific to the needs of the festival. 

 Recruit fieldworkers. 

 Arrange for fieldworker training, either in person or remotely. 

 Collect survey responses using recruited fieldworkers. 

 Ensure a robust and representative sample – working to a target of approximately 120 

per festival. 

 Input survey data into an online Snap Survey hub provided by The Audience Agency. 

 The Audience Agency to deliver a topline report of results to the festival.  

 The Audience Agency to provide a further contextualising report for each festival. 

The Audience Agency worked with each festival to confirm its questionnaire, all included the 

core demographic questions and the majority of other recommended questions.  However, 

where festivals had engaged their own research agency, or were wanting to continue to 

benchmark results against their previous year’s events, there were variances to this question 

set.  The breakdown of who asked what can be seen in the Appendices and in the 

accompanying tables of results provided overall to Xtrax and for each festival.    

The questionnaire was mostly quantitative, however it did include two qualitative questions to 

provide some more illustrative feedback. The use of standard questions has enabled us to 

create a benchmark across the participating festivals and also put the results in the context of 

the Audience Finder outdoor arts sector cluster benchmark 2013.  This is an initiative which is 

bringing together standardised audience data from across festivals and events in order to bring 
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some additional meaning to the results of individual organisations.  A list of the participating 

festivals and events is included in the Appendices. 

In all cases the surveys were delivered face-to-face by fieldworkers trained by The Audience 

Agency.  Fieldworkers filled out the questionnaire on behalf of the respondent and used ‘show 

cards’ where required so that respondents could read the list of options.   

Birmingham supplemented the face to face surveying with some additional email address 

collection and a link to an e-survey was sent out following the events, the results of which are 

merged with the face to face responses. 

The quota was set at 120 responses, as this figure provides a sufficient number of responses to 

allow for representativeness of the festivals’ audiences as a whole.   

The fieldworker training is designed to ensure that those delivering the surveys are familiar 

with the questionnaire, understand the process, can answer any questions from respondents, 

that they understand their responsibilities and that they know how to get a representative 

sample of the festivals’ audiences.  They are also briefed on the Market Research Society’s 

code of conduct3 so that they are working within these recommendations.    This training is 

essential to ensure that data collected is of the highest quality, robust and reliable.  The 

training was either delivered direct to the fieldworkers or to a coordinator who then passed it 

on to the fieldworkers – both approaches were equally successful. 

Based on the number of questionnaires collected and the relative size of the audience at each 

festival we can say how confident we are that the results are representative of the audience as 

a whole. For these results we have used the confidence level of 95%, so we can say that 95 

times out of 100 the percentage result quoted will fall within the plus or minus range stated.    

A range of ±5-10% is usual for this kind of research and is therefore robust, however any larger 

range than this is only giving us indicative results. 

 Bradford Festival and Mela  

o 163 questionnaires were collected  

o with a margin of error ±8% at the 95% confidence level  

o festival attracted approx. 45,000 people. 

 Bradford Wired Aerial 

o 61 questionnaires were collected 

                                            

3 Full details of the Market Research Code of Conduct can be found here 
https://www.mrs.org.uk/standards/code_of_conduct/  

https://www.mrs.org.uk/standards/code_of_conduct/
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o with a margin of error ±10% at the 95% confidence level 

 

 FUSE  

o 39 questionnaires collected  

o with a margin of error of ±16% at the 95% confidence level 

o Without Walls events attracted 1,500 people  

o festival attracted 30,000 overall  

 SO Skegness  

o 211 questionnaires collected  

o with a margin of error of ±7% at the 95% confidence level.   

o Attracting more than 90,000 people 

 Birmingham  Hippodrome Summer in Southside  

o 390 questionnaires were collected over two weekend events  

o With a margin of error of ±5% at the 95% confidence level 

o attracted 12,000 people 

 Birmingham 4 Squares with Wired Aerial   

o 378 questionnaires were collected over the 2 days 

o With a margin of error of ±5% at the 95% confidence level 

o Wired Aerial attracted 6,000 people. 

 Out There, Great Yarmouth  

o 403 questionnaires collected  

o with a margin of error of ±5% at the 95% confidence level.   

o 5,000 saw the Without Walls performances 

o 45,000 people attracted overall  

 Derby Feste  

o 89 questionnaires collected  

o with a margin of error: ±11% at the 95% confidence level.   

o festival attracted 35,000 people overall,  

o 2,200 attending the free performances and  

o 2,600 attending the paid performance of Wired Aerial. 

Qualitative audience feedback 

Festivals were also encouraged to solicit qualitative feedback from audience members, either 

through vox pops, filming, feedback cards or other methods including social media.  Festivals’ 

ability to achieve this varied, most have a good photographic record, social media interaction 
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is mostly around sharing photographs, video content was collected at some festivals and 

Birmingham Hippodrome was notable in using chalk boards for audiences to write comments on 

and then take a picture of.   

 

Festivals’ Research delivery  

Bradford Festival and Mela Weekend 14 - 16 June and Wired Aerial 5 October 

Research for this Festival was organised by Susan Kenyon of Ask Insight, the company which has 

been undertaking audience research for Bradford City Council over the last few years.  

Additional fieldwork was undertaken for the Without Walls companies’ performances and 

relevant questions added in to the standard questionnaire which has been used in Bradford 

over the last few years.  The responses to questions relevant to the WOW ATN research were 

then provided to The Audience Agency for inclusion and analysis. 

Research took place on the 15th and 16th of June in the Bradford City Park area where the 

Festival took place and was delivered face to face. 

Ask Insight also surveyed at the Wired Aerial event on 5 October, the results of which are 

incorporated here. 

FUSE Medway Festival: 14 - 16 June  

The Audience Agency trained a small team to undertake research for the Festival and the 

research took place on Saturday 14 June across two events and two workshops.  The standard 

questionnaire was used in the main. 

SO Festival, Skegness: 28 June – 7 July  

A large, well organised team of fieldworkers was recruited by the Festival from the volunteer 

network ‘Culture Force’ and trained by The Audience Agency.  Research took place on  6th  July 

across a number of events and was undertaken face to face.   The standard questionnaire was 

used in the main.  

Birmingham Hippodrome   

 Summer in Southside Festival: 3 August - Dance in the City,  22, 25 August - Circus in the 

City   
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 4 Squares Weekender 6-8 September – Wired Aerial 

Birmingham’s research was carried out by their own research agency – Earthen Lamp, using a 

questionnaire including the core questions as provided by The Audience Agency.  As the brief to 

Earthern Lamp included assessing economic impact, it was not possible to ask the full set of 

questions recommended for this project. Surveying was undertaken face to face, with 

additional responses solicited through an e-survey and the results from both put together. 

Research was undertaken at the Summer in Southside events on 3 August and 22-25 August, for 

which the results are included in this data-set.  Research was also undertaken at the 4 Squares 

event on 6-8 September by Earthern Lamp which included Wired Aerial. Surveying was 

undertaken face to face, with additional responses solicited through an e-survey and results 

from both put together. The data from this event was supplied to The Audience Agency for 

inclusion here.   

Out There Festival, Great Yarmouth: 13-15 September  

Out There Festival recruited a good team of fieldworkers. The Audience Agency trained the 

coordinator remotely, who then passed on the information to the team on the day.  They then 

delivered the survey on the 14th September at a range of events.   The standard questionnaire 

was used in the main. 

Derby Feste: 27-29 September 

Derby Feste’s research was delivered by a team of fieldworkers recruited from amongst the 

local authority staff. A coordinator was trained remotely, who then trained the team on the 

day.  Research took place on 28 September across a number of performances.  The standard 

questionnaire was used in the main. 

 

Companies’ and Audience Research 

This evaluation has as its primary focus understanding the audiences for the Without Walls 

performances as a whole.  The research results are therefore focused on engagement with a 

range of events in a festival context, rather than the work of a particular company.  The 

results are therefore representative of the festivals’ audiences and de facto of the companies’. 

We cannot draw out from this research responses relevant to individual companies, unless a 

company is mentioned in a qualitative comment. 
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We experimented with companies undertaking parallel research by collecting email addresses 

of audience members, however the companies did not have the resources to collect sufficient 

addresses, and the response rate to the follow-up e-surveys is low.  So, this data is not 

included in the analysis here, but has been provided to companies separately. 

As part of Audience Finder we are supporting companies to understand of their audiences 

through some specific initiatives, for more information from December 2013 visit 

www.audiencefinder.org.  

 

Audience Engagement Activities 

One of the key benefits for festivals taking part in this project was additional funding to 

develop and deliver some specific audience development activities to engage particular target 

audiences.  Each festival was invited to put in a proposal to Xtrax for audience development 

activities in order to access this funding.  To help the festivals devise their activities two 

sessions were held with The Audience Agency, the first a general session to discuss various 

options and the second focusing on ambassador working.  Additional resources were then 

devised by Xtrax and The Audience Agency to support the festivals’ in developing an 

ambassador scheme. 

The following summarises what audience development activity each undertook. 

Bradford Festival and Mela 14 - 16 June and Wired Aerial 5 October 

This was the first year of the re-vamped Bradford Festival, which also incorporated the Mela, 

and was located in the newly developed City Park area.  This event came on the back of other 

events designed to establish City Park as a cultural hub in the city.  Bradford also hosted Wired 

Aerial in its City Park as a one-off event. 

 

The festival planned to recruit local ambassadors to engage specific communities in the city 

with the activity in City Park. 

http://www.audiencefinder.org/


  

© The Audience Agency 2013  20 

 

Bradford Festival and Mela 

FUSE Medway Festival: 14 - 16 June  

FUSE festival presented two public workshops by Kuljit Bhamra and C-12 Dance Theatre 

following their performances. These workshops served to target priority groups for the festival 

- families, young people and NEETS.  Workshops were promoted on the website as follows:  

“Cast of the professional troupe Chutney in the Street! who are performing a vibrant 

mix of Indo-Caribbean music dance and storytelling at Fuse, will be passing on their 

Bollywood dance skills following their performance on the Saturday. Also on the theme 

of dance, C-12, whose graceful ballet for 5 shopping trollies, Trolleys is part of this 

year’s Festival programme, will lead a contemporary dance workshop following their 

second performance during the afternoon.”  

A video record of the event can be found here: https://vimeo.com/75417595 

or  http://www.youtube.com/watch?v=aGiRcOQwzlw.  This offers an excellent perspective of 

https://vimeo.com/75417595
http://www.youtube.com/watch?v=aGiRcOQwzlw
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the atmosphere, experience of audiences and performers and integrates information useful 

for advocacy. 

SO Festival, Skegness: 28 June – 7 July  

SO Skegness particularly wanted to target families and younger people and more generally 

those who have not seen outdoor arts before.   

To support this they hosted a ‘tea tent’ as a focus for engaging new visitors with the 

evaluation. 

 

 

 

 

  

 

 

SO Skegness 

 

 

 

 

Birmingham Hippodrome   

For Summer in Southside an ambassador scheme was developed in partnership with Arts 

Connect and local library services in Staffordshire, Telford and Worcester to engage their 

communities, particularly families. Each Library service selected a library to become cultural 

ambassadors on the behalf of the event, actively promoting attendance at Summer in Southside 

and other events. Each library hosted a free fun cultural day out (with transport provided) to 

the events in Birmingham prior to which they hosted a cultural workshop led by one of the 

Without Walls companies.  Staff in the libraries were briefed about the event and provided 

with marketing materials to help them enthuse about and then promote the event within their 
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communities.  Libraries also made connections with local schools to engage them with the 

events as well.  

Workshops were offered by Graeae in a local deaf college with children who then came to see 

the performance.  The festival also engaged young people to collect footage and feedback 

from audiences.  Finally, audiences were able to give feedback by writing comments on chalk 

boards and then have their picture taken with their comment. 

 “We had a lovely time and it was not something we would have thought of going to” 

Attender via Worcester Libraries service 

“Been such a good experience and our Ironman puppet is amazing- can’t believe the 

things we used to make him, fab!” 

Workshop participant Telford Libraries Service 

“What a fantastic day- I wouldn’t  have been able to bring the three children to 

something like this on my own without this trip- it’s been great!” 

Workshop participant Telford Libraries Service 

 

 

 

 

 

 

 

 

 

 

 

 

 

Summer in Southside 

 

 

 

 

‘Follow us to the next show’ boards Summer in Southside 
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The 4Squares Weekender was a collaboration of venues across the city and scheduled to 

celebrate the opening of the new Birmingham Library. 

A video record of the 4Squares Weekender can be found here: http://vimeo.com/74115780 

Out There Festival, Great Yarmouth: 13-15 September  

Two ambassador coordinators were employed to recruit and support ambassadors from local 

target communities specifically the Portuguese community and young people.  These 

ambassadors were briefed and given information to promote the festival.  They were happy to 

hand out programmes and promote the festival, but less able or willing to have more detailed 

conversations with target communities.  They were also asked to follow up with those who 

attended as a result of contact with them, however it was very difficult to get the ambassadors 

to do this. Some of the ambassadors also delivered the fieldwork for the surveying.   

 

The Festival also had a ‘tea tent’ to engage the public, particularly families and offer 

opportunities for gaining further feedback.  Adjacent to the tent was an area which hosted 

workshops – face painting and pottery.  

 

And finally, the Festival offered a workshop by Bad Taste Cru to target younger people which 

was very successful, despite technical difficulties. 

 

 

 

 

 

 

Out There Great Yarmouth 

 

 

http://vimeo.com/74115780
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Derby Feste: 27-29 September 

Target communities for Derby Feste were the deaf community, the Ukrainian population, the 

skateboarding community, the over 50s and low-income families. An Ambassador Scheme 

Coordinator was employed who aimed to recruit 8 Feste ambassadors from the target 

communities and 8 Feste advocates who could support the promotion.  In the end, 4 advocates 

were recruited who supported the work of the ambassadors and the engagement with local 

communities.  

 

A combination of workshops and performing opportunities were offered to target communities 

(see the separate case study below) through the ambassadors.  

 

In addition the Ambassador Scheme Coordinator engaged particular communities and groups to 

give them extra access to the festival eg. the local camera club and Citizens Eye Derby.  The 

latter produced the following video: http://citizenseyederby.org.uk/2013/10/21/derby-feste-2013-

celebrating-diverse-communities-through-music-street-theatre-and-art/ 

 

In once particular case, the ambassador coordinator recruited two representatives of the 

skateboarding community to develop a skateboarding competition immediately prior to Wired 

Aerial’s performance of ‘As the world tipped’.  This performances took place in the same place 

as the skateboarding park, which increased engagement with that event more generally and 

within the skateboard community. 

  

http://citizenseyederby.org.uk/2013/10/21/derby-feste-2013-celebrating-diverse-communities-through-music-street-theatre-and-art/
http://citizenseyederby.org.uk/2013/10/21/derby-feste-2013-celebrating-diverse-communities-through-music-street-theatre-and-art/
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SKATERS from Derby will be among hundreds of performers showing off their skills at this year's Festé. 

“Young people who use the skateboard 

park at the Bass Recreation Ground will 

showcase their skills and take part in a 

competition at the start of the festival 

this Friday. 

The organisers of Festé have aimed to 

work with a wide range of groups in the 

city in the build-up to the annual event 

and have invited skateboarders to enter a 

skills competition in the park. 

The contest will take place next to where 

the headline performance  of wired aerial 

theatre show As the World Tipped will be 

staged at 8pm.” 

Derby Telegraph Website September 23 2013 

 

 

Case Study: Derby Feste Community Engagement 

Alex Rock, Derby Feste’s Ambassador Coordinator, set out to recruit 8 ambassadors from 

target communities and 8 advocates who could support the promotion of the Festival.  

Advocates were to be made up of four people who love Feste and four from a younger 

demographic who wanted experience in Audience Development. 

In the end within the timescales this was over ambitious, so 6 ambassadors from target 

communities were recruited and 4 young advocates. 

This work also included engaging other people less engaged with Feste through partnerships 

with local organisations. 

The overall objectives of this work were:  

 Community cohesion 

 Investment in the programme 

 A legacy for Derby 

http://www.derbytelegraph.co.uk/Skaters-head-head-competition-ahead-Fest-eacute/story-19832637-detail/story.html
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Target groups engaged  – Asian community, Ukrainian community and Under 25 males. 

This clarity, ensured that any activities undertaken should have these outcomes, and clearly 

guided the approach to community engagement.  

Advocates 

Four young people who wanted experience were recruited, one from each of four cultural 

partners – Quad, Derby Theatre, Derby Live, DeDa.  Their main role was to be volunteers on 

the day to support the work of  Alex and the community ambassadors.  Alex met with them 

regularly, to keep them informed about what he was doing and why, so that they could 

understand the  motivations behind his work with communities.  On the day they helped with 

workshops, the Citizens Eye reporters and the skateboard competitions.  They worked as 

liaisons and were allocated to each activity. 

Ambassadors 

It was felt better to recruit from those who are busy within their communities, rather than 

finding people who were Feste fans within a community. 

So ambassadors were head-hunted  - essentially searching out communities reps with an 

interest  in Feste who could  engage their communities.  This approach was felt to be more 

appropriate and efficient, rather than doing an open call for ambassador volunteers. 

The way of working with those recruited was to get them invested in the programme, rather 

than just asking them to generate word of mouth .  Although word of mouth invariably 

followed.  Alex worked with each group to find out what they could do together.  

As the World Tipped by Wired Aerial was to be performed next to the skateboard park – where  

under 25 male skateboarders went to skate  - a group particularly unengaged with Feste.  Two 

ambassadors were recruited from a skateboard shop and from a derby based skate boarding 

blog – they were then invited in to see what they could do.  The result was a skateboarding 

competition run as part of Feste prior to the performance by Wired Aerial.   

As part of this relationship, the skateboarders were invited to try other activities in the 

Festival.  They were offered tickets, and did go and see other things and talked about it on 

social media.   

Through Quad there was an existing relationship with a choreographer of a Ukrainian dance 

group – Hovela.  So this group was asked what could they do for the festival.  The 
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choreographer knows how to engage his community and so was effective ambassador.  The 

group  performed on the main stage  to audience of  5-600 audience and so became part of  

Feste.  Further contacts through the Ukrainian community centre and catholic church were 

developed on the back of the programming, as now they had a reason to engaged with Feste.   

 

Other activities 

The following additional activities were undertaken to achieve greater community cohesion 

and some legacies for Derby. 

Community reporters were  engaged through ‘Citizens Eye’ – umbrella action group  and part 

of  Community Action Derby.  These were people who were unemployed and had a lower level 

of engagement with the Feste and culture generally.  They were given cameras and 

commissioned to go and talk to the communities taking part in the festival and report back.  

The advocates enabled them to get the access they needed. Their usual role is to go into 

communities in Derby and report back on their issues.  

The result was a filmed documentary of 6 minutes focusing on two communities involved with 

Feste.  These were the South Asian Arts Group and Ukrainian Dance Group. 

A local camera club was also contacted and used Feste as their monthly theme.  They were 

given  free tickets access to the festival.   

Finally, Catherine Boot worked with a local group who do circus skills in the back of a social 

club on a regular basis.  This free  workshop  gave them some aspiration and realisation that 

circus skills are something you can develop and take further.  In essence this makes 

connections between things that people regularly do and what goes on at Feste, offering a 

year round cultural legacy of Feste. 

Conclusions 

There are real barriers between community interests and the arts and culture in derby.  This 

year’s activity is part of a low process taking the approach that  Derby Feste does arts and 

culture but you as a community do valuable things too, so we’ll put you in the programme.  In 

effect this leads to community cohesion and a reason for people to feel ownership and 

involvement in the cultural life of Derby. 
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Audience research findings explained 

The following outlines the themes of the evaluation and summarises the findings from the 

questions in the survey relevant to that theme.  It goes on to indicate any differences by 

festival or by type of festival attender (new to the festival and/or outdoor events and those 

who do not attend ‘paid for’ or in-venue activities).  Finally, the data is compared to the 

benchmark as developed for the outdoor arts sector in 2013 through Audience Finder. 

Full charts and tables for these findings, including for the Audience Finder Outdoor Arts Sector 

benchmark can be found in a separate document.  

Each of the festivals was also provided with their own data, so that they can put their findings 

in the context of the overall findings. 

 

 

Focus of the data analysis – cross-tabulations 

Three cross-tabs are included in this reporting and commented on where there are significant 

differences. 

 Comparisons of survey questions, where possible, by festival. 

 Comparisons of levels of prior engagement with outdoor arts – derived from questions: 

‘Have you been to an outdoor arts event before?’ and the motivations question. Three 

levels of engagement were then compared: 

o None/low engagement - Not been to an outdoor arts event in last three years 

or ever, not motivated to visit by "Outdoor arts is an important part of who I 

am" 

o Mid engagement - Been to an Outdoor arts event in the last three years but 

not motivated to visit by "Outdoor arts is an important part of who I am" 

o High engagement - "Outdoor arts is an important part of who I am", ever done 

Outdoor arts 

 Comparisons of levels of engagement with ‘paid for’/’in venue’ cultural activity as 

opposed to free and outdoor considered at two levels – based on the question which asks 

what cultural activities people have done previously:  
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o Have not done something paid-for, may or may not have done something free 

in the past 12 months – have attended art exhibition, museum, outdoor, 

library, read a book, created art. 

o Have done something paid for in the past 12 months – have attended theatre, 

classical music, jazz, pop/rock concert, historical/heritage site, cinema, 

opera, ballet, dance performance (may have also done something free). 

 

While the second two of these analyses do not offer absolute indicators, they give an 

indication of the behaviours of different types of people according to their engagement with 

culture overall and outdoor arts specifically. 

The data-set 

The number of respondents to each question varies depending on whether a festival asked it, if 

the respondent answered it or the respondent was able to tick all that apply (in which cases 

the percentage responses will add up to more than 100%).  There were a total of 1,305 

respondents included in the results from across the festivals.   

The proportions of those who saw each company is in line with the opportunities to see those 

companies across the festivals, ie. the fewer performances, the fewer people quoted having 

seen the company. 
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Audience Research Findings   

The following outlines the results with the grey boxes providing some commentary and putting 

those results into a wider context. 

Increased audience engagement at festivals 

Engagement is assessed here against whether the respondent had been to an outdoor arts 

event before or had previously attended the festival, and how much they knew about the 

festival in advance.   

 63% of attendees have been to an outdoor event in the last 12 months, with 16% having 

been to one in the last three years of more previously. 21% had never been to an outdoor 

event before. 

 69% of those who had been to an outdoor event before had attended the festival in 

question previously. 

 44% of attendees knew a lot about the festival before they attended, 32% had some 

knowledge, 13% were unaware of the festival beforehand. 

 Audience responses to the work included:  

“a very energetic performance that was made to look effortless, amazing to watch” 

SO Skegness respondent  

“good for derby to be lively and draw crowds in. mixture of cultures.” 

Derby Feste respondent 

“great atmosphere, relaxed and entertaining.” 

Derby Feste respondent 

“good to see lots of audience interaction” 

FUSE respondent 

“Just correct length of time. Well done. Pitched just right.” 

Out There respondent 

“Really positive - beautiful part of town, great that it's being used.” 

Out There respondent 

“Very original, extremely funny. Love it!” 

Out There respondent 

 

Jason Feather I.ve uploaded a few, festival was fantastic, big thanks to all the organisers and acts 

Like · Reply · 1 · June 23 at 8:22pm 
Bradford Festival Facebook 

https://www.facebook.com/jfeather2
https://www.facebook.com/BradfordFestival
https://www.facebook.com/BradfordFestival
https://www.facebook.com/browse/likes?id=594946100537588
https://www.facebook.com/BradfordFestival/posts/592555954109936?comment_id=86208990&offset=0&total_comments=2
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Natalie North @Nat_Tily30 Sep 

My #festéfave was Upswing Theatre Red Shoes stunning with a entrancing narrative @derbyfeste 
Derby Feste Twitter 

 

Maria Kneale What I saw was excellent thank you! Live street bands and dance acts, plus an amazing procession of what 

looked like Ice Queens on stilts as I walked through town in my lunch break  City was buzzing! 

Derby Feste Facebook 

 

 Comparison by festival 

Bradford Festival and New Mela had the highest levels of existing engagement with outdoor arts 

with 74% having attended an outdoor event in the last 12 months. Summer in Southside in 

Birmingham, Wired Aerial in Bradford and SO Skegness had the lowest levels at 44%, 44% and 

55% respectively.  

Out There Festival in Great Yarmouth had the highest proportion of people who had been to 

the festival previously at 85%, followed by SO Skegness at 73%.  FUSE Festival had the fewest at 

53%.   

Comparison by audience type 

The results are showing that of those who say they have been to ‘paid for’ events 67% had 

attended an outdoor arts performance previously, compared to 56% of those who have mostly 

engaged with non-ticketed activities.  However 28% of the latter group have never engaged 

with outdoor arts previously, compared to 19% of those who have been to ‘paid for’ events. 

There was little difference between these two groups in terms of the proportion who had 

attended the festival in question previously. 

However, in terms of levels of awareness before attendance, of those who say that they attend 

more ‘paid for’ events 45% said they knew a lot about the festival in question, compared to 

10% of those who mostly attend free activities.  

80% of those who were more highly engaged with outdoor arts had attended the festival in 

question previously, compared to those with no engagement with outdoor arts of which just 

28% had previously attended the festival in question. 

 

 

 

https://twitter.com/Nat_Tily
https://twitter.com/Nat_Tily
https://twitter.com/search?q=%23fest%C3%A9fave&src=hash
https://twitter.com/derbyfeste
https://www.facebook.com/maria.kneale
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Outdoor arts benchmark 

There is little difference between the overall WOW ATN and the Outdoor arts benchmark, 

those engaging with the WOW ATN festivals were slightly more likely to have engaged with 

outdoor arts previously. 

 

Audience engagement 

These results can be set in a wider context. 

 Engagement with the festivals is fairly high in that the majority of respondents had 

attended outdoor arts and/or the festivals previously and knew something about the 

festival in advance of attending.  These respondents not surprisingly also had a 

higher level of engagement in other ‘paid for’ cultural activities.  

 However there was still a significant proportion who had done neither of these 

previously and therefore knew less about the festival.   

 So, the festivals are successful in attracting new attenders and reaching those in the 

community who are less engaged culturally.    

 According to the Arts Audiences Insight segmentation at least 68% of the adult 

population have engaged with culture, ie. they are either highly or somewhat 

engaged – and these results reflect this level of engagement. 

 In the 2011/12 Taking Part4 survey results, 63.3 % of adults in England engaged with 

the arts three or more times, compared with 78.2 % of adults who engaged at least 

once which again is reflected in these results. 

 It also seems that where festivals are more established or where there is a range of 

year round activity, engagement with the festival is slightly higher.  Sustaining year 

round audience development is obviously a challenge in an annual festival context, 

so considering their audience development in the context of what’s available year 

round cross a city or area may be more effective for the festivals. 

 

                                            

4  The Taking Part Survey is commissioned by the Department for Culture, Media and Sport (DCMS) in 
partnership with a number of our arm’s length bodies. At present, these are Arts Council England, 
English Heritage, and Sport England. Taking Part is a continuous face-to-face survey with adults aged 16 
and over living in private households in England. It is conducted on behalf of DCMS by TNS-BMRB. The 
survey has run since mid-July 2005. 
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Increased audiences from those who may not attend arts venues or buy tickets for theatre 

or performing arts events 

For each evaluation criteria the results presented here are related to the level of engagement 

by those who are more likely to attend ‘paid for’ artforms as opposed to non-ticketed or free 

artforms. See the explanation at the beginning of this section of the relevant cross-tabulation. 

 

When asked what cultural activities they had engaged with in the last year the results 

across all festivals were as follows (respondents could tick all that applied):  

 

Base 185   

Compared to the levels of cultural engagement within the UK population as compiled within 

the Target Group Index survey5, overall the survey respondents are showing a higher level of 

engagement with the full range of artforms.   

                                            

5 Target Group Index (TGI) is a survey of adults living in Great Britain conducted by TGI Insights and 
Integration. It collects information from a representative sample of around 25,000 adults in England, 
Wales and Scotland annually.  
 
The survey asks questions on a wide range of consumer habits and preferences, and since the 1980s it 
has included questions on frequency of attendance at a number of major art forms (theatre, opera, 
ballet, contemporary dance, classical music, pop/rock, jazz, art galleries, cinema). - See more at:  
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In terms of penetrating different types of audiences the group size and make-up is also a good 

indicator, representing a range of types of group – both family and adult groups. 

 14% of respondents attended alone 

 40% as a family group ie. adults and children under 16 

 42% as adult groups 

Comparison by festival  

Across the festivals which asked about cultural engagement, the level of engagement with a 

range of artforms was higher for those who attended FUSE and Wired Aerial in Bradford 

compared to SO Skegness and Derby Feste attenders. 

Bradford Festival and Mela’s audience was made up of the highest proportion of those who only 

go to free events or non-ticketed cultural activities at 41% compared to 19% of SO Skegness and 

Summer in Southside in Birmingham  attendees. 

Attenders to FUSE and Out There Festival Great Yarmouth were slightly more likely to attend in 

a group than the other festivals who asked this question.  Although FUSE was much less likely 

to attract groups of 4 or more compared to other festivals.  Bradford and Derby had the highest 

proportions of people attending on their own. 

Comparison by audience type 

Generally those who were less engaged with outdoor arts are less engaged with culture 

generally, except for cinema. All respondents attended cinema in equal measure (regardless of 

their level of engagement with outdoor arts).   

Outdoor arts benchmark 

For cultural engagement, the levels quoted by respondents across the festivals for each 

artform are generally lower than the Outdoor Arts benchmark, except for attending pop/rock 

concert and visiting the library.  
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Malcolm Wright I was there....loads of people lining the high street. Must have been such a buzz for the little kids in the 

parade, everybody cheering them on their way. Can't wait to see lots more over the weekend....and it's FREE!!!!!! 

June 14 at 8:27pm · Like 
FUSE Facebook 

 

 

 

 

 

 

 

  

 

 

 

 

 

Bradford Twitter 

https://www.facebook.com/malcolm.wright.71
https://www.facebook.com/fusemedwayfestival/posts/10151749312982474?comment_id=29238927&offset=0&total_comments=1
https://www.facebook.com/fusemedwayfestival
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Arts Audiences Insight Profiles6 

The following compares the results for the Without Walls Associate Touring Network (WOW ATN) evaluation (based on profiling postcodes of 

respondents) with the levels of each segment in the population in the areas in which the festivals took place and the average for England.  

County/Unita

ry Authority 

% Urban 

arts 

eclectic 

% 

Tradition

al culture 

vultures 

% Fun, 

fashion and 

friends 

% 

Mature 

explorer

s 

% 

Dinner 

and a 

show 

% Family 

and 

communit

y focused 

% 

Bedroo

m DJs 

% Mid-

life 

hobbyist

s 

% 

Retired 

arts and 

crafts 

% Time-

poor 

dreamer

s 

% A 

quiet 

pint 

with the 

match 

% Older 

and 

home-

bound 

% 

Limited 

means, 

nothing 

fancy 

WOW ATN 3.8 3.2 17.7 10.2 20 11.4 2.7 4.7 2.9 6.5 9 5.4 2.4 

English 
average 
segment % 

4.5 3.8 18.3 10.5 19.8 11.2 2.5 4.3 2.8 6.7 7.8 5.5 2.3 

Birmingham 5.0 2.6 15.6 8.2 19.5 10.0 3.7 4.7 2.0 9.3 9.7 6.8 3.1 

Bradford 4.1 2.6 17.6 8.7 19.6 10.6 3.0 4.2 2.4 8.1 10.5 6.1 2.5 

Derby 4.6 2.5 17.2 10.4 20.0 10.0 3.2 4.4 2.5 6.8 9.9 5.8 2.8 

Great 
Yarmouth 

3.0 2.5 16.7 9.6 20.0 12.6 2.5 5.1 3.4 6.2 9.4 6.3 2.7 

Medway 3.5 2.1 19.3 10.5 21.2 9.4 2.6 5.4 2.8 8.2 7.7 4.9 2.5 

East Lindsey/ 
Skegness 

3.3 3.3 17.0 10.3 19.8 14.4 1.9 4.3 4.4 5.1 8.1 5.6 2.5 

                                            

6 The Arts Council England’s Arts Audiences Insight is an arts-based segmentation of English adults. 13 Arts Audiences: Insight segments were first 
identified in 2008. - See more at: http://www.artscouncil.org.uk/publication_archive/arts-audiences-insight-2011/#sthash.xJrNkIR9.dpuf 
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The results indicate that the levels of engagement with cultural activity for the festivals 

attenders compared to the local populations are roughly equivalent.  Each individual festival 

also received its own breakdown so that they can put this into context.  

 

Engagement with the less-culturally engaged 

These results can be set in a wider context 

 The festivals are successful in engaging a range of people whose experience of culture is 

different.  The key groups that are engaged are:  

o Fun, fashion and friends are generally a bit younger, interested in 

contemporary and new cultural activities and rely heavily on their peer 

networks to motivate them to attend.  Some do have children, so would be 

attending in family groups. 

o The Dinner and a Show segment are highly socially motivated, may be 

attending as a family, and are proactively seeking out things to do with family 

and friends.  A little bit more traditional in their tastes, as well as seeking out 

treats and things to do on special occasions, they are also looking to take part 

in activities which take place in their communities. 

 In the context of the Outdoor Arts Benchmark – the fact that these festivals are in areas 

of lower cultural engagement (according to the Active People Survey) is reflected in the 

lower level of cultural engagement compared to that benchmark. 

 In conducting research at a cultural event, culture is obviously on people’s minds, and 

they are therefore likely to over-estimate that actual cultural engagement.   

 However, these results also indicate that these audiences may have different 

understandings of some artforms or cultural activities than is assumed in surveys such as 

Target Group Index.  For instance the national average for engagement in dance is 10% 

(TGI), and for these respondents is 43%.  It can therefore be hypothesised that they are 

taking a broader understanding of dance based on their experience of dance (rather than 

the assumed contemporary dance in a theatre on a stage).  This suggests that potentially 

the respondents are engaged in culture, but their understanding of what makes up 

different artforms is broader than a more narrow ‘arts’ definition.  It would therefore be 

useful to test this further in future research. 
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 As the age ranges also show, the majority of attendees are 30-59 years old, who are 

naturally the more active elements of society, and therefore will be on average more 

culturally engaged than the national averages. 

 

Having an enjoyable experience they’d like to repeat locally 

This sense of enjoyment is indicated by the ratings for elements of the festival, the response to 

the local area as well as general comments on the festival. 

Experience ratings are overall high, with ratings at ‘good’ or ‘very good’ as follows: 

 95% for quality of performances  

 89% the festival staff welcome  

 94% for ease physical access 

 96% for the whole experience 

 72%information/materials on festival performances 

 64% for signage  

 62% for food and drink facilities. 

In terms of potential repeat attendance to the area: 

 44% of respondents said they were much more or more likely to visit the area again in the 

next 12 months (not to attend another such event). 

The festivals also clearly offer wider impacts for an area such as sense of community and 

projecting a positive image: 

 91% of respondents strongly agreed or agreed that the festival helps to enhance the sense 

of community in an area. 

 98% said it makes a positive contribution to the areas image. 

 98% strongly agreed or agreed that they felt safe at the event. 
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Respondents were asked what three words they would use to describe their experience, and 

here are those words as a wordle from across the festivals.  Those words which appear largest 

were quoted the most number of times by respondents. 

 

 

 

 

 

 

 

However, for some there were a few things that marred their enjoyment around the logistics, 

and some found the content of performances harder to get into (although most then did enjoy 

the experience). 

 “Acts were changed (performance space) no one notified, no one seemed to know.” 

SO Skegness respondent 

“didn't understand the imagery/meaning” 

SO Skegness respondent 

“difficult act, unusual, enjoyed performance” 

Derby Feste respondent 

“could not see the trolleys” 

Derby Feste respondent 

“Disappointed Bad Taste Cru cancelled - not as in programme” 

Out There respondent 

“Took a little while to get into but then good.” 

Out There respondent 

Comparison by festival  

Ratings for experience across the festivals are fairly consistent.  

For those festivals which asked, there was variance with regard to whether the festival would 

make people more likely to visit the area again (not for a festival) – for Derby Feste 76% said it 

had made no difference, whereas for Out There Festival Great Yarmouth and SO Skegness it 
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made no difference to fewer respondents 52% and 37% respectively (indicting a greater 

likelihood in those two places).   

Comparison by audience type 

Those who are more highly engaged with outdoor arts are more likely to rate the whole 

experience very good than those less engaged. 

Respondents who usually attend free or non-ticketed events were much more likely to say that 

they would return to the area (not for a festival), than those who are used to going to ‘paid 

for’ events, indicating the positive impact the event had on them. 

For those festivals which asked, the more highly engaged were more likely to say that they 

‘strongly agreed’ that the festival enhanced the sense of community in the area and it makes a 

positive contribution to the area. 

 

Outdoor arts benchmark 

Attenders to these festivals are slightly more likely to strongly agree that the festival makes a 

positive contribution to the area’s image than the benchmark. 

Enjoyable experience likely to be repeated 

These results can be set in a wider context 

 Ratings are universally high, with only those around signage and food/drink facilities not 

quite matching up to the overall experience.  So it is important that in engaging new 

audiences, festivals pay attention to the whole experience.  

 The words used to describe the festivals are those that you would expect to find, but for 

other artforms/genres the word ‘fun’ would usually be the largest or second largest.  

Here it is interesting and different.  This suggests the perhaps unusualness of the 

Without Walls performances within the context of these festivals. 

 However, as new and more challenging types of work are introduced to festivals, some 

of the audience are taking a little more time to tune in – possibly because of the 

unexpectedness, but also probably because it is more ‘contemporary’ in style and 

content than they are used to seeing – particularly if they rarely go to ‘paid for’ events 

in venues.  Although in the end most enjoy the experience.  So, providing a greater 

context may be useful for some performances to aid engagement.   
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 Many of the festivals have been developed as part of local regeneration projects or 

initiatives to boost inward investment and improve perceptions of areas, and these 

results indicate that public perceptions support this.   

 The presence of the festivals clearly makes an area more attractive to visit in the future, 

probably because a festival offers a good and safe introduction to the area.  

 The festivals also have clear cohesive powers locally, with attendees feeling the sense of 

community that they create. 

 The high proportion of people then willing to seek out outdoor arts in the future 

indicates that the experience which is being offered is worth repeating. 

 Festivals in more seaside or holiday destinations are probably attracting a higher 

proportion of tourists, and for those the festivals appear to be offering an incentive to 

return again to that location.  Whereas more urban based festivals’ audiences were more 

localised, and are therefore perhaps visiting their local centre as much as they need to 

on a regular basis, regardless of the festival – so the festival is not so instrumental in 

encouraging them to return. 

 Those who are less engaged with in-venue experiences have almost further to go in 

terms of their engagement and were therefore positive about the impacts of this activity 

and their likelihood to repeat it.  Those already highly engaged, are less likely to say 

that attending one festival is going to influence them to repeat it, as it is something they 

do regularly anyway. 

 The festivals are all giving a high quality experience which attenders are valuing, which 

rubs off on people’s perceptions of the local area. 

 

 

Grow audiences with an appetite for outdoor work and festivals - discovery and increased 

interest  

This criteria can be assessed through understanding motivations, sources of information and 

intention to repeat the experience. 

 69% said the festival was the main reason for coming to the location where it was taking 

place, 16% one of the reasons, and 15% it was not one of the reasons for coming to the 

area. 

 75% of respondents were much more or more likely to attend outdoor arts in the future. 
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There are a wide-range of motivations for attending quoted: 

 The majority of attenders are seeking a fun thing to do with their families in the main – 

53% are motivated by spending time with friends/family (with 24% wanting to take their 

children and 14% attending because their children wanted to go), 67% to be entertained 

and 53% to enjoy the atmosphere.   

 Others’ motivations sought deeper engagement – 30% to be inspired, 33% to do something 

new/out of the ordinary, 26% to escape from everyday life.   

 Still others are more highly engaged with the festivals and/or outdoor work with 26% 

motivated by the festival’s reputation and 23% saying ‘outdoor arts/festivals are an 

important part of who I am’. 

 Just 6% say that they just happened to be passing. 

 

 

Which of the following describe your motivations for attending? 

 

Base 1103 

 

The appetite can also be measured against how people find out about the event. 

67%
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2%

9%

24%

14%

8%

6%

0% 20% 40% 60% 80%

To be entertained

To be inspired

To do something new/out of the ordinary

To enjoy the atmosphere

To escape from everyday life

Event/Festival’s reputation

Outdoor arts/festivals are an important part of who I…

For academic reasons

For professional reasons

I wanted to take my children

Children wanted to go

Other

None, I just happened to be passing
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 The majority of attendees are using the festival leaflet, brochure or other print (63%), 

and other direct sources of information from the festival in question such as the website 

(33%) or Email (15%).   

 However, a large proportion are using more ambient local promotional material – 37% 

using the festival poster or advertising and 36% newspaper or magazine features or 

listings.   

 Friends, colleagues and family members are also influential at 27%.   

 Digital sources are also quite high in terms of 47% of people quoting sources such as 

email, website, facebook and twitter. 

 

 

 

 

 

 

 

 

Have you seen or heard of any of the following prior to your visit? 

 

Base 638 
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The festivals level of local marketing is reflected in a list of places publicity was seen for Out 

There Great Yarmouth by respondents including – butchers, shops, local radio, drama class, 

pubs, library, market-place billboard and fish and chip shop. 

 

Comments on the promotion focus on the idea that the respondent enjoyed it so would like 

to see more people there:  

“nice to see, needs more advertising” 

FUSE respondent 

“poor signage lead to small audience, a shame as the performance should be reaching a 

wider audience” 

SO Skegness respondent 

 

Nick Gibson Please please please more of this for bradford 

Like · Reply · 1 · June 17 at 10:23pm via mobile 
Bradford Festival Facebook 

Jane Dibb I came both days It was awersome festival my first time but I shall tell all my friends and come again next year. 

Out There Facebook 

Comparison by festival 

For those festivals which asked, Derby Feste and Out There Festival Great Yarmouth had the 

highest number of respondents saying that the festival was the main reason for being in the 

area at 78% and 76% respectively, compared to 55% for SO Skegness. 

Across the festivals to spend time with friends/family, to be entertained or to enjoy the 

atmosphere consistently come out on top as motivations to attend.   

Summer in Southside in Birmingham had the highest proportion of attender who just happened 

to be passing.  Derby Feste and Out There Festival Great Yarmouth appear to have the highest 

motivations for children wanting to go or being taken.  The event in Great Yarmouth also 

appears to attract the greatest proportion saying that they were motivated to attend to enjoy 

the atmosphere. 

For those who asked about sources of information – FUSE festival attendees seemed to be more 

consistently using direct sources of information whether the brochure, advertising or digital.  

Out There Festival Great Yarmouth seemed to have the lowest overall level of use of the 

different publicity media.  For Derby Feste, use of newspaper/magazine features/listings were 

significantly lower, however, there was higher usage compared to other festivals of the festival 

website.  4Squares Weekender in Birmingham records the lowest usage of a festival flyer or 

https://www.facebook.com/nick.gibson.9212
https://www.facebook.com/BradfordFestival
https://www.facebook.com/BradfordFestival
https://www.facebook.com/browse/likes?id=592376334127898
https://www.facebook.com/media/set/?set=a.592150367483828.1073741827.538419676190231&type=1&comment_id=86191943&offset=0&total_comments=1
https://www.facebook.com/mobile/
https://www.facebook.com/jane.dibb
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brochure.  Recommendations from friends, colleagues and family are consistent across the 

festivals at about a quarter or more of respondents. Use of website and email is lower for the 

Out There Festival Great Yarmouth and SO Skegness.  Use of Facebook across the festivals 

ranges from 15% to 38%, but in most cases is higher than or equal to email usage. 

Out There Festival Great Yarmouth, SO Skegness and Summer in Southside in Birmingham 

seemed to be more successful in making people ‘much more’ likely to attend outdoor arts in 

the future.  This does not seem to equate to the levels of those attending these festivals for 

the first time or whether they had attended outdoor arts previously. 

Comparison by audience type 

Those highly and medium engaged with outdoor arts were very likely to be in the area 

especially for the festival with 84% and 72% respectively responding in this way.  For 33% of the 

low or not engaged with outdoor arts the festival played no part in the reason why they were in 

the area. 

Again, those more likely to pay for their cultural activity had made more purposeful visits to 

the area to engage with the festival in question, compared to those who generally only attend 

free activities.  However, 39% of these latter ones had the festival down as one of the reasons. 

Those who are highly engaged with outdoor arts are more likely to say that their motivations 

were to be inspired or to do something new/out of the ordinary, although they are also highest 

for the other motivations – in that they are hoping for multiple outcomes for themselves, 

including enjoying time with their families.  Those less engaged  with outdoor arts are more 

likely to be indicating spending time with friends and family, to be entertained or the 

atmosphere as key motivations – and 15% just happened to be passing.  

 20% of those who do not quote attending ‘paid for’ events just happened to be passing. 

Having attended an outdoor event seems to have slightly more impact on those who have had a 

low engagement with outdoor arts previously, to want to attend again (presuming that those 

who are already engaged do not need much more incentive). 

Outdoor arts benchmark 

The motivations for attending these festivals are fairly comparable with the benchmark, except 

there is a slightly higher likelihood that the motivation is about taking children or children 

wanting to go.  
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This group of festivals have a much heavier reliance on physical sources of information – 

brochures, flyers, posters and newspapers, compared to the benchmark – 80% for the WOW 

ATN, compared to 66% in the benchmark. 

 

Growing the audience for outdoor arts 

These results can be set in a wider context 

 Clearly, experiencing outdoor arts grows an appetite to want to see more. 

 These results suggest that some attendees, particularly at those festivals with a more 

highly culturally engaged audience, had seen a whole range of publicity, whereas for 

festivals such as Great Yarmouth people were relying on just one or two sources.  

 Unlike established venues email is not the biggest source of information, more important 

for these festivals are sources of information which are available more widely and 

locally, rather than the direct marketing ie. e-newsletters which venues tend to rely on. 

 For some festivals there is a lower level of use of email and websites compared to the 

use of facebook indicating that a focus on facebook may be effective going forward. 

 This higher level of use of facebook is typical of family audiences, who are making up a 

good proportion of most of the festivals. 

 The festivals marketing approach is clearly tailored to their understanding of the needs 

of the local audiences, and the high level of physical sources of information indicates a 

higher level of locally orientated marketing.    

The festivals audiences’ are made up of a mix of audiences, in slightly different proportions 

depending on the nature of the location and festival, but broadly:  

 Those who are regular attenders to and knowledgeable of outdoor arts and/or the 

festival in question, and may well say that ‘outdoor arts/festivals are an important part 

of who I am’.  This group want to be inspired, spend time with friends and family and 

just enjoy the atmosphere.  They make up around a quarter or more of audiences and 

are seeking out the events and making special trips to attend locally or further afield.  

This group are mostly tapping directly into festival email lists and websites for 

information. 

 A group, mostly made up of families spending time together, are looking to have an 

enjoyable day out and soak up the atmosphere and probably live locally (although a 

proportion of these may be on holiday particularly for Skegness and Great Yarmouth).  
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Attending the festival may be the only reason for a visit to an area or one of them and 

they are probably engaged in a range of other cultural activity free and ‘paid for’ and 

make up about half or more of festival visitors.  While some may be on email lists, they 

are also be picking up information from posters around the area, local press, as well as 

via word of mouth and through facebook.   

 There is also a group evident in the research which is less engaged with culture generally 

and outdoor arts specifically, have very little knowledge about the festivals and are 

maybe combining their visit to the festival with other things ie. use of their city centre 

generally.  It is likely that many of these are from younger age ranges ie. 16-24 years or 

families. This group probably make up about 15-20% of audiences.  They may have 

picked up information locally, seen details in local press and media or heard about it 

from friends and family.  This group may also be particularly interested in additional 

participative activities which engage them as individuals and/or families. While they will 

always enjoy the performances, some may have more ‘populist’ or ‘mainstream’ 

expectations. 

 A small proportion, 5-10%, just happened to be passing, and are not previously aware of 

the festival in question, although are engaged enough to stay and watch and enjoy the 

performances. 

Evidence of increased audience reach 

The total audience for all of the festivals is currently estimated at 214,650. The Appendices 

include a table of estimated overall audience sizes by festival. 

The individual festival reports (presented as a separate document) indicate the geographic 

reach of each of the festivals in the mapping (see the example for Great Yarmouth in the 

Geography section below).  Many of them draw people from a wide area (particularly if they 

are hosted in seaside or holiday locations), others from a more localised area.  The majority of 

attendees did however live in the UK, so no analysis of overseas visitors is undertaken here. 

As a general rule, those who are travelling further to the festivals tend to be from areas of mid 

to high cultural engagement (according to the mapping provided with the festival reports), 

whereas respondents more local to festivals tend to be from areas made up of a range of levels 

of cultural engagement. 
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Comparison by festival 

Drive time analysis clearly indicates that SO Skegness is attracting the most tourist visitors as 

36% are travelling for more than 60 minutes to get to the festival, compared to 6% for FUSE or 

10% for Derby Feste.  The other drive times depend on the natural catchment for the festival 

with FUSE festival attracting 79% of its audience from within 15 minutes drive time, compared 

to Birmingham which attracts 44% of its audiences from between 15 – 45 minutes drive time.   

 

Increased reach 

These results can be set in a wider context 

 Each festival has a character of its own and draws its audiences from a natural 

catchment area around its location – which is greater or lesser depending on the local 

context.  

 Its penetration into areas of lower or higher cultural engagement depends on this local 

context, although all festivals are located in areas of lower cultural engagement overall 

according to the Active People Survey7. 

Demographics 

 Overall 40% of respondents were male and 60% were female. 

 89% of respondents were white, 2% mixed, 6% Asian and 1% black. 

 3% of respondents quoted having a health condition which limited them a lot and 5% 

which limited them a little. 

 99% were from the UK and 1% from overseas. 

 The following outlines the overall age range of all WOW ATN festivals in the context of 

the Audience Finder Outdoor Arts benchmark. 

                                            

7 The Active People survey is a national telephone survey about participation in sport. It collects data for 

every local authority in England.  The survey is managed by Sport England in partnership with the 

Department for Culture, Media and Sport (DCMS). Between 2008 and 2010 respondents to the survey 

were asked about their engagement in the arts, libraries and museums and galleries. 
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Age profile 

Outdoor 
Arts 
Average Min Max Range 

WOW 
ATN 

16-24 years 15% 1% 33% 32% 10% 

25-34 years 22% 5% 46% 41% 6% 

35-44 years 23% 13% 35% 22% 19% 

45-54 years 21% 5% 40% 35% 26% 

55-64 years 13% 3% 27% 24% 19% 

65-74 years 5% 0% 20% 20% 13% 

75 years + 1% 0% 8% 8% 8% 

Base 4,826    1,080 

 

Compared to the UK population – the festivals attract a higher proportion of 30 – 44 year olds 

and 45- 59 year olds and fewer 65+. 

Comparison by festival 

The age ranges attending each festival are fairly consistent. Birmingham results indicate a 

younger audience than others. 

The ethnicities reflect those of the local population – with Bradford, Derby and Birmingham 

festivals having the most ethnically mixed audiences.  SO Skegness has the highest incidence of 

respondents quoting limiting disabilities. 

Comparison by audience type 

Non-white audiences are more likely to have no or lower engagement with outdoor arts, as are 

those who do not attend ‘paid for’ cultural events. 

Outdoor Arts Benchmark 

Compared to the benchmark, the gender mix is comparable.  In terms of age ranges, again it is 

comparable, with fewer 25-34 year olds and more 65+ at the WOW ATN festivals than the 

benchmark. The ethnicity break-down is also comparable, with only minor differences in that 

these festivals draw fewer Black and Asian audiences than the average. 

Geography 

Full postcodes were collected from all respondents and the individual festival reports include 

dot maps indicating the locations of the addresses of the respondents.  These maps also show 

the differing levels of engagement within the population of the areas in which the festivals 
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took place.  This level of engagement is based on the Target Group Index (TGI)8 data and 

indicates what proportion of the population in different postcode sectors say that they have 

attended at least one of a range of performing artforms.   Darker areas mean that more of the 

population have been to any of the 8 artforms in the last year listed in TGI - theatre, opera, 

ballet, contemporary dance, classical music, pop/rock, jazz, art galleries. 

Overall the maps show that some audiences come from areas of high arts engagement (darker 

blue areas), some from areas of lower arts engagement (lighter blue areas).  The map for Out 

There Great Yarmouth is included here as an example.  Maps for all the festivals are included 

in their individual reports. 

                                            

8 The Target Group Index (TGI) is a survey of adults living in Great Britain conducted by TGI Insights and Integration. It collects information 

from a representative sample of around 25,000 adults in England, Wales and Scotland annually.  
 
The survey asks questions on a wide range of consumer habits and preferences, and since the 1980s it has included questions on frequency 
of attendance at a number of major art forms (theatre, opera, ballet, contemporary dance, classical music, pop/rock, jazz, art galleries, cinema) 
- See more at: http://www.artscouncil.org.uk/what-we-do/research-and-data/arts-audiences/target-group-index-tgi/#sthash.yuvsGHxX.dpuf 
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Geo-demographic profiling 

Overall the Mosaic and Acorn Groups geo-demographic profiling of respondents represent a 

cross-section of the country’s population as the percentages for each group match, to a large 

extent, those for the percentages of the UK population.   

In the Mosaic profiling Alpha Territory is significantly under-represented in the festivals data-

set compared to the population and Industrial Heritage, Terraced Melting Pot and Liberal 

Opinions over-represented in the festivals data-set.  Which matches to the contexts of the 

festivals being in less affluent areas. Otherwise all other proportions of each segment are 

comparable. 

Mosaic Groups 

For the WOW ATN benchmark compared to the UK population 

 

Base 870 

For more details of these Groups visit http://www.experian.co.uk/marketing-

services/products/mosaic-uk.html  
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The Acorn profile again indicates a wide range of household types reflective of the local 

populations for each festival. With 19% from the Group 5 – Hard Pressed.  

For more details visit http://acorn.caci.co.uk/  

 

 

 

 

Geo-demographics 

These results can be set in a wider context 

 These results indicate that the attenders at the festivals are broadly representative of 

the population of the UK, therefore indicating that the attenders were from a range of 

levels of cultural engagement. 

 Where there is over-representation of particular geo-demographic types, they tend to be 

in those Groups which have a higher propensity to engage in cultural activity, such as 

http://acorn.caci.co.uk/
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Mosaic Group Liberal Opinions, or they naturally make up a larger part of the local 

population such as Mosaic Group Industrial Heritage. 

 As might be expected the festivals attract a higher proportion of the most active 

segments of the population – 30 – 59 year olds, which may account for the slightly higher 

levels of cultural engagement than for the population as a whole. 
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Individual festival reporting 

For each individual festival a report is provided separately.  This includes the following: 

 A short introduction which puts the festival in the context of the others in the Without 

Walls Associate Touring Network, previous events research in those locations and the 

overall Audience Finder Outdoor Arts benchmark.   

 An overview of the local population in the catchment area for the festival. 

 The topline results for the festival based on the questions which that festival asked.   

 Qualitative comments 

 A map indicating where respondents came from, in the context of the levels of cultural 

engagement of the background population. 

 Indicative geo-demographic profiles – Acorn and Mosaic in the context of benchmarks. 

 Indicative Arts Audiences Insight profile in the context of the population. 
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Analysis of audience development activities 

Festivals were invited to evaluate their audience development activities (as detailed earlier in 

this report) and consider how they would like to develop them in future years.  The following 

summarises the impacts the festivals believe their activities had in year one, the lessons 

learned, and how they would like to develop them going forward. 

The three main activities were ambassador programmes, workshops and tea tents.  Broadly the 

festivals targeted the ambassador programmes at particular local communities which they 

wanted to engage; the workshops engaged mainly younger audiences 16-24 and families and 

the tea tents were focused on engaging families. 

At the heart of achieving audience development objectives is the connection between the work 

and the audiences. In the main the festivals felt that the work they presented in 2013 suited 

the target groups which they were aiming to engage.  For instance FUSE cite that ‘Chutney was 

great for family audiences and Trolleys fit with the urban setting and appealed to young 

people’.  However, Birmingham felt that the work they took was very suited to family 

audiences, but not so much to younger audiences 15-24.  And Derby Feste quote that in future 

years they would like to offer a more varied programme, as they focused primarily on dance 

performances for 2013. SO Skegness felt that there was often a mis-match between their 

audiences and the work in terms of the pace of the work and its ability to keep their audiences 

engaged throughout. 

The workshops seem to be particularly effective in that they connect audiences to the work, 

either in advance or following the event. Those who had engaged with a workshop and then 

attended the show appeared to be gaining a greater benefit, such as the deaf school who did a 

workshop with Graeae and brought their statues of the ‘Iron Man’ with them. 

The Ambassador schemes that were run – particularly in Derby, Birmingham and Great 

Yarmouth were effective up to a point, but with a short lead in time there was not the 

opportunity to engage the recruited Ambassadors in the festival as much as would have been 

liked.  For instance in Great Yarmouth the Ambassadors were effective promoters, but did not 

engage in a dialogue with their communities as much as had been planned.  In Derby the short-

lead in just meant that the full extent of the programme of ambassador working was not 

possible. 

There are some examples from year one where engagement was led by the target group 

thereby giving them ownership and influence.  In Birmingham the young ambassadors were 

given cameras and recorded the responses of other younger people. DerbyFeste invited 
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Ambassadors to submit programming ideas, thereby giving them an investment in the whole 

event.  As a result an event was produced collaboratively between the Ambassador Scheme 

Coordinator and one of the Ambassadors recruited from a local skatepark which connected that 

community to the Wired Aerial performance which was presented nearby following the 

skateboard competition.  Similarly in Derby local groups were given greater access to events to 

take pictures or report on activity. 

Out There Great Yarmouth ran a tea tent providing a focal point for engagement with 

audiences which was run by two of their Ambassadors.  They also handed out goodie bags once 

people had given their feedback.  Nearby they hosted the workshops, although in the future 

they want to create more of a feature of an enclosed area for family activities. 

Future years 

Developing the Ambassador schemes, after the initial activities in year 1, seems the way to 

really establish relationships with target communities and groups who can influence the work 

of the festivals.  Out There Great Yarmouth suggest that ‘we need to make sure we have longer 

term engagement with our ambassadors, get them involved in other things we [Sea Change] do 

throughout the year so they remain engaged and then will feel more confident and enthusiastic 

about working for the festival.  We would also like to take them to the other WOW partners to 

meet their ambassadors and see other festivals’.  They go on to suggest that Ambassadors 

could meet the artists in advance to learn more about them and their shows so that they have 

more knowledge and information in order to engage the public more effectively.  

Employing coordinators year round may be a way of keeping those Ambassadors involved, 

suggest Derby Feste, even in a very light touch way.  This would ensure that the connections 

made in year one could be built upon.  In Derby the consortium of venues who are involved in 

Derby Feste could offer some great opportunities year round to ambassadors. 

Out There Great Yarmouth would like to work more closely with companies to engage 

communities by taking workshops or doing demonstrations in communities prior to the festival 

in order to promote to those communities.  They also suggest a competition to vote for a 

favourite show with the prize being a workshop with the company.  

Out There Great Yarmouth would also like to develop the Ambassador role, putting them at the 

heart of getting feedback from audiences with speech bubble chalk boards and running a video 

or photo booth in the way that Birmingham did this year.  Having them working year round to 

have an influence the programme, would increase their sense of ownership giving them greater 

confidence to engage with audiences. 
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Some of the festivals feel that they can perhaps use the workshops more strategically to 

engage particular communities in advance, or use them as the chief draw into a festival day, 

particularly for younger people, as this was effective this year to an extent.   

Birmingham is already building on its Libraries ambassador programme with more services 

approaching them to be included.  Partnerships are crucial in audience development and this is 

a great example of one that has clearly worked.  There may be other partnerships which would 

be effective for festivals to develop in  order to reach their target audiences. 

Challenges 

Many of the festival staff do not work year round or can change year on year and festivals are 

often planned with a short lead-in time.  So continuity year to year is a challenge in terms of 

passing on the learnings from year to year.  And there are not resources to retain the 

engagement of ambassadors as would be desired. 
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Conclusions and recommendations 

Given that most of the festivals are programmed by a small staff team who may not work on 

the festival all year round, opportunities for strategic audience development can be limited. 

However, this project is enabling festivals to devise approaches which are purposeful, 

sustainable and based on evidence which seek to broaden the appeal of the festival generally 

and target particular communities specifically. 

Nevertheless the festivals are all clearly successful in the main with their objectives.  The 

addition of programming via Without Walls and the audience development support this brings 

with this is offering them opportunities to consider how they can engage audiences they 

already know and other communities which they would like to bring closer. 

The audience engagement activities initiated in year one of this project have whetted the 

appetite of those organisations to develop this work. The following makes some 

recommendations based on the audience evaluation and the evaluation festivals undertook of 

their own activities. 

Matching companies performances to target audience groups  

The festivals talk clearly about matching the work to the target audiences.  Year two offers the 

opportunity to ensure that this match making is effective.  This approach will not only support 

the festivals’ overall objectives but enable them to devise more effective activities to engage 

particular groups.   

With experience ratings universally high across the festivals, the audience response in this first 

year should give programmers the confidence to continue to present more unusual and 

challenging work.  However, some of the audience comments and festivals’ feedback suggest 

that additional information and support might be useful to ensure that they have the best 

possible experience.  This might range from an introduction given by someone at the event to 

the performances, to written information (on posters or pieces of paper handed out), to 

directing people to digital resources – using a #tag on twitter with links to information or a 

micro-site with information about all companies suitable for use on mobile phones.  

Encouraging engagement 

A longer lead in time will enable the festivals to work more closely with companies and 

audiences to devise engagement activities.  There is also a call from the festivals to engage 
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companies in the run up to the festival to help create a buzz in advance through workshops or 

demonstrations in local areas. 

Other local partnerships, such as the Birmingham Libraries ambassador project indicate that 

developing relationships with key organisations is a route to effective engagement. 

Community influence 

Year two also offers greater opportunities for engaging audiences with the planning and 

programming of the festivals in partnership with companies where possible or appropriate.  In 

Ambassador terms the festivals are keen that they are involved throughout the year to give 

them more confidence to promote the festival.  However, this needs resourcing appropriately 

to be effective.  As many of the locations have other events year round, the benefits might be 

felt by the whole area, and not just the specific festivals. 

The experience 

Comments from audiences and some festivals indicate that there are a few logistical issues 

that could to be ironed out – such as sight-lines at the performances, technical support and 

information about timings. Some of the lower ratings are also about signage around the 

festival.  Again with a longer lead in time and opportunity to work with companies and Xtrax, 

these areas can be improved.  They also indicate that it is important to consider the whole 

experience, and drawing from the guidelines around family friendliness9 may be useful for 

some festivals to refine their offer. 

Festivals indicate that interactivity with the performers and performances also seems to have 

had quite an impact on some of the audiences, so maximising opportunities for this within the 

performances where appropriate (as well as additional participative workshops) may support 

engagement with some groups – particularly families and younger people. 

Audience reach 

Where festivals would find it useful, the results of this work could be used as the basis of some 

further population profiling, in order to support geographic targeting within the local 

population.  Further interrogation of the mapping may also reveal pockets of potential which 

are not currently being tapped by the festivals – Birmingham Hippodrome’s Libraries 

                                            

9 Resources to support the development of a more family friendly festival can be found at 
www.culturehive.org.uk  

http://www.culturehive.org.uk/
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ambassador scheme illustrates one way in which audiences in more outlying areas can be 

engaged in the festivals. 

Local marketing 

Most of the festivals seem to have an effective local marketing strategy, however, as with all 

events, there seems to be a general call from some audiences to make festivals’ visibility even 

greater.  There may therefore be opportunities for pooling experience of the most effective 

marketing tools, using the evidence from this evaluation, to ensure that local marketing can 

have the greatest possible impact.  Local signage and banners in advance as well as local radio 

support seem to be most widely and effectively used. 

It also looks as though there are opportunities to develop the use of digital tools, particularly 

facebook.  Support creating engaging content in advance of the festivals, would be effective in 

attracting families and local audiences.   This might mean working with a few of the 

performing companies more closely, whose work is particularly suitable for the selected target 

audiences, to produce engaging content.  The Ambassadors could be employed in this through 

writing or producing content which they feel would particularly engage their communities.  

Most of the festivals created specific twitter or facebook accounts, which only have a short 

life-span each year.  It may be more effective to use a #tag which can be used through existing 

venue and cultural organisations to widen the reach of the social media activity. 

General marketing 

In order to support the overall marketing and particularly the digital marketing the festivals 

would like to be provided with more materials from the companies – particularly photos, video 

of the work and interviews with the artists.   Going forward it would be useful to assess which 

sources of information are most effective for which communities, and whether the festivals 

promotion channels match this.  Understanding this in the context of audience needs may help 

festivals refine their use of different marketing channels to enable them to reach a broader 

audience. 

Understanding audiences 

Some additional support for festivals to better understand target communities and their needs 

may also be effective. In year one the connections the Ambassadors were able to make were 

limited, so there was little coming back via them about the needs of those communities or the 

barriers they encountered in engaging with the festivals.  Further support to gain this 
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knowledge should be focused on for year two to increase effectiveness – this could be achieved 

by the earlier recruitment and engagement of Ambassadors and/or some more formal 

community consultation (which would then feed back into better supporting the Ambassadors 

to achieve their objectives). 

Evaluation delivery 

While this year’s set of data provides an essential baseline from which to assess the success of 

the project after three years, it cannot be underestimated the amount of work to achieve this 

which was required by the individual festivals.  The festivals and their staff are therefore to be 

commended for their efforts.   

Different models of delivery were used, which in terms of quality control and fieldworking 

resulted in variable response rates.  Where festivals recruited a big enough team of committed 

fieldworkers who were trained by The Audience Agency or employed an a research agency, the 

quota was achieved.  Where the quota was not hit there were insufficient fieldworkers and/or 

not enough dedicated fieldworking hours.   

It was also necessary to be flexible in terms of the set of questions, as some festivals needed to 

be able to compare their responses year on year with existing surveys – however, we were 

always able to have the core questions covered.   

There was initial discussion about using tablets to deliver the surveys, which was prohibitively 

expensive in 2013, however this could be considered for year 2.  Although where tablets are 

used it often takes longer to fill out a survey (although time is saved later on in terms of having 

to input results).  

In future years, a greater involvement of those responsible for the evaluation’s coordination 

within the festivals may be effective in order to increase involvement with and ownership of 

the process and ensure that everyone knows who is doing what and when.  This would then 

hopefully avoid any potential issues, the process is better meeting festivals and company’s 

needs and it would ensure that all data is provided on time for analysis (reporting was slightly 

delayed as we did not have all required data when we needed it). 

For years two and three we also need to maintain a differentiation between the roles of 

ambassadors and fieldworkers.  The former are to help promote the festival and connect with 

particular communities to engage them with a festival, while the latter are responsible for 

collecting audience data.     
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Recommendations for evaluation approaches for years 2 and 3 

I would recommend repeating the year one evaluation approach (of an audience survey 

delivered face to face at events) in year three, however, in year two a different approach 

could be taken.   

Devising an evaluation framework: It is clear that the objectives, targets and success criteria 

for the project as a whole, for individual festivals and companies can now be refined on the 

basis of the first year’s experience.  It is therefore recommended that the festivals, companies 

and Xtrax focus on devising these, and The Audience Agency can then make recommendations 

about what questions need to be asked or whom and how. This can then be put into the 

context of the resources available and further refined. 

Focus on depth of engagement: As the engagement activities are developed further in year 

two, it may be more appropriate to focus on the particular impacts of this work in line with the 

objectives of the project; effectively assessing the depth of engagement offered by these 

activities. This might mean working more closely with festivals to evaluate the impacts of 

engagement activities designed for particular target groups.  The methodologies which might 

be effective here would be observational research, vox pops, short one to one interviews or 

feedback walls/boards/cards. 

Quantitative data collection: In year two then a lighter touch could be taken to collecting 

data to profile the audiences as a whole and focusing on some key questions which come out of 

the refined evaluation criteria.   

Focus on qualitative feedback: resource appropriately feedback mechanisms for the general 

audience – vox pops and feedback walls/boards/cards/speech bubbles and develop a social 

media strategy which stimulates interactivity putting the companies and their performances at 

the heart of this.  Effectively developing content and interactive opportunities based on or 

inspired by the different companies’ work. 

Gaining a better understanding of under 16s engagement: Many of the festivals previous 

years’ evaluation reports, indicate that the U16s were included in the research, which was not 

the case for this evaluation.  It might therefore be useful to consider how to understand the 

better the levels of engagement of the U16s in line with the objectives of the project – this 

could be about evaluating more fully the engagement activities targeted at U16s and families 

and/or including them in the quantitative data collection as appropriate (although in delivering 

quantitative surveys to U14s you need parental or carer permission and for the 14-16s a leaflet 

that they can take away explaining what they have been involved with). 
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Use existing and secondary data for contextualisation: As with this year’s evaluation, it is 

always important to put the findings into a wider context.  It has also been suggested that 

where events are ticketed (free or paid for) box office data could also be analysed eg. 

postcode mapping and profiling. 

Bespoke work for festivals: Where possible festivals should be able to tailor the evaluation to 

their needs, although there may be limitations to this within the resources of the project. 

Audience intelligence for companies 

The above suggested approaches, would hopefully then serve the companies needs more 

effectively.  The overall demographic data would be relevant to them – in that it would be 

representative of the festival as a whole, while the qualitative feedback from the general 

audience and those who engage with particular activities could be related to the different 

companies’ work.  The festivals are keen that the data collection is streamlined across the 

various needs of companies, project and festival, so as not to over-burden audiences with 

requests to fill out surveys. 

If companies are building a marketing database, they would be expected to resource the 

collection of data themselves, while ensuring that it is clear to the audiences the purpose of 

their data collection as opposed to the audience evaluation. 
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Appendices 

Data collection summary across the Festivals 

Data collected To meet which evaluation criteria? 
Festival data included in 
overall report 

Quantitative data   

Audience demographics – 
gender, age range, 
declared limiting 
disability  

Audience profile  
In context of profile for local 
population 

All Festivals 

Group size and make-up 
Families or adult groups 
In context of local levels of arts 
engagement 

Derby Feste, Out 
There Great 
Yarmouth, FUSE 
Festival, SO 
Skegness 

Full Postcodes 
UK/non-UK resident 

Audience geographic reach ie. distance 
travelled to festival 
In context of levels of penetration 
within local population according to 
levels of arts engagement  
In context of local geo-demographic 
profiles 

All Festivals 
(Bradford supplied 
postal sectors only) 

Previous attendance at 
an outdoor arts event 

Levels of engagement All Festivals 

Attendance at the 
particular festival 
previously 

Levels of engagement 

All Festivals (except 
Summer in 
Southside 
Birmingham) 

Awareness of the festival 
prior to visit 

Levels of engagement  

In context of levels of cultural 
engagement 

Derby Feste, Out 
There Great 
Yarmouth, FUSE 
Festival, SO 
Skegness 

How important was it in 
decision to attend 

Levels of engagement 

In context of levels of cultural 
engagement 

Derby Feste, Out 
There Great 
Yarmouth, FUSE 
Festival, SO 
Skegness 

Sources of information 

Appetite for outdoor arts 

In context of levels of cultural 
engagement 

Derby Feste, Out 
There Great 
Yarmouth, FUSE 
Festival, SO 
Skegness 

Motivations to attend Appetite for outdoor arts 
All Festivals except 
Bradford 

Experience ratings – 
welcome, signage, 
information, physical 

Enjoyable experience they’d like to 
repeat locally 

All Festivals except 
Bradford (some 
answer codes 
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access, food and drink, 
whole experience 

excluded for other 
Festivals) 

More likely to attend the 
area 

Enjoyable experience they’d like to 
repeat locally 

Derby Feste, Out 
There Great 
Yarmouth, SO 
Skegness 

More likely to attend 
outdoor arts in the future   

Growing appetite for outdoor arts 
All Festivals except 
Bradford 

Helps to enhance the 
sense of community, 
makes a positive 
contribution to the areas 
image, I feel safe at this 
event 

Enjoyable experience they’d like to 
repeat locally 

Derby Feste, Out 
There Festival Great 
Yarmouth, SO 
Skegness 

Cultural engagement – 
paid for / free 

Engagement with those less culturally 
engaged. 

Derby Feste, Out 
There Festival Great 
Yarmouth, SO 
Skegness 

Qualitative data   

3 words used to describe 
your experience 

Engagement and enjoyment 
All festivals (except 
Birmingham) 

Any other comments 
Engagement, enjoyment, appetite for 
outdoor arts 

All festivals (except 
Birmingham) 
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Weighting 

The overall weighting to develop the Without Walls Associate Touring Network amalgamated 

benchmarking is based on the table below: 

 

Festival Audience size Q2     

    

Festival 

total 

respondents 

Adjusted 

population Weight 

Derby Feste 35,000 85 35,000 2.73392 

Out There Festival 45,000 403 45,000 0.74139 

Fuse Festival 35,775 39 35,775 6.09049 

So Skegness Festival - Culture House 35,775 211 35,775 1.12573 

Bradford Festival and New Mela 45,000 163 45,000 1.83300 

Summer in Southside 18,100 390 18,100 0.30814 

Total 214,650 1,305 196,550   

 

Audience Finder Outdoor Arts Sector Cluster Benchmark 

More on this 

Currently, the overall OA benchmark includes data from the following festivals/events: 

 
Bradford Festival & New Mela 
Derby Feste 
Fuse Festival 
Out There Festival 
So Skegness Festival 
Summer in Southside 
Circulate 
Kazzum 
Fragile 
Metal Culture 
Norfolk and Norwich Festival 
Salibury Festival 
Winchester Hat Fair 
Blackburn Festival 
Manchester Mega Mela 
Preston Mela 
Summer Streets 
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The World on Regent Street 
NFL 
Brighton Festival 
Four Squares 
Kendal 
Luton Carnival 
The Elephant and the Nun 
Wirksworth Festival 
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