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Executive Summary 

Evaluation Objectives 2014 

Following year one’s comprehensive quantitative data collection, year two has a more specific 

focus and evaluation objectives:  

• Overall festival quantitative data collection of key data only:  

o Demographic data of all festival attenders  

o Frequency of attendance / first time  

o Purpose of visit  

o Overall experience of the festival rating and/or comment 

• Qualitative data in relation to specific target groups: 

o Effectiveness of tailored offer and engagement activities 

o Effectiveness of targeted promotional activity 

o Wider impacts on year round engagement, likelihood of re-engaging with the 

festival  

The Festivals & Events 2014 

The Without Walls Associate Touring Network is made up of an eclectic range of festivals and 

cultural organisations all presenting annual festivals or series of events including Without 

Walls commissions for their local areas. 

Year one and two festivals:  

• Bradford: Festival and Mela 13- 15 June, Urban Festival 11, 12 July 

• Summer in Southside, Birmingham Hippodrome Outdoor Arts: 16 August Eurostars, 23 & 

24 August Bank Holiday Jamboree 

• Derby Feste: 26 &, 27 September 

• FUSE Medway: 13-15 June Gillingham, Rochester and Chatham 

• Out There, Great Yarmouth: 17-25 September 

• SO Festival, East Lindsey: 28 June – 6 July (5 & 6 July in Skegness) 

 

Additional festivals in year two:  

• Appetite Stoke: The Bell by Periplum a ticketed event at Central Forest Park Stoke 2/3 
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August, the Big Feast 29-31 August in Stoke, Open House in Stoke 23 & 24 August led by 

No fit State Circus, Stoke  

• Hull Freedom festival: 5-7 September 

• Left Coast: Showzam 14-23 February, WordPool 2-5 July, Spare Parts part of Fleetwood 

Festival of Transport aka ‘Tram Sunday’, 20 July and Wired Aerial As the World Tipped 

27 September 

 

 

Quantitative Survey 

Whether delivered with the support of The Audience Agency or by a locally commissioned 

research agency, the core questions were asked to a representative sample of audiences across 

each festival (not just at the Without Walls commissioned productions).  Full reporting of their 

own data has been provided separately to the festivals. 

Quantitative core questions 

• Audience visitor numbers 

• Whether attenders were visiting the festival for the first time  

• Whether it was a purposeful visit to the festival ie. intentional 

• Overall experience rating 

• Demographics – postcode, gender, age, ethnicity, disability 

  

The aim was to have as short a survey as possible, while still being able to contribute findings 

to and use the Audience Finder National Outdoor Arts Cluster and use its benchmarks for 

context.   

Qualitative data collection  

Festivals also collected feedback and comments through chalk board speech bubbles, filming 

and other more creative means such as ethnographic studies or integrating feedback within the 

experience.  In addition festivals have compiled films to express the experience of the festival.  

Where specific projects were developed ie ambassador programmes, festivals have sought 

more detailed feedback and written relevant reports. 
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Summary of quantitative findings 

The following highlights the overall results for 2014 in the context of those for 2013. 

Overall – the results show that the festivals are continuing to attract new audiences, 

experience ratings are improving and the festivals attract a wide demographic – particularly 

those who are middle or lower engaged in cultural activity.   

• 43% of respondents were on a first visit to the festival, compared to 31% in 2013 

• 24% of respondents planned a day or overnight trip particularly to visit the festival and 

64% of respondents lived in the area 

• 72% of respondents rated the experience very good compared to 60% in 2013 

• 39% of respondents were male compared to 40% in 2013 and 61% female compared to 

60% in 2013 

• 33% of respondents were 34 years and under, compared to 16% in 2013 

• 42% of respondents were 35-54 years, compared to 38% in 2013 

• 25% of respondents were 55+, compared to 40% in 2013 

• 95% of respondents were White (any), compared to 89% in 2013 

• 10% of respondents had day to day activities limited a little and a lot, compared to 8% in 

2013 

• 99% of respondents were UK residents in both years 

• The largest proportion of visitors come from the Audience Spectrum segment Trips & 

Treats – 20% in 2014 and 23% in 2013 

• Overall 13% of respondents were from the highly engaged Audience Spectrum segments 

compared to 16% in 2013 

• Overall 36% of respondents were from the medium engaged Audience Spectrum segments 

compared to 41% in 2013 

• Overall 50% of respondents were from the lower engaged Audience Spectrum segments 

compared to 44% in 2013 
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Open comments from across all festivals’ surveys (who asked this question) 

Which three words would you use to describe your experience? 

 

It was a complete delight that had me grinning like an idiot from the time it started to 

several hours afterwards. Thanks to all involved. 

Appetite  

It was absolutely amazing and I would have paid at least £25 to have seen it 

Outstanding experience shared by so many! Thank you! First class and SO good for 

Blackpool! 

We've had a cracking day out. 

Left Coast 

It was amazing, enhanced my experience in Skegness. I saw the advert in the local paper 

and it looked like so much fun, i have been in previous years, but this year exceeded my 

expectations and i even brought friends along to join in the fun too! 

REALLY GOOD FOR SKEGNESS Good variety of entertainment which attracts further 

people 

So Festival, East Lindsey 

like seeing something different. slightly different to what you normally seen 

like the community feel, local talent and healthy vibes 
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Derby Feste 

Nice Surprise 

More things like this, less elitist funding, more for the people 

Freedom Festival, Hull 

Keep doing it. 

Fantastic  

FUSE Medway 

Audience development activities across the festivals  

• Improved signage, information points, navigation support at the festivals 

• More established family activity or eating areas at festivals as a focus for activities, 

evaluation, interaction or dialogue as well as useful facilities for festival attendees 

• Pre-festival and post-performance workshops at the festival and in the community 

• Local engagement projects which have led to performing at the festival 

• A greater focus on pre-festival activity, performance, projects – whether promotional or 

activity for/with the community – to raise profile and increase engagement 

• Targeting particular communities (through any of the above) 

• Engaging young people chiefly through ambassador programmes 

• Involvement of the local community in programming and planning (much of which will see 

its fruition in year three) – which is part and parcel of the festivals and events in Creative 

People and Places locations, and also being worked on where festivals have growing 

ambassador programmes (particularly inspired where ambassadors went on the ‘go-see’ 

trips to other festivals) 

• Ticketing events and having a low ticket price 

• Approaches to the festivals engaging in year round activity or partnerships to increase the 

sense of place and local engagement, most of which will come to fruition in year three 

Conclusions recommendations 

Overall festivals made a step-change in their audience development activities in year two (and 

those which joined in year two were all on a similar developmental route regarding engaging 

audiences).  The key shift is that community engagement is now at the heart of audience 

development activity, which, while requiring more investment and resources, has the greatest 

impacts for the festivals.   This has meant a greater focus on year round activity, advance 
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planning and involvement of the local communities in planning.  All of which is in the pipeline 

to be consolidated for year three across the festivals.  

The crucial combination of the programme and the experience offered is at the heart of 

success factors for the festivals, and audiences overall have a very good time at all the 

festivals.  The audience development activities are therefore about continuing this approach 

and finding ways to improve the experience, particularly by considering the needs of specific 

communities or demographics. 

Ambassadors 

Ambassador programmes are all at different stages, however, with the addition in year two of 

the ‘go-see’ visits to other festivals, most of those involved are energised and willing to carry 

on into the next year and help evolve and develop their schemes.  The place of training and 

briefing in these schemes has been shown to be crucial, with more time and particularly 

greater involvement of the ambassadors in the planning of the festivals.  

Engaging young people & communities 

The key areas of focus where festivals have had successes for target audiences are:  

• Sufficient and specific information about what is happening, the experience they can 

expect, the facilities etc. which are tailored to different audience groups’ needs.   

• Pre-festival activity to raise profile and engage local communities. 

• Activities tailored to their needs ie. pre-festival activities, post-performance workshops, 

places to stop and hang-out within the festival, marketing designed with the target 

audience in mind. 

• Providing paid for or ticketed events which have not altered the make-up of audiences 

significantly. 

Recommendations for evaluation in year three 

Thanks to all the work which festivals have done in collecting and providing feedback – it has 

shown where and how they can have their greatest impacts and is inspirational for future 

activity.  

Overall the recommendations for year three of the project are:  

• Continue to collect basic demographic data, as this will demonstrate change against 

benchmarks for the three year project. 
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• Collectively identify other key measures of success ie. proportion of new attenders, 

which can be compared at the end of the project. 

• Individually identify other measures of success particular to location, audience targets or 

activities. 

• Allocate sufficient resources to gather data to provide robust results. 

• Experiment with creative ways of evaluating against key measures of success ie. involve 

artists, design hubs where audiences can interact etc.  
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Background to Year Two 

The purpose of this report in year two of the Without Walls Associate Touring Network (WOW 

ATN), is to assess the impacts of evolving audience development work, taking stock of who is 

attending each festival and the overview of audiences across the festivals and to inspire 

festivals to develop their work further for the final year of this project and beyond. 

Year two sees the addition of three more festivals to the network, bringing the total to nine.  

Accompanying this overall report are individual reports for each of the festivals bringing 

together their quantitative and qualitative data and putting it into the context of the 

amalgamated datasets and the findings from year one (the content of this report varies, 

depending on whether festivals commissioned their own data collection or worked with The 

Audience Agency).  Many festivals also have their own fuller internal evaluation reports on 

particular audience development activities, extracts of which are quoted from here.  

Evaluation Objectives 2014 

Following year one’s comprehensive quantitative data collection, year two has a more specific 

focus and evaluation objectives:  

• Overall festival quantitative data collection of key data only:  

o Demographic data of all festival attenders  

o Frequency of attendance / first time  

o Purpose of visit  

o Overall experience of the festival rating and/or comment 

• Qualitative data in relation to specific target groups: 

o Effectiveness of tailored offer and engagement activities 

o Effectiveness of targeted promotional activity 

o Wider impacts on year round engagement, likelihood of re-engaging with the 

festival  

Overview of 2014 

• In 2014 over the 9 festivals, 16 companies gave 160 performances. 

• The programme included more smaller and mid-scale productions than 2013, and drew on 

some of the back catalogue of Without Walls commissioned work ie. The Bell presented 

at Appetite. 
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• Compared to the first year of this project in 2013, there was a greater opportunity for 

advance planning for audience development activity. 

 

The Festivals & Events 2014 

The Without Walls Associate Touring Network is made up of an eclectic range of festivals and 

cultural organisations all presenting annual festivals or series of events including Without 

Walls commissions for their local areas. 

Year one festivals:  

• Bradford: Festival and Mela 13- 15 June, Urban Festival 11, 12 July 

• Summer in Southside, Birmingham Hippodrome Outdoor Arts: 16 August Eurostars, 23 & 

24 August Bank Holiday Jamboree 

• Derby Feste: 2 &, 27 September 

• FUSE Medway: 13-15 June Gillingham, Rochester and Chatham 

• Out There, Great Yarmouth: 17-25 September 

• SO Festival, East Lindsey: 28 June – 6 July (5 & 6 July in Skegness) 

 

Additional festivals in year two:  

• Appetite Stoke: The Bell by Periplum a ticketed event at Central Forest Park Stoke 2 & 3 

August, the Big Feast 29-31 August in Stoke, Open House in Stoke 23 & 24 August led by 

No fit State Circus, Stoke  

• Hull Freedom festival: 5-7 September 

• Left Coast: Showzam 14-23 February, WordPool 2-5 July, Spare Parts part of Fleetwood 

Festival of Transport aka ‘Tram Sunday’, 20 July and Wired Aerial As the World Tipped 

27 September 

 

 

The Audience Agency role 

The Audience Agency offered both advice and direct services to support the evaluation of this 

year’s WOW ATN festivals.  While different approaches were taken by the festivals, The 

Audience Agency has endeavoured to bring a consistency to key bits of data to enable 
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amalgamation and comparability across the events – particularly the quantitative data on 

demographics.   

For some festivals this was about ensuring survey questions were asked consistently and for 

others providing a full survey service.  All questions are based on the Audience Finder Outdoor 

Arts framework1 to support comparison to regional and national benchmarks. 

On the qualitative side the approach was to support festivals to deliver an appropriate level of 

evaluation of those areas of activity funded through the Without Walls Associate Touring 

Network project, which again could be compared across the group of festivals.  This was 

chiefly around the ambassador schemes, by providing a standard questionnaire for ambassadors 

to supplement other approaches to evaluation devised by the festivals.    

All festivals also supplied a range of photographs, films and other reports to support this 

evaluation.  

While the project in year two did not require the amount of quantitative data collected for 

2013, most festivals had broader evaluation criteria anyway and have therefore collected more 

data than the WOW ATN requires.  Either they have reported on this through commissions to 

local research agencies or where festivals used The Audience Agency to support their research, 

full reports have been provided in addition to this cross project report by The Audience 

Agency. 

 

Approaches to Audience Development 

The ambition throughout this project is to grapple with the idea of approaches to audience 

development appropriate to outdoor arts events and festivals.  How can engagement with 

audiences be about building relationships and sustainability for annual or one-off events over a 

few days and what impacts can there be for audiences, artists and places?   

In the second year of the project organisations and festivals have made a step change in their 

approaches to audience development.  All of them are responding to their own contexts and 

locations and, while this project and the Without Walls commissions which are presented as a 

result, are important to each festival, they are of course continuing to approach their audience 

                                            

1 For more about the Audience Finder Outdoor Arts Cluster visit 
http://audiencefinder.org/audience/outdoor-arts  
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development with the whole festival in mind and how they can develop year on year (pre WOW 

ATN and looking to the future).  

In year one of the project we were able to show through the research evaluation that the 

audiences for the outdoor festivals are closer to the profile of the local populations than the 

profiles of audiences who go into venues and pay for tickets; that they have an overall very 

good experience; and that they are very willing to try it again.   

 

Appetite, Stoke  
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So, the second year has given us the opportunity to consider more closely audience 

development priorities and how objectives can be met.  Festivals have therefore been delving 

a little deeper into their offer and potential audiences to reach further.  This has resulted in 

the following kinds of approaches:  

• Improved signage, information points, navigation support at the festivals 

• More established family activity or eating areas at festivals as a focus for activities, 

evaluation, interaction or dialogue as well as useful facilities for festival attendees 

• Pre-festival and post-performance workshops at the festival and in the community 

• Local engagement projects which have led to performing at the festival 

• A greater focus on pre-festival activity, performance, projects – whether promotional or 

activity for/with the community – to raise profile and increase engagement 

• Targeting particular communities (through any of the above) 

• Engaging young people chiefly through ambassador programmes 

• Involvement of the local community in programming and planning (much of which will see 

its fruition in year three) – which is part and parcel of the festivals and events in Creative 

People and Places locations, and also being worked on where festivals have growing 

ambassador programmes (particularly inspired where ambassadors went on the ‘go-see’ 

trips to other festivals) 

• Ticketing events and having a low ticket price 

• Approaches to the festivals engaging in year round activity or partnerships to increase the 

sense of place and local engagement, most of which will come to fruition in year three 

 

 

 

Bradford Festivals 
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Summary of festivals’ audience development activities 

• Appetite, Stoke: Ambassadors scheme, local projects, programming informed through 

local consultation, integrated into work of Appetite as a whole (Creative People and 

Places project) staged two events – one focused on the production The Bell with pre-

show performances, the other was the Big Feast which was a festival over a few days.  

• Bradford Festival and Mela and Urban Festival: Youth Ambassadors and focus on youth 

engagement and getting their feedback, and some post-event workshops with the 

companies mostly for families 

• Summer in Southside, Birmingham Hippodrome: Library Ambassador scheme, Youth 

ambassadors (programme, marketing, hosts, feedback) and Talkaoke, new night time 

shows ie. Faust  

• Derby Feste: Developed ambassadors’ scheme – two tiers – community leaders and youth 

ambassadors. The former to invite their communities to the festival through 

performance and the latter to engage their peers and target communities through 

activities and events pre-festival.  Programme included workshops, creating print, 

contributions to the programme. 

• FUSE Medway: initiated an ambassador scheme for young people and had open public 

workshops post-performance at the festival ie. Southpaw after Faust 

• Freedom Festival, Hull: Digital Funfair www.digitalfunfair.co.uk for 16-34 year olds, 

Ready Steady Colour www.youtube.com/watch?v=ZPbQcGCRHmY for the family audience 

at the Freedom Festival and Four Corners of Hull prior to the festival 

 http://thehistorytroupe.org for the ‘quiet pint and a match’ target audience  and also 

family friendly route maps 

• Left Coast: The events are part of the work of their Creative People and Places project, 

specific activity included a vintage bus experience to take people to Spare Parts, 

parkour workshops and professional development workshops for artists in Blackpool 

• Out There Great Yarmouth: ‘Trouper’ ambassador scheme started and is to be 

developed, schools days pre-festival, post-event workshops at the festival, community 

workshops, community engagement project involved forming a festival band including 

members of the local Portuguese community, 10 of the 20 people in the band went on to 

perform at the festival  

and ‘family’/eating area ‘Frog and Herring’ 

• SO Festival, East Lindsey: Across 6 towns with a travelling show. Youth ambassadors, 

pre-festival promotion, workshops at the event and pre-festival and a family space. A 
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Festival ‘barker’ announced events.  Everything was outside and everything free. 

 

 

 

 

 

Derby Feste 

Approaches to Evaluation 

The Evaluation approaches used by each festival were tailored to their needs as far as was 

possible, while still incorporating for the most part the use of the framework set out for the 

project (which is based on the Audience Finder Outdoor Arts Cluster framework).  In year two 

of the project the focus was on minimal quantitative data and feedback from the audience 

development activity, including the various ambassador schemes particularly.  

Each festival collected quantitative data on its audiences either using The Audience Agency 

Audience Finder system or by commissioning a research agency locally.  Surveys included the 

core questions as much as was possible for the project to enable amalgamation and 
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comparability as well as comparison to the Audience Finder Outdoor Arts benchmark2. Those 

festivals which commissioned their research from a local agency were invariably using 

evaluation frameworks which have been developed for their work for comparability year on 

year (prior to the inception of this project), so did not always match word for word the 

questions in the Audience Finder Outdoor Arts framework.  It is aimed to increase 

comparability right across the board for 2015. Comparison to the Audience Finder Outdoor Arts 

benchmarks will be possible in early 2015, as will comparisons to data collected at the main 

Without Walls festivals.  

 

According to the particular audience development activities undertaken by each festival, 

additional data was collected by festivals to assess the impacts of these.  The majority of 

festivals have developed an Ambassador programme, according to a range of different models, 

and summary evaluation of these is included in this report.  Many used the chalk board 

feedback technique and took photographs of the respondents – examples of these are included 

here.  Most have produced films of their festivals which include audience comments and the 

links are provided here, as well as a selection of photography.  Finally, some festivals did some 

very particular activity as part of their audience development strategies which they evaluated 

and have reports on, highlights of which are included here. 

 

Methodologies 

Quantitative Survey 

Whether delivered with the support of The Audience Agency or by a locally commissioned 

research agency, the survey questions were asked to a sample of audiences across each festival 

(not just at the Without Walls commissioned productions).  While each festival was 

recommended to ask a consistent set of core questions, this worked in general, but not across 

the board, hence some gaps against particular criteria from individual festivals.   

Quantitative core questions 

                                            

2 Audience Finder Outdoor Arts Cluster has been working with nearly 30 festivals across England in 2014 
to bring together a body of data about the impacts and audiences for Outdoor Arts.  The work of the 
cluster is supported by ISAN and the data collected in 2014 will be presented in early 2015 as an Outdoor 
Arts benchmark. 
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• Audience visitor numbers 

• Whether attenders were visiting the festival for the first time  

• Whether it was a purposeful visit to the festival ie. intentional 

• Overall experience rating 

• Demographics – postcode, gender, age, ethnicity, disability 

  

Overall, the aim was to have as short a survey as possible, while still being able to contribute 

findings to and use the Audience Finder National Outdoor Arts Cluster and use its benchmarks 

for context.  However, most festivals elected to ask more than was required, but keeping 

surveys to 2 pages.  

Methodology 

Responses were sought from a sample of festival attenders using a survey delivered by 

fieldworkers (not just those attending WOW events) onto paper or a postcard.  A high quality of 

data was collected across festivals, although the target response rate was not reached in some 

cases as insufficient fieldworkers were used.  However, the challenges of collecting data at 

such events cannot be underestimated, particularly when they take place in a high street 

situation where festival goers are mixed with weekend shoppers.  Also, the nature of many 

events is that audiences gather for a performance and disperse quickly (either to another 

festival event or to do other things), so the opportunities for data collection can be limited. 

Some festivals aimed to get over this with having areas where audiences could hang out or do 

an activity post-performance, which afforded a greater opportunity for data gathering where 

they were not focused on performances.  However the only real solution is investing in 

sufficient fieldworkers and delivering a short survey.  

Sample size  

It was suggested that festivals collect data according to the following guidelines according to 

the margin or error that is acceptable.  Their actual figures follow below.  
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Ambassador feedback 

All those festivals with ambassador schemes were encouraged to gather feedback from the 

participants, either using the standard form provided by The Audience Agency, or by other 

means. This was designed to assess their quality of experience and explore the impacts they 

had with audiences.  The ambassador coordinators and festival organisers have also provided 

additional feedback on the successes and impacts of their schemes.  

General audience comments  

Many festivals used the chalk boards to invite audience comment and then took photographs of 

audiences with them to provide qualitative comment on the festival experiences.  

An example of the focus of these comments comes from Freedom Festival, Hull  

• Why have you come?  

• What was best?   

• How would you describe (project name) to your friends and family?  

• What other creative activities have you been inspired to do by attending?   

Other methodologies used 

The other methods used are described as case studies below.  

• Observation eg. Freedom Festival, Hull at Ready Steady Colour – observed it was 

crammed with families from a broader demographic all doing activities  

• Ethnographic studies at Left Coast 

• Photography and film 
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• Integrated into the artistic activity ie. at the Digital Funfair at Freedom Festival Hull 

where: 

‘the survey was created as an artwork by the artist. It's the one that spoke to you and 

did sound effects when the public filled out the survey. We only ran it for a few hours 

over the course of the festival, but had people flocking. I think the process is valuable, 

because it engaged the public in wanting to complete a survey.’  

Ambassador, Freedom Festival Hull 

• Invited in specific areas or locations ie. family areas or as in Bradford a Camper Van 

where young people invited other young people to give some feedback and have a cup of 

tea. The van moved around – so it was flexible and could be in a different place for 

festival and mela. The challenge is to find something similar which is a bit cheaper going 

forward. 

 

Summary of festivals’ evaluation delivery 

• Appetite Stoke: Working with Staffordshire University on all evaluation of Appetite, 

and delivered quantitative data collection for The Bell and Big Feast.  Accompanied 

by feedback sessions with local groups 

• Bradford Festival and Mela and Urban Festival: Commissioned agency, ASK Insight, for 

quantitative data collection, using trained youth ambassadors as part of the 

fieldwork team, provided feedback from ambassadors 

• Birmingham Southside: Commissioned an agency, Earthen Lamp, for quantitative 

data collection and Library Ambassador evaluation, provided chalk board comments, 

photography and a film 

• Derby Feste: Used The Audience Agency Audience Finder service and employed 

fieldworkers locally for quantitative data collection as well as coordinating their own 

evaluation of ambassadors, providing a film and photography 

• FUSE Medway: Used The Audience Agency Audience Finder service who also supplied 

fieldworkers for quantitative data collection, youth ambassadors coordinated chalk 

board feedback 

• Freedom Festival, Hull: Used The Audience Agency Audience Finder service and 

employed volunteer ambassadors locally for quantitative data collection (a longer 

survey covering Freedom Festival as a whole and a shorter one for the Four Corners 

project) alongside integrated data collection as part of the Digital Funfair.  
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Ambassadors also did the chalk board feedback coordination. Coordinated full 

feedback from ambassadors. 

• Left Coast: Quantitative data collection undertaken by the local authority with 

ethnographic research by ESRO 

• Out There Great Yarmouth: Used The Audience Agency Audience Finder service and 

used volunteer ambassadors/Troupers as fieldworkers for quantitative data collection 

• SO Festival, East Lindsey: Commissioned a local agency, S4W, for quantitative data 

collection face to face and by e-survey, collected feedback through chalk boards and 

took photographs of family ‘doodle boards’ 

Data Collected 

Quantitative data samples 

Sample sizes vary across the festivals, depending on whether they asked the question, 

however, all festivals asked ‘Do you live in the UK’ and the sample size for each festival is 

shown below as an indicator.   The population is taken from figures provided by festivals – the 

estimate is therefore a total of 522,650 people attended across all the festivals.  The figures 

below are all the actuals provided by the events.  

 

Population 
attendance used 

for weighting 

Sample size for 
question ‘Do you Live 

in the UK? 

2014 benchmark 522,650 2,281 

2013 benchmark  214,650* 1,079* 

Appetite 17,829 233 

Bradford Festival 156,000 306 

Derby Feste 38,500 179 

Fuse Medway 33,000 58 

Out There Festival, Great 
Yarmouth 50,191 

46 

Freedom Festival, Hull 115,000 130 

Left Coast 16,200 643 

SO Festival, East Lindsey 81,300 416 

Summer in Southside 14,630 270 

*Figures relate to audiences and data collection from 6 festivals in 2013 

The population relates to those events at which quantitative survey data was collected and 

used in the amalgamated dataset.  There are some notes below where the festivals involved 

more than one event: 
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• Showzam festival itself was 22,000 from VisitBlackpool. However, only	  30% of the 

audience survey identified seeing the street theatre.  The WOW audience was therefore 

circa 7,300. SpareParts full audience 5,000. As The World Tipped – 4,582 tickets issued. 

• Freedom Festival, Hull figure does include pre festival audience development activity 

such as The Four Corners of Hull. 

• Appetite includes The Big Feast 15,625 and The Bell 2,204 

• Bradford includes Bradford Festival and Mela and the Urban Festival  

 

Margins of Error 

Sample sizes vary for each of the key questions asked as part of the quantitative data 

collection, depending on how many festivals asked the question and how many responses there 

were to each question.  However, there is an overall margin of error of ±3% at the 95% 

confidence interval for the amalgamated cross festival Without Walls Associate Touring 

Network ‘benchmark’. This is better than the target ±5% margin of error. 

The margin of error also varies for each festival’s dataset depending on the response rate and 

total audience numbers for the festival, and those questions or festivals with fewer responses 

will have a larger margin of error.  The margin of error across festivals ranges from ±5% to ±17% 

at the 95% confidence interval. 

Understanding margins of error: 

Margins of error describe what the response would be had we spoken to everybody in our 

population, for example everybody who went to the events, rather than a random selection of 

people who attended the events – a sample from the population. For example, if 43% of our 

sample answered “Yes” and the result has a margin of error of ±4% it means that if we had 

spoken to everybody who attended the result it would have been somewhere between 39% and 

47%. 

Answers which are more conclusive, for example nine out of ten people having seen the 

website before visiting, or one in ten people having received an email, have smaller margins of 

error than those which are more evenly split, for example five out of ten people having seen a 

leaflet. The margin of error given for each question in this report refers to the answer code 

with the largest margin of error for that question. 
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Margins of error are given at the 95% confidence interval. This is to say, if we were to resurvey 

the same population 100 times, with the same sample size, we would see results coming out 

within the stated margin of error 95 times out of 100. 

Where significant differences are commented on these are calculated using z-scores which take 

account of the number of survey responses in the context of the total audiences, providing a 

statistically robust comparison of results between the events on different variables.  

A note on weighting 

The data has been weighted according to the audience size and number of responses from each 

event. Therefore, the overall results in this report describe the whole audience for the 

festivals, with those which attracted a larger number of visitors having more prominence in the 

overall findings. 

Postcode profiling 

Some festivals also supplied separate datasets for postcode profiling in addition to the 

postcodes included in the survey responses.  These included Left Coast’s performance of Wired 

Aerial, Derby Feste’s Moare and Appetite’s The Bell.  

Qualitative data 

The qualitative data collected from across the festivals included the following, although not all 

festivals collected all of this:  

• Ambassador’s feedback questionnaires 

• Chalk Board Speech Bubble photographs 

• Other photography 

• Films 

• Other qualitative data including ethnographic studies, evaluation of particular schemes or 

programmes
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Quantitative findings 

Here are provided the results amalgamated from across all 9 organisations’/festivals’ events to 

provide a 2014 Without Walls Associate Touring Network benchmark.  This is compared to the 

amalgamated results from 2013 which included 6 festivals (excluding Left Coast, Appetite, 

Stoke and Freedom Festival, Hull who all joined in 2014).  The data is drawn from that 

provided by the festivals and that collected through The Audience Agency’s system.  Not all 

festivals asked all of these questions in the way outlined below, so the benchmarks should be 

considered indicative, as they do not include data across all questions from all 9 festivals.   

Data could not be drawn in from all festivals, ie. where festivals used different age breaks 

from those in the guidance, so they could not be included in the benchmark. Also, some 

festivals did not ask the previous attendance and frequency questions in a consistent way to 

those suggested, which was usually due to a differently phrased question having been used 

previously by the event.  

2014 saw a focus on some core measures: 

• Whether attenders were visiting the festival for the first time  

• Whether it was a purposeful visit to the festival ie. intentional 

• Overall experience rating 

• Demographics – postcode, gender, age, ethnicity, disability 

 

Summary of quantitative findings 

The following highlights the overall results for 2014 in the context of those for 2013 and below 

with charts identifies the highest and lowest results from across the festivals against the core 

measures and indicates where there were significant differences.  

• 43% of respondents were on a first visit to the festival, compared to 31% in 2013 

• 24% of respondents planned a day or overnight trip particularly to visit the festival and 

64% of respondents lived in the area 

• 72% of respondents rated the experience very good compared to 60% in 2013 

• 39% of respondents were male compared to 40% in 2013 and 61% female compared to 

60% in 2013 

• 33% of respondents were 34 years and under, compared to 16% in 2013 
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• 42% of respondents were 35-54 years, compared to 38% in 2013 

• 25% of respondents were 55+, compared to 40% in 2013 

• 95% of respondents were White (any), compared to 89% in 2013 

• 10% of respondents had day to day activities limited a little and a lot, compared to 8% in 

2013 

• 99% of respondents were UK residents in both years 

• The largest proportion of visitors come from the Audience Spectrum segment Trips & 

Treats – 20% in 2014 and 23% in 2013 

• Overall 13% of respondents were from the highly engaged Audience Spectrum segments 

compared to 16% in 2013 

• Overall 36% of respondents were from the medium engaged Audience Spectrum segments 

compared to 41% in 2013 

• Overall 50% of respondents were from the lower engaged Audience Spectrum segments 

compared to 44% in 2013 

 

 

N.B: the 2013 dataset was profiled using Audience Spectrum as well (although this 

segmentation did not exist when originally reporting for 2013) 
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Previous visits 

Have you visited [festival/event] before? 

 

Base: 1,372 / 714 

Range for those festivals which asked this question:  

• For 2014 of those festivals which asked this results ranged from 26% (Out There, Great 

Yarmouth) to 76% (SO Festival, East Lindsey) of respondents who were attending for the 

first time.  

Purpose of visit 

If you are visiting [area] for the day or overnight, did you plan your trip particularly to go to 

the [festival/event]? 
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Base: 1,131 

Range for those festivals which asked this question:  

• For 2014 of those festivals which asked this the proportion of respondents who lived in 

the area ranged from 40% to 83%  

• For 2014 of those festivals which asked this the proportion of respondents who were 

visitors who made a purposeful visit ranged from 9% (Bradford Festivals) to 56% (Out 

There, Great Yarmouth) 

• Those which are based on high streets or general city-centre locations had fewer 

purposeful visitors  

 

 

Overall rating 

How would you rate the whole experience? 

 

Base: 866 / 1,457 

Range for those festivals which asked this question:  

• For 2014 of those festivals which asked this the proportion of very good ratings by 

respondents ranged from 54% (SO Festival, East Lindsey) to 81% (Appetite, Stoke) 
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Sex 

Are you…? 

Base: 1,506 / 1,184 

Age 

Which of the following age groups do you belong to? 

 

Base: 1,751 / 1,080 

Ranges for those festivals which asked this question in this way (all except Appetite, Stoke):  
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• For 2014 the proportion of respondents 16-24 ranged from 4% to 19% 

• For 2014 the proportion of respondents 24-34 ranged from 10% to 27% 

• For 2014 the proportion of respondents 35-44 ranged from 8% to 29% 

• For 2014 the proportion of respondents 45-54 ranged from 16% to 24% 

• For 2014 the proportion of respondents 55-64 ranged from 8% to 23% 

• For 2014 the proportion of respondents 65 or older ranged from 5% to 23% 

Festivals data not included in the benchmark indicated that most people fell into either the 26-

35 - 18% or 35-46 - 17% age ranges. The smallest age ranges were 13-16 and 65+.  

• Overall Bradford Festivals, Derby Feste, Out There Great Yarmouth and Summer in 

Southside had an on average younger age profile (ie. higher proportions of 16 – 34 year 

olds) compared to Left Coast, SO Festival, East Lindsey and Freedom Festival, Hull.  

 

Ethnicity 

What is your ethnic group? 

 

Base: 1,475 / 1,237 

Range for those festivals which asked this question:  

• For 2014 of those festivals which asked this the proportion of White (any) respondents 

ranged from 75% (Summer in Southside, Birmingham) to 99% (Left Coast, SO Skegness) 

Festivals not included in the benchmark indicated 61% White British or White European (a 

‘White other’ was not specified which is included in the benchmark above) 
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Limiting disability 

Are your day-to-day activities limited because of a health problem or disability which has 

lasted, or is expected to last, at least 12 months? 

 

Base: 1,662 / 711 

Ranges for those festivals which asked this question:  

• For 2014 the proportion of respondents limited a lot in day-to-day activities ranged from 

1% to 7% 

• For 2014 the proportion of respondents limited a little in day-to-day activities ranged 

from 1% to 12% 

• Left Coast and Freedom Festival, Hull had the highest proportions for both measures 

Festivals data not included in the benchmark indicated that 18% identified having a disability of 

a life limiting illness 
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UK/Overseas 

Do you live in the UK? 

 

Base: 2,281 / 1,079 

All festivals asked this question:  

• For 2014 the proportion of respondents not from the UK ranged between 1% and 2% 
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Audience Spectrum 

Derived from: What is your postcode? 

 

 

Base: 2,464 / 879 / 43,680,721 

Ranges for those festivals which asked this question:  

• For 2014 the proportions of respondents highly culturally engaged (Metroculturals, 

Commuterland Culturebuffs and Experience Seekers) ranged from 13% to 16% 

• For 2014 the proportions of respondents medium culturally engaged (Dormitory 

Dependables, Trips & Treats, Home & Heritage) ranged from 36% to 41% 

• For 2014 the proportions of respondents lower culturally engaged (Up Our Street, 

Facebook Families, Kaleidsocope Creativity, Heydays) ranged from 44% to 50% 

• Derby Feste and Freedom Festival, Hull had the highest proportions of Commuterland 

Culturebuffs 
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• Derby Feste had the highest proportion of Dormitory Dependables, followed by Left 

Coast, SO Festival, East Lindsey and Summer in Southside 

• Bradford Festivals had the lowest proportion of Trips & Treats 

• FUSE Medway had the highest proportion of Up Our Street 

• Appetite, Bradford Festivals, Out There Great Yarmouth, SO Festival, East Lindsey 

attracted the higher proportions of Facebook Families 

Mosaic 2009 

Derived from: What is your postcode? 

 

• Out There highest for Alpha Territory 

• Derby Feste highest for Professional Rewards 
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• So Festival highest for Small Town Diversity 

• So Festival highest for Active Retirement 
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• Appetite, So Festival, Left Coast higher for Ex-Council Community 
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• Appetite and Bradford higher for Claimant Cultures 

• Bradford, FUSE and Out There higher for Upper Floor Living 

• Freedom Festival highest for Elderly Needs 

• Left Coast highest for Industrial Heritage 

• Appetite, Bradford, FUSE, Out There higher for Terraced Melting Pot 

• Derby Feste, Freedom Festival and Summer in Southside highest for Liberal Opinions 
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Qualitative findings 

Open comments from across all festivals’ surveys (who asked this question) 

Which three words would you use to describe your experience? 

 

Many festivals also asked: Is there anything else you would like to say?  
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Other festivals’ responses to similar open questions about the experience  

The Bell, Appetite, Stoke 

What did you enjoy most about the event?  

This was an open question and 142 people responded to it.  A number of themes emerged from 

the responses to this question.  

The most popular response to this question referred to the feeling part of the action, and 

being immersed in the performance.  36 people referred to this in their comments.  

“The fact that the action happened within the area for the audience made everything 

seem even more exciting.”  

“It involved the crowd and made you feel almost scared but wanting to see more.” 

The second most common theme, with 26 people mentioning it, focused around the spectacle 

of the performance, the atmosphere and the dramatic nature of the event.   

“Electric atmosphere.” 

“Very dramatic and realistic.” 

Respondents also liked that the show was “different” (16 responses), 15 people liked the 

preshow entertainment or services and 13 people liked the pyrotechnics, lighting or special 

effects.  Eleven people referred to the quality of the event. 
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“The performance was to a high standard.” 

However… “Although ‘amongst the action’ it was not always easy to see everything.”  

 

 

 

 

 

 

 

 

Left Coast, Spare Parts (part of Fleetwood Transport Festival aka Tram Sunday) 

ESRO were commissioned to conduct a mini-ethnographic study at the Spare Parts event as 

part of Fleetwood Transport Festival, specifically: 

• To observe and report on the general levels of interaction between festival visitors 

and Spare Parts additions 

• To explore the immediate feelings and attitudes of visitors toward Spare Parts 

activities and whether this might influence future perception or engagement with art  

• To consider which activities were more popular or engaging in comparison to others 

Here is an extract in relation a Without Walls production: 

Chutney in the Street 

• Colourful and entertaining, dynamic and fun to watch 

• Narrative storyline was easily accessible and ensured good audience retention 

• Introduced audiences to something that was culturally new whilst sticking largely within 

the accepted parameters of theatre  

• Pantomime feel seemed targeted at younger audience and could be off-putting to some 

• Crowd reluctant to join interactive dance part of performance 

“We stumbled across this – it’s a shame it wasn’t better advertised or there’d be more 

people here watching” 

“It’s telling a story from a different area – it reminds me of being on holiday” 
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“I’m not going up there and wiggling!” 

“The only other place you’d get street performance like this is the Edinburgh Festival” 

“It’s nice to see somebody doing something different, it makes a welcome change” 

Overall conclusions about how audiences engaged are described as follows:  

• Spectacle/impressive feats - For example, Traction and Urban Playground parkour 

were both popular events, and the appeal seemed to be primarily the 

‘impressiveness’ of stunts performed rather than ‘artistic’ merit. 

• Simple narratives - For example, Chutney in the Streets had a clear and familiar 

narrative story that appealed to both adults and children. The nature of the story 

structure meant that largely people stayed for the duration. 

• Anticipated participation - When interaction was expected (e.g. due to descriptions 

in the programme) people seemed fairly comfortable with getting involved. For 

example The Whale storey-telling experience and Chromavan were popular with 

families, and the ‘immersive’ interactive element went down well. 

• Facilitators / guides / explainers - People were open to the more ‘arty’ and abstract 

aspects to activities, but tended to seek explanations and reassurance as to the 

‘meaning’. In cases where members of staff/artists/performers were on hand to 

provide an explanation, people seemed much more satisfied by their experience. 

 

Chalk board speech bubble comments 

The opportunity to give a comment in an informal but fun way and have a photograph taken 

has proved popular across the festivals. 



 

© The Audience Agency 2015  42 

 

Freedom Festival, Hull 

 

 

 

 

Summer in Southside, Birmingham Hippodrome 

Wordle of speech bubble comments 
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Films 

• Summer in Southside 2014 round up film 

https://www.youtube.com/watch?v=aN_YOGuki0o 

• Left Coast 

 Envoys film is at https://www.youtube.com/watch?v=WojH0beKXoI 

ATWT film is at https://www.youtube.com/watch?v=tH7_7Nh1fwY 

• FUSE 

https://drive.google.com/folderview?id=0B0w3GlKsslW6ZEExU0JYaDB2OFE&usp=sharing 

• WOW ATN festivals by Xtrax 

http://vimeo.com/116641267 
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Ambassador Programmes 

All festivals have developed an ambassador programme to support engaging audiences and are 

at different stages of development of the schemes. These follow a range of models depending 

on the approach or priorities for each festival. The following outlines the models used and goes 

on to comment on what seems to be working well in different contexts, and finally outlining 

some recommendations.  Based on the feedback from ambassadors and coordinators from 

across the festivals.  

Different models 

There are three key models of ambassador working – promotional, audience development with 

target markets and co-creation/production.  Most of the models employed by the festivals 

involved a certain amount of the first two, and one or two the last.  Ambassadors had varying 

degrees of advance engagement with the festivals or activities pre-festival, with most having a 

role during the festival.  A range of training and briefing was offered, and some were also 

involved in the evaluation as fieldworkers.  

The majority of the schemes engaged young people ie. under 26s, although there are also 

examples of benefits of engaging older people as ambassadors. 

Most festivals employed an ‘ambassador coordinator’ who was paid or had a key member of 

staff to coordinate.  A few of the schemes also gave their ambassadors coordinating roles over 

a wider group of general volunteers. All integrated evaluation as part of the process to help 

improve and develop the schemes and some commissioned the participants to help shape the 

scheme overall.  

Almost all schemes are now designed to carry on throughout the year to provide other 

opportunities as well as supporting the planning and delivery of the 2015 festivals.  

There is definitely best practice in relation to devising and developing an ambassador 

programme but no one way of doing it.  However, there are some key success criteria which 

raise any ambassador programme above the status of a volunteer or flyer distributor, and all of 

the festivals have achieved this level in one way or another.  However, it is important to say 

that most of the festivals also rely on a large volunteer force, which take on different roles, 

but which are not engaged as ambassadors. 



 

© The Audience Agency 2015  45 

Ambassador recruitment 

The festivals recruited to their schemes in a range of ways: 

• Direct contacts and those who had previously been involved 

• Through local ‘volunteer’ organisations ie. Community action 

• Through universities/colleges 

• Through local authority contacts or programmes ie. internships or placements 

• Through open call-outs on email, social media or websites 

• Through youth organisations 

 

Festivals’ Ambassador Schemes 

 
A summary of the schemes across the festivals:  

Appetite, Stoke 

• The ambassador programme in Stoke is at an earlier stage of development. In 2014 the 

coordinator was employed to network and make links.  They spent their time speaking to 

people and bringing them to events, looking for potential ambassadors and networks and 

considering how they can develop a scheme.  Now there is a shortlist of potential 

ambassadors which can be engaged to work on events across the year and for whom an 

appropriate scheme can be developed with relevant rewards and incentives. 

Bradford Festival and Mela and Urban Festival 

• The student ambassador scheme is designed to engage young people and change the 

perceptions of the events for this target market, and drew on student event 

management interns in the council from the local university. At the festival ambassadors 

were trained to do fieldwork with a commissioned agency for the evaluation.  This 

included hosting a camper van where young people were invited to give some feedback 

and have a cup of tea.  

Summer in Southside, Birmingham 

• The Youth ambassador programme developed further, amongst more general jobs – 

support for programing, marketing, hosting at the festival and gathering feedback, as 

they were trained in delivering the Talkaoke table at the festival and are being 
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supported to see how they might develop use of the Talkaoke table for future events and 

activities as an ongoing project as part of Birmingham Hippodrome’s engagement work. 

Birmingham Hippodrome also run the ‘I Spy Culture’ Library Ambassador programme to 

engage communities in Summer in Southside which is now in its second year (see below). 

Derby Feste 

• The two types of ambassadors continued in Derby - community ambassadors and youth 

ambassadors. Community ambassadors were usually community leaders or gateway 

representatives, directly engaged in providing programme for the festival which 

represented their community – Ukrainian Dance, Skateboard competition – Thrash Feste 

etc. Youth ambassadors supported promotion pre-festival at local events, received 

training in marketing, helped design targeted print, were involved in workshops ie. VJing 

(which they then went on to do at an event at the festival), did a film for the festival of 

the event and their work and finally did photography and the chalk board feedback.  

• Specifically they contributed to the Art in the Park event with Artcore in Normanton Park 

to engage local people with Derby Feste and targeted community centres around the 

city.  

• The scheme involved a sign up sheet and contract which also asked whether Derby Feste 

represents them or not, reviews mid-programme and feedback at the end.  

FUSE Medway 

• Ambassadors were brought on near to the beginning of the festival, to hand out leaflets, 

take pictures and do audience feedback through the chalk boards.  They will be 

supported to engage with the planning for the 2015 festival.  

Freedom festival, Hull 

• Ambassadors of all ages were recruited who had a range of roles mostly dividing 

between coordinating volunteers (Freedom Makers), or delivering survey fieldwork – all 

were given training and briefing as part of the programme.  They also took photographs, 

handed out leaflets, were sources of information for the public and other general duties. 

Ambassadors were recruited from volunteers in Hull, people who were proactive the 

year before and recommendations from wider community networks. The aim is to retain 

as many of the ambassadors for 2015 and bring in new people. One of the ambassadors is 

known as the ‘Gold Man’ and dressed as such he engaged the public 
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• Some ambassadors were also involved in the Four Corners of Hull project pre-festival 

and did training sessions prior to this and went on to work at Freedom Festival. 

Left Coast 

• LeftCoast Envoys are volunteers who get the chance to support the arts activities and 

events across Blackpool & Wyre. They go behind the scenes at shows, work closely with 

artists and producers (ie. operating the mechanical creations at the parade), stewarding, 

receive free training and go to events around the country to find out how other 

volunteer schemes work and they get a  pretty nifty t-shirt. 

Out There Great Yarmouth 

• 2014 saw the development of The Trouper – expanding it beyond the 16-24 years to 

include older ambassadors, however only a few were recruited, and they were 

fieldworkers for the evaluation at the festival, amongst more general duties.  

SO Festival, East Lindsey 

• Youth ambassadors were taken on to increase engagement in the market towns around 

Skegness - Horncastle, Spilsby & Skegness, to gather audience feedback through chalk 

boards at the festival and provide information to audiences 

 

Ambassador activities 

Pre-festival:  

• Training ie. in fieldwork, workshop activity or Talkaoke facilitation 

• Briefing about the role and festival programme 

• Attending workshops as an activity to engage ambassadors 

• Promoting the festival at other local events and through networking opportunities 

• Creating targeted marketing materials 

• Coordinating or facilitating workshops with target markets 

• Some ambassadors were recruited to lead a group of other ambassadors or volunteers 

• Others to directly support organising events as part of the festival which involved their 

community 

At festival activities:  
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• Evaluation – fieldwork for questionnaires and more general feedback 

• Photography – general and chalk board comments 

• Filming 

• Providing information at information points for festival attenders 

• Handing out leaflets 

• Coordinating and supporting artists as part of events management 

• Performing as a culmination of pre-festival activity 

Festival exchange visits 

The majority of Ambassador teams were also enabled to participate in the Ambassador festival 

exchange visits organised by Without Walls visiting the Greenwich and Docklands Festival and 

Out There, Great Yarmouth during 2014 (and some festivals organised visits to other festivals in 

the Without Walls networks).   These were opportunities to see work, engage objectively with 

the organisation of different festivals and network and exchange with other ambassadors from 

different cities. They have proved an invaluable opportunity as an integral part of the 

ambassador schemes and provided impetus to both participants and festivals alike to involve 

ambassadors in an integral way in their festivals. 

It was very interesting to meet the other ambassadors and compare/contrast the 

festivals  

FUSE Medway ambassador 

Interacting and engaging with Youth Ambassadors from other Festivals – opportunity to 

exchange insights and views on shows seen at GDIF was a great way to appreciate the 

range of ways in which an audience can infer/interpret details from a show.  It was also 

very interesting to hear other people’s perspectives regarding their vision and goals as 

Youth Ambassadors  

Birmingham Hippodrome ambassador 

Although it seemed very strange to be painting children’s faces and drawing on plates in 

Normanton park I can see how the organisation ‘Artcore’ are working hard to try and 

bring the arts to a community that may not be very involved in it. It helps to bring 

communities together in that case I feel like that was a valuable contribution. With 

Derby Festé specifically our involvement such as VJing will help to bring a sometimes 

boring and dull city to life with bright colours, music and exciting acts, the trip to Great 

Yarmouth opened my eyes into how this can be done and gave me more idea of how 

these festivals run.  
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Derby Feste youth ambassador 

Benefits to ambassadors and their communities 

It is really important that such schemes have mutual benefits for the participant and the 

festival.  The key benefits highlighted by participants were:  

• Improved communications and ‘people’ skills and confidence 

• Specific skills acquired ie. filmmaking, photography 

• Work experience as part of studying – general or specific to events or the arts 

The opportunity to take part in a fun scheme that would allow me to extend on my 

events and performing arts knowledge. Also to help shape the future of events for 16-25 

age group.  

Bradford ambassador 

Meeting new people and going to experience things otherwise I wouldn’t have. 

Talking to people who just watched a show. 

The free T-shirts! Hehe. It was actually great to engage with the local community. 

Meeting new people and seeing performances that I wouldn’t normally see. 

FUSE Medway ambassador 

I have learnt and developed the way I deal with things better and also I am more 

organised through the planning process. 

SO Festival, East Lindsey ambassador 

Having the freedom to express themselves through the role  

Freedom Festival, Hull ambassador 

Yes! It was fun, interesting and sounds great when I am explaining it to other people 

(especially at university/job interviews)  

Derby Feste Youth Ambassador 

Highly motivated and really competent and skilled and determined to push it forward… 

featured in local news – media adopted it as human interest angle. 

About Hull Freedom Festival ambassadors 

My role as marketing and skate team manager at Rollersnakes (skateboard retailer) 

allows Feste easy access to prizes, sponsored riders and other valuable resources. It also 

provides a direct channel of communication to the Derby skateboard community via the 

Rollersnakes website, store, social media channels and more. 

Derby Feste community ambassador 
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I think the positive impact the scheme has made so far within the community is that the 

posters and booklets which have been distributed by us at local events have allowed 

different sections of the diverse community to engage with us and provide positive links.  

Businesses, community centres and local libraries have been provided with information 

about the events and many people have shown interest in attending the feste event.   

Derby Feste community ambassador 

My role was to create an advertising poster, do live vjing of the night of Feste and to 

generally help out.  

Derby Feste community ambassador 

Needs of ambassadors 

The feedback from ambassadors highlighted a range of needs which should inform how the 

programmes develop – and below are ideas from what festivals did and those from 

ambassadors: 

• Really effective and regular communications between festival and ambassador, to keep 

them informed and involved. 

• A level of professionalism as befits the role they are taking. 

• A certain amount of flexibility so that ambassadors can fit things around their jobs or 

study 

• Targets can be motivating ie. about how many ambassadors to recruit, how many 

questionnaires to collect, how many photos etc.  

• Effective briefing and information provided in a timely fashion - in advance and on a daily 

basis.  Ambassadors do not want to look bad in front of the public, and yet they need 

time to absorb a reasonably large amount of information in order to be able to do their 

job effectively.  

• Full information on the programme – a key element of information, but a full knowledge 

and understanding about the programme was highlighted by many of the ambassadors – 

again this needs to be well in advance in order to familiarise oneself with the content.  

• An understanding of health and safety issues as appropriate. 

• Choice – ambassadors are looking for benefits, and if they are assigned to roles which do 

not meet their needs, they are going to show a lack of engagement. 

• Support with networking, different ways of developing networking skills to build 

confidence such as organising networking events which ambassadors can help host in the 

first instance 
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• Enable ambassadors to make connections and collaborate which might have benefits over 

the longer term, rather than for the immediate events 

• Offer interesting ambassadors events involving workshops or performances to enable 

recruitment 

Being invited to the VIP events gave them a real sense of recognition/belonging  

Freedom Festival Hull 

Ambassadors should be given more training/information about their roles when the 

events are on and allow them to chose the areas they can work in best, rather than 

deciding or being told on the day which role they have. 

Bradford ambassador 

I still have a lot to learn about engaging with audiences within 18-25 within a festival 

setting. 

FUSE Medway 

Clearer definition of responsibilities in advance. Own team to mentor 

Freedom Festival, Hull ambassador 

 

 

Freedom Festival Hull 

Ambassador films 
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• Left Coast Envoys film is at	  https://www.youtube.com/watch?v=WojH0beKXoI	  

• Derby Feste ambassadors also produced a film 

Key Skills 

The following were quoted by ambassadors as key skills required to be successful in the job.  

Organisation skills, ability to communicate with all types of personalities and your senior 

colleagues. Being knowledgeable about the area one is working in. 

Confidence and creativity. 

Approachable, being able to listen, patient, empathy, know your stuff. Know where 

toilets are and the programme. Hull 

It’s a really good and enjoyable opportunity. The working atmosphere at the events is 

very exciting. 

Bradford ambassadors 

Enthusiasm, social skills (to be able to talk to anyone and everyone), organisation, an 

interest in the arts. 

FUSE Medway ambassador 

Working well with the public, being understanding and knowledgeable about the event.  

SO Festival, East Lindsey ambassador 

I felt that people were able to engage with me well and provide me with honest views. \ 

I was able to talk to people and explain the benefits of Derby feste and listen to peoples 

views of the feste . I was able to provide feedback to the derby feste with peoples 

views.  

Derby Feste ambassador 

Challenges 

While most ambassadors really enjoyed the role and would do it again if they could, there can 

be some challenges. 

Keeping active and enthusiastic in Chatham with the rain and disinclined shoppers! 

 FUSE Medway ambassador 

Having enough courage to deal with the public.  

SO Festival, East Lindsey ambassador 

More lead-in time. 
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More time to be able to offer the opportunities with better information in the early 

stage. 

SO Festival, East Lindsey ambassador 

People wanting to talk to you , to tell you their problems  

Freedom Festival, Hull ambassador 

Suggestions and ideas 

To engage young people as audiences: 

• Video of productions 

• More audience comments/vox pops to help sell 

• Identify particular companies and work of particular appeal to younger people – in terms 

of the upcoming shows the LIFT and to a slightly lesser extent Frantic have been 

identified by many for 2015 (see below) 

• Design activities which engage young people generally ie. through workshops, and then 

draw them into the festival – Derby Feste workshops coordinated by ambassadors were 

designed as ambassador engagement and recruitment 

• Co-create marketing materials specific to the target market 

• Create performance opportunities ie. Derby VJs workshops which then had a slot at the 

festival 

• More responsibility – perhaps helping organise acts on the day, pre-festival involvement 

or enabling planning events at schools and colleges to promote the festivals 

Suggestions for engaging young people 

I think The Lift would appeal to young people the most. I think Franctic could too, but 

they’d have to be willing to commit to the piece. They might find the beginning slightly 

slow, but I think they would appreciate the whole piece.  

Derby Feste 

The Lift by Wet Picnic is probably the most accessible for young people as it is 

essentially a comedy, which is an art form young people already understand and have 

regular exposure to. Frantic by Acrojou may engage some young people, due to its 

impressive set up and spectacular finale. Safe House By Metro-Boulot-Dodo may also 

appeal to young people, as it is a large scale spectacle with an impressive set up and a 

fast paced, narrative driven approach.    

FUSE Medway 
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I really liked the tours that were organised. I think as a visitor it can sometimes be 

really daunting to try and pick which pieces to see and sort a schedule out. These tours 

allowed the visitor to first think about what interest them and then select a tour that 

will suit them and get the most out of their time.  

Derby Feste ambassador 

I would definitely find images and footage/video trailers useful as a promotion 

mechanism.  I also feel that testimonies/quotes from performers, company members and 

viewers would be a great way to consolidate promotions. 

Birmingham Hippodrome ambassador 

More engaging with fellow young people, as it felt slightly like although this was the 

aim, the young people involved remained as only us  

Derby Feste Youth Ambassador 

Other requests include: 

• Involvement throughout the year 

Many of the Ambassadors and Volunteers have considerable skills, maybe now is the time 

to ask for C.V.s and work with the expertise available within the team, rather than wait 

until next June/July.  

Freedom Festival, Hull ambassador 

Festival organiser’s feedback on ambassadors 

The following further thoughts were suggested around ambassador working by the festival 

organisers. 

Freedom Festival, Hull  

The Without Walls pieces fitted in to the full programme enhancing it, the ambassadors really 

loved to see the productions before the festival – at the Greenwich and Docklands Festival, Out 

There Great Yarmouth or in Stoke or afterwards.  This made a big difference because they 

knew how to promote the shows and could see best practice in other places and meet other 

ambassadors – it was great to see how they passed on information because they had seen it – 

ambassadors were the experts and were wowed by the pieces.  They knew how pieces were 

going to work in the street so could advise people in the location.  The ambassadors 

coordinators were then able to brief the volunteers on this. Attracting ambassadors of different 

age groups was good – older and younger which was a healthy mix.  

As a result of this year the festival also knows how much responsibility to give ambassadors 

because they are requesting it, so there is no sense of over-burdening them.  
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Out There, Great Yarmouth 

Coordinators recruited 2 out of 5 Troupers for this year’s scheme, it seems challenging to find 

people who are willing to commitment a significant amount of time to be involved in the 

Troupers scheme and also to find people who are confident enough to be able to go into the 

community and talk to different people about Out There and the WOW shows. However since 

the festival a number of the volunteers we had have expressed an interested in becoming 

troupers so hopefully the scheme will slowly build and we will be able to work with a core 

group of people. The Troupers scheme has also formed part of our NPO business plan. Possible 

solutions are integrating appropriate training that would be useful to help build confidence or 

events where local people are invited and Troupers do the meet and greet and information 

dissemination.  This would then give them confidence to go out to groups and network.   

Bradford Festival, Mela, Urban Festival  

Following this year, there are two students on placement in event management and want to 

become ambassadors.  So they are going to be supported to help develop an ‘ambassador 

scheme’ and will be consulted, along with other young people who worked on the 2014 

festivals,  on what will happen next year ie. in the pre-planning stages.  

Ideas from the Greenwich and Docklands have already been fed back in to inform the 2015 

events, including positive feedback on pieces and those which would not work in the space 

Bradford has.  This level of understanding of the logistics is particularly useful when informing 

the future programme of the festival.  

The challenge with the ambassadors drawn from the student population is that they leave and 

go on to get jobs if they are in their final year student – which is a note for the future. 

In Bradford, the Ambassador programme could be year round to support other projects where 

the City wants to engage particular groups. 

FUSE Medway  

The festival is conscious that young people need training to ‘get’ outdoor street theatre, to 

understand the sector, the particular artists and the logistics involved.  The FUSE ambassadors 

are now recognising these issues and picking them up in relation to FUSE. Now there is a group 

who are engaged in this way, the festival is looking to the future and through planning 

meetings would like to involve them by:  

• Working with them to help shape FUSE 
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• Enabling them to bring the youth perspective to FUSE to enhance the experience for 

young people  

• Supporting them to take FUSE out to the community and their peer group – formulating a 

an offer that they can make in universities and schools 

• Involving them in ArtsLab to create their own networks and meet artists so feel really 

part of something and ‘belong’ 

However, the meetings need to be designed to suit the young people as some are now leaving 

University, so will perhaps only consider meetings in the evening.  Through these meetings the 

aim is to bring a greater integrity to the programme, and considering the potential roles and 

responsibilities and think how they can build the confidence of the Ambassadors so that they 

can learn to trust their instincts, with respect to ideas for the festival. There is also a 

consideration of progression routes for those involved ie. linking the ambassadors to other 

departments in the council such as the events team to help them make their events relevant to 

young people. 

Measuring impacts of ambassadors 

The ultimate measure of impact of ambassadors should be evident in the visitor profile of a 

festival depending on who the ambassadors are and who they were commissioned to engage ie. 

more younger people or of those from a particular community.  However, this is challenging to 

achieve – both in real terms and in measurement particularly at free events.  Birmingham 

Hippodrome Summer in Southside is considering how this might be done – and perhaps it is only 

in relation to ticketed events where it might be possible.   

Freedom Festival, Hull is also interested in mapping the impacts of pre-festival activity through 

to attendance at Freedom Festival ie. giving Four Corners audiences tokens of some sort to use 

at the festival for ticketed events or food. 
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Summer in Southside, Birmingham 

 

I Spy Culture, Library Ambassadors, Summer in Southside, Birmingham 

• During a successful pilot project in 2013, Hippodrome Plus worked in partnership with 

Arts Connect and ASCEL (Association of School and Education Librarians) to develop a 

new Library Ambassador Scheme for the West Midlands region, by initiating new 

partnerships with three library services - Telford & Wrekin, Staffordshire and 

Worcestershire. Libraries in each of these areas became cultural hubs, providing access 

to Hippodrome Plus activities for their communities. These included:  

• Hosting high quality arts workshops in their libraries  

• Attending staff briefings and training sessions  

• Acting as cultural ambassadors by providing a cultural excursion for their 

communities to a free outdoor arts festival presented by Hippodrome Plus.  

• In April 2014, the second phase of this project commenced with continued support from 

Arts Connect and ASCEL. Key elements of this second phase included increased audience 

participation and engagement through more partnerships with Library Services across 

the West Midlands, and an increase in the artistic offer for library ambassadors and 
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visitors. Over an eight month period library ambassadors and participants attended two 

outdoor festival events in Southside Birmingham, created and produced by the 

Birmingham Hippodrome, and also had the opportunity to take part in two high quality 

artistic workshops delivered by regional and national artists in their local libraries. A 

brand identity was also created for the project I Spy Culture, and a logo, marketing 

materials and dedicated web page on the Birmingham Hippodrome website was 

established. 

• This year 14 libraries were in the Libraries ambassador scheme.  Overall engagement 

with the workshops was strong, not everyone who attends the workshops comes on the 

coach to Summer in Southside and vice versa – so the libraries audience is a distinct 

aspect of the festival’s work, but not necessarily also the festival’s audience. 50% of 

those who did workshops came on excursions which were to a range of events in 

Southside. The workshops were connected in some way to the shows in the festival, and 

those where you made a prop for the show and had to bring it and be part of the show 

were the most successful. Those who attend on the coaches have a great day out and an 

enhanced perception of Birmingham as a cultural place. The aim is to continue what had 

started to happen in year one in that those who came on the coach then attend 

independently, and as the scheme grows it is important to find ways of supporting this.  

In year two there was a bigger drop off of people saying they would come on the coach 

who did not in the end. The coming year will see closer support of the ambassadors 

through use of a toolkit and more advocacy through Library heads to support the 

scheme.  

The participants enjoyed the workshop and the excursion.  The participants were not 

aware of the South Side events so it enabled them to experience something they 

wouldn't normally experience or know was happening. 

The enjoyment of the majority of families trying something a bit different.  Realising 

that perhaps they can make the journey into Birmingham themselves and giving them 

the confidence to do so. 

Those that attended the event and workshop enjoyed the experience and said they 

wanted more opportunities. The trick in future years is how to entice more people to 

give it a try and overcome any barriers they may have to participation 

Ambassador feedback 

• As with all ambassadors, the Library Ambassadors, while overall valuing the quality of 
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the experience and being highly interested in doing it again, had similar suggestions:  

Information given as early as possible would be really appreciated.  The earlier the 

better as far as planning is ideal as we are then able to plan before passing the 

information onto library staff to promote. 

More time and information given to learning about the acts performing at the Summer 

in Southside weekends. Library staff can then talk to their customers in more detail 

about the weekends and what they can expect to see/be a part of. 

• There is a suggestion that the Talkaoke will be taken into libraries over the coming year 

to support the work of the ambassadors.  There is also the question of how to build 

value, ie. that a free coach has a value and is a special occasion, but how can the 

commitment be sealed.  Ideas include a small charge of £2.50 which could include a free 

packed lunch or a voucher for a street food vender. 

Extracts from report by Earthen Lamp and conversations with Sarah Allen, Birmingham Hippodrome 

 

Summary statistics for Ambassador and community activity 

Overall 

Column heading (‘Column heading’ 
style) 

Number of 
ambassadors 

Number of 
briefing/ 
training sessions 

Contact with communities 

Appetite 12-18 6 See below 

Bradford Festival 6 youth 2 - 

Derby Feste 

6 ambassadors 

9 youth ambassadors 

4 

5 
See below 

Fuse Medway 4 youth 4 - 

Out There Festival, Great Yarmouth 8 Troopers   

Freedom Festival, Hull 9*   

Left Coast 20   

SO Festival, East Lindsey 5*   

Summer in Southside 

8-10 youth 

14 Library 

14 

2 
See below 

*based on evaluation 
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Appetite Ambassadors 

Training/briefing sessions attended 

• 1 x GDIF festival & Ambassador meet up  

• 1 x meeting with Zara Harris of Birmingham, Youth Ambassador to discuss programme 

structures.   

• 1 x meeting with Hull Freedom Festival Ambassadors to discuss programme structures 

(held in Stoke at Faust)   

• 1 x Great Yarmouth Out There Festival, taking one Appetite Ambassador with me - met 

other Ambassadors and discussed structures.   

• Get Talking training 2015 (ongoing) involving 8 Ambassadors.   

• 1 x Appetite training 

FUSE Medway Ambassadors 

The Ambassadors were involved in engaging young people in particular whilst collating 

feedback via questionnaires and bubble boards (requested to really engage and talk to 

audience members while doing this).  They also attended Arts Lab events during the festival 

where they were able to network with artists performing at Fuse as well as invited local 

artists.  They particularly interacted with students from Royal Central School of Speech and 

Drama who were performing at Fuse.	  

Birmingham Southside Ambassadors 

The ambassadors were in touch with the following groups:  

Group/ People Location 

BSA Birmingham 

Uni of Birmingham Student Union Birmingham 

Aston Student Union Birmingham 

UCB Student Union Birmingham 

BCU Birmingham 

Warwick Arts Centre/Uni Coventry 

Warwick Arts Centre Youth Theatre Group Coventry 

BBC Cov & Warks Centre Coventry 

Writers' Hub Writing Group Coventry 

Here Comes Everyone Magazine Coventry 

NIA/NEC Birmingham 
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Fimmakers Collective Birmingham 

HUB network Birmingham 

U-Neek Birmingham 

MAIA Creatives Birmingham 

PaperBall Birmingham 

Robannas Music Studio Birmingham/Jewellery Quarter  

Mad Hat Studios Wolverhampton 

Linzi G School of Dance Wolverhampton 

Solihull Arts Complex Solihull 

Glee Club Selly Oak 

Custard Factory Digbeth 

Creative Alliance Digbeth 

Stratford College Stratford 

First Act Workshops Moseley 

Siobhan Collins-McCarthy Dance Academy Harborne  

St. Clements Church Castle Bromwich 

First Night Bloggers Online 

#YouthWestMidlands Online/Various 

Arts/Events Bloggers Online/Various 

Independent Cafés/Coffee Shops Various 

Regional Radio Stations Various, e.g. Cov, B'ham, W'hampton 

Community Centres Various small towns, e.g. Harborne, King's Heath 

Poetry Events Various 

Artists Room Various 

Podcasts Various 

Walsall Academy of Dance Various towns (Walsall/Aldridge/Sutton) 

Derby Feste community engagement 

• Sikh Community met in Sikh Temple Normanton 

• Met with community leaders at the Indian Community Centre  

• Skating Community - met through gateway organisations online skateboarding retailer 

Rollersnakes and skating blog Hooked 

• Ukranian Community - Met through Ukrainian Centre in Normanton 

• Black low income demographic - met through gateway organisation Baby People  

'Baby People studios are some of the UKs most established Black music studios in the UK 

and have been open since 2005. The studios have recorded artists like Roll Deep’s J2K, 

Malik, Eyez, Stayfresh and Jamie Joseph. Music produced at the studio has been 
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supported on BBC radio 1, 1xtra and MTV. The studios, open commercially in the 

evenings are used by young people from across the area and annually holds free open 

days to produce mixtape albums aimed at reducing gang related violence' and carnival 

dance troupe Tacctile            

• Roma Community - Met through Mandela Centre Derby. Primarily through Michael Daduc 

(who is the Lead Advocacy Worker at Roma Community Care based here) 

• Normanton Community - met through Art in the Park events. (These took place at 4 parks 

around the Normanton area). 

Community	  activity	  during	  the	  festival	  

• Skate Competition - aimed at skaters 

• Ukrainian dance troupe Hoverla   

• Derby Dreams rap performance for Young black demographic - Derby Dreams are a group 

of highly regarded MC's that have been given the opportunity to develop through 

Ambassador Simon Jones, who is a youth worker at Baby People.  

• Youth Ambassadors VJ set - targeted at young people aged 16 - 25 
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Audience Development Case Studies  

Targeted messaging 

Many of the festivals designed ways of recommending or re-interpreting the copy provided.  

Without Walls already spend a considerable time re-writing copy from artists to ensure it is 

more audience-friendly.  In addition, festivals used a few other techniques: 

• Appetite had a mechanism to say ‘Appetite says…’ by way of making recommendations 

and you could also sign up for what interested you through the mailing lists 

• Festivals such as Freedom Festival re-wrote copy in different ways for different market 

segments  

• For the Spare Parts event in Fleetwood, an ambassador wrote the programme copy after 

going to Greenwich and Docklands.   

• So Festival focused on making the festival copy more family friendly 

• There is widespread use of Print – in Derby 45% of audiences picked up the print 

 

Engaging young people 

As we know, in general to engage the Under 26s in the festivals, it is most effective to offer 

them a role and involvement in a genuine and mutually beneficial way.  As the feedback on the 

various Ambassador programmes show (most of which involve younger people), a well set up 

scheme can start to shift the perception of a festival in the eyes of the ambassadors’ peers. 

The festivals are all developing their work in this area, with some particularly notable 

examples.  

Derby Feste 

• Derby Skateboarding competition – Thrash Feste – continues to engage a whole 

community who are younger and have different interests. 

• The timing of Derby Feste is designed to target the university students, and DJ events 

engage them during Freshers’ week.  Although the programming still has to be quite 

specific as DJ Woody was not as popular this year, being perhaps more attractive to the 

30+ years age group.   

• The ambassadors had stalls at the freshers’ fayres to attract students 
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Bradford Festival & Mela & Urban Festival 

The focus this year was on attracting young people because the city has the highest young 

people population in the country.  However, Bradford is not seen as a destination for young 

people as they tend to go to Leeds.  So, the festivals in Bradford have as one of the objectives 

trying to establish Bradford to go as a destination rather than Leeds for young people – which is 

linked with the regeneration of the city and new shopping centre. 

This year the strategy is having an impact – young people are starting to look out for the events 

in the city centre – so, there is a slow, but steady increase. Now the festival is working with 

the youth service on how to develop links through them for the younger age group. 

A copy of the programme was sent to each school child in Bradford – which gets information 

into the home. 

Derby Feste 

The ambassador coordinator held a poster workshop in which some of the ambassadors were 

involved – for those who wanted to learn a skill and develop creative marketing skills. They 

were offered training in why posters are designed in a certain way to develop audiences and to 

maintain brand awareness.   They were then supported to develop ‘an underground Feste 

Project’ ie. designing posters for each other some of which got used. These enabled them to 

design something which spoke to their peers, which was also useful for developing ambassador 

relationships as they could see what goes on behind the scenes. 

 

Digital Funfair at Freedom Festival, Hull 

Digital Funfair was commission by Walk the Plank and was essentially a tent full of games 

generating lots of laughter which drew people in.  Within this an artist created an audience 
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survey the results of which were broadcast across field, so people were drawn in. This event 

within the festival was targeted at younger people but attracted a wider demographic than 

expected all day, including families, similar to the profile of Ready Steady Colour. But by 

evening more young people were enjoying the activity as well as older people. 

 

SO	  Festival,	  East	  Lindsey 

The pre-event workshops, are particularly effective when specific connections can be made 

with communities.  Southpaw Dance offered workshops in Skegness for young people at the 

Skate park.  About 30 or 35 attended each day and then came to see the shows after they 

engaged with the programme following the workshop.   It was arranged with the Skate park, 

which is open to all and supported by key workers and the owner is also really supportive.   

FUSE Medway 

Targeted 16-24 year olds through presenting the production of Faust on the area for 

skateboarding in Chatham town centre on Saturday afternoon and then many came back on 

Sunday to see it in Rochester again. 

 

 

Summer in Southside, Birmingham  

• Talkaoke table – Birmingham Summer in Southside – this 

project invited public reactions led by youth ambassadors 

as facilitators.  The success of the project is observable 

and measureable ie. around the Talkaoke table a breadth 

of opinions and conversations take place.  It also serves to 

shift perceptions of the event to be more appealing to 

younger people and deepening the engagement of those 

there by helping understanding of art works themselves.   

• Night-time events – The festival tried some night time 

shows for first time ie. Faust, which is a challenge but it is 

again an active way to engage younger audiences, so the 

perception of the event is not just as a family friendly 

event. 
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Talkaoke, Summer in Southside, Birmingham Hippodrome 

• The Talkaoke table was used as a way of helping those interested in being youth 

ambassadors for Summer in Southside to express and decide on the focus of the scheme. 

The focus was decided as the following:  

Personal Development 

• To gain an understanding of where and how theatre is moving. 

• To meet industry professionals and other young people embarking on arts careers. 

• To gain a better understanding of the arts industry. 

Development of the scheme 

• To promote the importance of theatre. 

• To effectively promote cultural events that are happening locally. 

• To share a new positive youth led programme. 

• For the Youth Ambassador scheme to become a cultural hub in Birmingham. 

 

• Birmingham Hippodrome has made a two year investment in a Talkaoke table – in the 

first year this has involved training their youth ambassadors on how to host the table and 

do it as part of the festival and in the second year the project will become more 

proactive – the aim being to take the table out externally to promote the festival with 

the objective of having impacts in terms of youth engagement with the festival – in 

advance, during and post festival.  

• Talkaoke 2014 saw hours of interaction by audiences about the work, which can 

accompany more general evaluation of the festival.  The recording of the activity 

demonstrates the breadth and diversity of audiences at the festival.  The footage has 

been made into a 5 minute promo film to help the ambassadors to take Talkaoke 

externally and get gigs. 

 

Further information about Birmingham Hippodrome’s Talkaoke project can be obtained from 

the theatre and Talkaoke is ‘the mobile talk show’ by The People Speak -  

http://thepeoplespeak.org.uk/  

Extract from draft evaluation report of the Youth Ambassador programme 
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Schools engagement 

Out There, Great Yarmouth held a Schools day which included workshops and performances at 

the Drill House. Four schools were invited per day for free (they had to get themselves there) –

they saw 2 shows and did 2 workshops and got a snack. Southpaw Dance Company were there 

for the whole week before the festival, so the schools saw an extract from Faust along with Le 

Navet Bete’s Rumpus and Coco loco and the circus skills workshops. 

The children were asked if they had been to the Drill House or Out There before and there was 

a  mixed response even though some lived right nearby. So, such activities are also good for 

people who live just around the corner, as well as further afield.  

This programme will be developed for year three and more follow-up with teachers and 

children introduced.  

 

Engaging local communities 

Freedom Festival, Hull  

Freedom Festival aimed to engage the ‘Quiet Pint and a Match’ type, and did so through a 

project called Four Corners of Hull, which took place in Pubs, which were packed and people 

followed the shows from pub to pub. Ambassadors involved in this element fed back that 

people who went to Four Corners said they would come to the Freedom Festival.  And three of 

the four pub landlords involved want to continue it outside of the festival.  It is good promotion 

for Freedom Festival and it does work in different cities.  

Out There, Great Yarmouth 

Two weeks before the festival Out There Festival opened a booking place in Market Gate 

shopping centre, so audiences used it as an information point and also signed up there as 

volunteers. 

A suite of flyers and pop up banners was targeted at particular local groups and put in locations 

around town in places the target audiences went to.   This included for instance a pop up 

banner specifically for families placed at the Priory Centre where there is a crèche and family 

workshops on a regular basis.   

The two most successful initiatives were the schools days and community band as they actively 

engaged new audiences in the festival and encouraged people to attend the event as well.  
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SeaChange are also looking at creating a tradition for the festival, something which local 

people take part in every year, so they can start to have a sense of ownership of the festival. It 

may be that the WOW grant is used towards supporting participation in this tradition, but plans 

are still being confirmed.  

The Troupers scheme will continue and as will the the schools days. Any activity on the local 

estate will need to take place throughout the year and be built up slowly.  

Left Coast July – Spare Parts Vintage Buses and parkour workshops 

• Left Coast arranged vintage buses to take families and residents of Blackpool Coastal 

Housing to Fleetwood for Spare Parts.  Actors were employed to build up expectation for 

the festival.   

It was most successful with an organised community group, which works with young 

people and families out of school hours, who would not have attended if the bus was not 

available.  The other was a looser relationship with a community and it turned out the 

event clashed with something else going on locally. The local contacts and context are 

therefore key to this kind of work, ie. how you make contact and build a relationship, not 

just with individual events but for the year round Left Coast offer.  

• In addition, Left Coast, developed a programme of parkour workshops with Urban 

Playground that led to a performance by young people before a show by UPG at 

Fleetwood. 

 

SO Festival, East Lindsey 

A crucial element of the festival for 2014 was the travelling show around the market towns, 

which was key for audience development. They attracted an audience there as well as drawing 

people into Skegness for the final weekend. By having the concept of the travelling show and 

making it an event in each market town it had greater impacts than just promotional activity 

or a few acts.  
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SO Festival, East Lindsey 

Appetite 

Community activity was extensive for Appetite, as it is a Creative People and Places project. 

• For the Big Feast / Open House spray paint workshops were offered to incentivise young 

people to attend 

• Family workshops - Over the course of a month two workshops were created and run with 

two groups in the city in Tunstall and Audley, with the total number of public attending 

around 30. Both were aimed at building audiences for the Fire Garden and targetted 

audiences to make costumes and gifts inspired by The Fire Garden. This then lead to 

around 40+ tickets being booked for The Fire Garden.  

• In addition the following community events were attended:  

Attendance of 5+ general community events including Abbey Hulton, Bentilee, Audley & 

Mitchell Arts Centre.   

5 x briefing sessions with Children's Centre across Stoke.  

4 x meetings with Roller Derby group (planning and events) 

9 x meetings with current Ambassadors (ongoing, planning and events) 

1 x meeting with Tunstall Children’s Centre, leading to activity involving ambassadors  

2 x meeting with Audley Community Centre, leading to activity involving ambassadors 

2 x Supper Clubs (meeting various community groups)  

1 x Vast volunteering group  

1 x Newcastle College volunteering day  

1 x Staffordshire University Fine Art Course 

1 x City Centre Partnership 

1 x Norsaca 

2 x briefing sessions with LGBT group in Joiners Square  

1 x Upper Shelton Residents Assc. 

2 x Tunstall Community Associations (on the same day)  

1 x Chell Heath Residents Assc 

1 x Challenge North Staffs  

1 x Stoke Pride (multiple groups & people met) 

3 x meetings National Citizenship Scheme Group (events)	  

 

 



 

© The Audience Agency 2015  70 

Enhancing the family experience  

Freedom Festival, Hull 

To target families, some practical guides to the festival were planned – indicating access issues 

for push chairs ie. street cobbles, lunch and picnic opportunities and locations, baby changing 

etc. which will be implemented again earlier in 2015 to maximise impact and usage.   

 
Out There, Great Yarmouth 
 

For families the festival created a tented area branded the ‘Frog and Herring’ which 

accommodated food concessions, tables, chairs and was adjacent to the playground. Feedback 

was really positive and the concessions stands worked really well. 

Many festival organisers and ambassadors commented on the tiered seating provided at Out 

There, Great Yarmouth, which improved sightlines for audiences as well as providing places to 

sit down between performances.  

SO Festival, East Lindsey 

Workshops are successful in engaging families with children, as was also the case for FUSE.  

Mimbre did a drop in, very public workshop attracting lots of younger kids under 10s  who 

stayed for 30 – 40 minutes, but not for the full hour and a half.  It was advertised on the day 

and prior to the festival through social media.  

SO Festival, East Lindsey also had a Family Space for the first time. It was constantly busy, with 

doodle boards, people asking questions, traditional games.  Families typically spent 10 to 15 

minutes there.  It was staffed with people who could sign-post things, provide information but 

mostly facilitate playing the games.  It was near Tower Gardens where there were about 3 

things per day and evening going on.  So, an easy anchor point for families  

 

Paid for and/or ticketed events 

A few of the festivals had events which had paid for tickets to offer a route for audiences from 

the free and outdoor towards a more ‘formal’ cultural engagement approach ie. buying tickets 

in advance.  The marketing approaches were not without their challenges, however these 

events did prove to be successful. 

Appetite Stoke’s The Bell by Periplum Central Forest Park 2/3 August 
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In promoting The Bell, Appetite gave it a lighter touch, to help it reach a broader audience and 

families.  A promo-film was made, so people could see what it was about, as it was perceived 

that it might be hard to sell, particularly to people in areas of lower cultural engagement (with 

high multiple indices of deprivation), which was put out through social media (Facebook and 

Twitter). Banners were put up in the six towns in areas where there is high traffic volume.  

Consultation with relevant groups informed how the pricing should work: 

• Standard tickets were £7.50 with deals which could save money: 

• Four Friends for £24   fancy something different, this could be just the ticket! 

• Kids Go Free (under 12s) have a top-notch family night out! 

• Over 55s save 20% don't fork out a fortune, save if over fifty five!  

• Disabled Access Tickets - carers go free.  

 

Sales went as follows: 

• Standard Ticket (14.7%) 

• Over 55s (4%) 

• 4 Friends for 24 (11.1%) 

• Bought on the night (11.8%)  amounted to about 250-300 

•  Groupon (19%) – equivalent to 400 tickets sold at the last minute which reached different 

audiences – 8% 18-25 year olds, 29% 26-35 year olds, 52% 36-50 year olds and 115 51 year 

olds.  

• Staff discount at various orgs such as Stoke City Council, UHNS and Vodaphone (7%) 

•  Kids Go Free (under 12s) (11.3%) 

Learnings from this experience included:  

A greater presence in the city centre to sell tickets may have been a better option, rather than 

just online.  A ticket booth would give the events more presence as well as being an 

opportunity to talk to audiences about the work.  As it was there were a high proportion of 

tickets sold on the night and the Groupon promotion was a last minute strategy albeit 

successful – and in the end about 80% of tickets were sold in the last two weeks. People did not 

really know what the show was about and wanted more information in advance about the 

show.  For some the swearing was a bit of a surprise and there were some complaints – so in 

retrospect targeting families was perhaps not the right route.  

In terms of successful marketing techniques:  
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• Facebook was a popular way of finding out, 12% who came to The Bell quoted this 

compared to 24% quoting word of mouth, 5% Billboards, 12% the e-newsletter and 12% the 

banners. Twitter was only quoted by 1% - despite time spent on it.  

Finally, the company fed back that they had never presented the work as a ticketed event 

before, but felt that it somehow did make people more attentive. 

Derby Feste, Voalá Company – Muaré, Bass Recreation Ground 

Advance tickets were £5 and on the day £7 – capacity of 4,000 with 3,500 sold. 

For Derby Feste the ticketing cost means that shows can come which the event could not 

otherwise sustain financially – but which give audiences a different perspective and bring a 

diversity and scale to the programme.  The event is considering whether it could have more  

nominal fee events, to make the event ‘bigger’. 

Audience profiles 

Comparing the audience profiles between ticketed and free events for Appetite and Derby 

show some differences, although the shows were perhaps a little different as well as the local 

population. 

For Appetite the ticketed events (compared to the Big Feast audience) show similarities, but 

slightly fewer Trips and Treats and significantly fewer Up Our Street, but more Facebook 

Families and Heydays.  This suggests a younger age profile for the ticketed event, while it still 

being considered a family event.  

While, the Derby Feste ticketed event engaged more Commuterland Culturebuffs and Trips and 

Treats and fewer Home and Heritage compared to the overall festival profile. Again the profile 

differences suggest a younger age profile overall for the ticketed event but of those who are 

more likely to be middle or highly engaged culturally, but also a large proportion of family 

audience.  

 

Audience Spectrum 
Appetite: 
Big Feast 

Appetite: 
The Bell Derby Feste 

Derby Feste: 
Moare 

Metroculturals 0% 0% 1% 1% 
Commuterland Culturebuffs 1% 4% 8% 13% 
Experience Seekers 4% 3% 12% 11% 
Dormitory Dependables 14% 14% 20% 22% 
Trips & Treats 28% 25% 15% 21% 
Home & Heritage 6% 4% 11% 7% 
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Up Our Street 21% 14% 8% 5% 
Facebook Families 20% 28% 16% 14% 
Kaleidoscope Creativity 4% 5% 4% 4% 
Heydays 1% 5% 4% 1% 
Base 71 155 166 748 
	  

Left Coast Wired Aerial, As the World Tipped Blackpool Cricket Club 

Wired Aerial’s As the World Tipped was a stand alone event which was free but ticketed and 

took palce at Blackpool Cricket Club – 20 minutes from town. ATWT was a game changer for 

Left Coast – while the local population were knowledgeable about Left Coast generally, there 

was still a large group who were a target for the work of Left Coast, but did not really know 

what it was about.  For ATWT, people did not know what to expect but were willing to take a 

chance and then enjoyed it and went on to ask for more and to see what was next.  The level 

of quality and accessibility, the spectacle meant lots of different kinds of people were there 

for a large scale event.  

Different events at Left Coast 

Left Coast hosted a range of events for 2014 involving Without Walls companies, all presented 

in different contexts.  The audiences for each were profiled, using Audience Spectrum, and 

the following summarises the differences between each (although as the sample sizes are 

smaller, it is an indicative result at this stage). 

The main segments attracted overall are Dormitory Dependables, Trips & Treats, Home and 

Heritage, Up Our Street and Facebook Families, with much lower levels of Commuterland 

Culturebuffs, Experience Seekers, Kaleidoscope Creativity and Heydays. 

• Spare Parts’ profile leans more to the Home & Heritage, Up Our Street and Facebook 

Families segments and is highest for Heydays perhaps reflecting the overall profile for 

‘Tram Sunday’ 

• Showzam profile is highest of all for Dormitory Dependables, but also fairly high for Trips 

& Treats and has the highest (albeit a very small proportion) of Experience Seekers 

• As the World Tipped is the highest for Trips & Treats, Commuterland Culturebuffs and Up 

Our Street 

The ticketed event As the World Tipped is attracting a higher proportion of middle or more 

engaged, but not insignificant audiences from the lower engaged segments Up Our Street 

and Facebook Families.  Clearly it was perceived as a family event.  Showzam had a more 
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clearly middle engaged audience, while Spare Parts had the broadest audience overall. 

 

Use of Social Media  

There are plenty of examples in the case studies outlined so far about the effective use of 

social media and it is definitely growing in use and impacts.  Some monitoring and analysis of 

the different social media accounts across the festivals has also been undertaken overall and 

by each event. It appears generally that Facebook is the social media of choice for the public 

and Twitter for the industry or those more closely involved in the events.  However, further 

analysis and monitoring is required to provide more evidence for this.  

Examples 

• For production of The Bell in Stoke, Appetite’s Facebook page was amongst the second 

most popular sources of information (after Word of Mouth) with Twitter being quoted by 

1% of respondents in the follow-up e-survey.  

• Bradford Urban Festival research asked about information sources and discovered that 

the attenders were predominantly Facebook users, via their mobile phone, 70% of which 

say they may talk about the Urban Festival on their Social Media Networks. 91% confirmed 

they used Facebook  compared to 25% using Twitter. 

• For Bradford Festival and Mela the Facebook users were higher at 98% compared to 37% 

quoting Twitter usage.  

ASK Insights 

• SO Festival, East Lindsey used social media to successfully promote its workshop 

activities. 

 

 

 

 

 

 

 

 

Derby Feste approach to social media 
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Derby Feste use social media as a customer service platform, inviting feedback on the festival 

(although attenders can equally do this by email).  Following the evaluation survey 

respondents were invited to also send any comments back via social media of email. 

In this way the festival invited 350 comments on facebook, twitter and emails feedback and 

the feeling is that audiences feel comfortable airing views on social media good and bad, 

rather than in person.  And every post or email gets a response.  

The relevant profiling tools are used to assess who is using the platforms, and the social media 

activity is boosted by using advertising and ensuring a pro-active approach to use of social 

media. This resulted in 80% more likes this year.  

 

 

Developing the night time economy 

While some of the festivals have this as a natural part of their festival, Appetite used Faust to 

experiment with attracting people into the evening.  Those festivals which do not have evening 

events all seem to be interested in developing the programming to attract a wider 

demographic to evening events.  

Faust at Birmingham Southside was programmed by the youth ambassadors who had seen it the 

previous year, however it was a night time show and therefore more challenging as the festival 

has not had a tradition of night time performances.  

Derby has Purple Flag status meaning it is designated safe during the evening and for the night 

time economy ok/safe.  So to encourage this drummers led people back into city centre after 

events on the edge of town. 

Out There festival extended the programming into evenings – until 10.30pm and people did 

stay. 
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Conclusions and recommendations 

Audience development 

In terms of the progression of the project year one was about setting up activities, schemes 

and programmes which met audience development objectives, or trying things out, in order to 

learn from them.  Year two has very much been about developing activities, programmes and 

schemes from year one, offering a real opportunity for both formative and summative 

evaluation in many cases.  Year three will go on to be about consolidation, with a strong sense 

of legacy for this project in mind.   

However, this audience development activity focused around the objectives of the Without 

Walls Associate Touring Network, are very much taking place within the wider context of the 

festivals’ and events’ overall ambitions and audience development strategies.  And there is a 

great variety of impetus for how the audience development relates to the wider objectives of 

each location.  

Year two sees the addition of three more locations Stoke, Hull and Blackpool and Wyre (under 

Appetite, Freedom Festival and Left Coast) – all of which have active Creative People and 

Places projects currently and Hull anticipating its position as City of Culture for 2017. Since 

year one, two of the festivals are joining the Arts Council England NPO portfolio 2015-18 – SO 

Festival, East Lindsey and Seachange Arts (Out There Festival) which funding comes with a 

strong impetus for audience development.  Derby, FUSE and Bradford events are integral to 

their local authority’s ambitions to shift perceptions of the areas and attract visitors and 

investment.  Birmingham Hippodrome’s Summer in Southside as a venue led initiative continues 

to have an impact in the Southside of Birmingham and beyond.  

Overall festivals continue to be creative in their approaches to audience development, only 

limited by resources and time and perhaps a little experience in some cases as to what’s 

involved or what’s possible.   

So far the greatest successes in audience development have been in relation to community 

engagement and going forward the challenges seems to be how activities which really involve 

and attract local communities can be put at the heart of the festivals’ audience development.  

While this approach requires greater investment, the impacts are more far reaching and 

fundamental and speak to the sense of place which the events all seek to embrace and 

celebrate.  
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“Community engagement is the way cultural organisations invest in the community 

whilst also working towards their own audience development objectives, to mutual 

benefit… combining techniques drawn from marketing, arts education, participatory arts 

and community development” 

“Working with and for the local community.”  

Generate Report, 2006, Audiences London 

While this kind of work requires a long term approach, as most festivals have discovered, 

building relationships and trust does take time, but the benefits are more tangible.  Much of 

this kind of work needs to be done in partnership, and most of the partnerships initiated in  a 

year of trying things out seem to be willing to continue ie. Four Corners of Hull pub landlords, 

the Community band leader in Great Yarmouth working with the Portuguese community.  Most 

of this activity of course also requires work outside the immediate festival periods ie. year 

round.  

Key developments for year two 

• All festivals recognise the need for advance planning and setting the audience 

development strategy in motion as early as possible, even though 2014 afforded more 

time in this respect, for many it was still not quite enough.  Whether this is working with 

communities, employing an ambassador coordinator and briefing ambassadors or 

attracting additional funding eg. to keep a community project going (Great Yarmouth’s 

community band).  In fact most are moving towards an ongoing year round approach and 

developing links and initiatives which will have a longer term impact ie. Birmingham 

Hippodrome’s Talkaoke project. FUSE and Bradford are looking to see how their 

ambassadors can support year round local authority activity. 

• Festivals are therefore building relationships which will benefit audiences for culture in 

their locations year round. This is happening as a matter of purpose for those events part 

of Creative People and Places projects, but is also happening elsewhere to a greater or 

lesser extent.   

• Most are also supporting, or planning to support, a more active programme of pre-festival 

activity – whether a town centre box office and information point pre-festival, attending 

local events to raise profile (such as the Artcore project by Derby Feste in a local park), 

pre-festival workshops or projects.  These serve in a proactive way to raise awareness 

and interest, particularly from lesser engaged communities ie. by taking the festival to 

the communities.  
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• Festivals are also all conjuring with the sense of value ie. what value do audiences put on 

free events, and do they value something similar when it is paid for?  There is some 

analysis to support this here, but in year three it would be useful to examine it more, 

particularly if festivals programme more paid for events. In the Creative People and 

Places locations this is integral to their programme ie. not all art can be free.  In other 

places it is putting a greater value for instance on a free bus to get to the festival.   

Programme 

It is clear that all festivals have a range of programming and the Without Walls work’s 

contribution takes it beyond the more familiar ‘street theatre’ or straight forward circus arts, 

to another level of performance, subject or experience.  And, it is this mix which is essential 

for the vitality of the festivals.   However, some work at the festivals is clearly more 

challenging to engage with, and while it is undeniable that audiences do enjoy the work and 

seeing ‘something different’, there are requests from some parts of the audience for assistance 

in engaging with this work – either better information on what to expect or some other sort of 

facilitation to help them – including at a basic level easy to use maps on how to find the 

performances.  This was experienced at Left Coast’s Spare Parts where audiences wanted to 

know what was going to happen – simple announcements or information handed out could get 

over this – whether by stewards or artists.  

As indicated in year one, audience development and programming are intimately connected – 

and if community engagement is also key to success in this area, perhaps the companies could 

be more extensively engaged to reach particular communities through projects and workshops. 

While this does happen ie. Southpaw’s work in Great Yarmouth and SO Festival, East Lindsey, it 

could be an effective strategy used more widely with the right companies.   The logical 

extension of this for future projects would be commissioning work designed to engage a 

specific community and/or co-creation with a local community.  

 

Sat well in programme – got to have the mix introducing new and sometimes challenging 

artform – which is at the heart of Feste to keep it moving forward.  but also need the 

crowd pleasers…  Good to make sure people are surprised, what the hell is going on… 

moves into WOW! 

 Sharon Derby Feste 
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Ambassadors 

All festivals have an ambassador programme which is being developed strategically and 

invested in year round to a greater or lesser extent, dependent on resources.  The mutual 

benefits to festival and ambassador are clear and year three should see consolidation of these 

schemes to ensure that they have impacts for the festivals which can be measured. The 

challenge is to reach into the communities which ambassadors represent and support them to 

engage target communities effectively.  Many festivals are looking to see how they can 

formalise the schemes by tying them to creative apprenticeships or local authority placements.  

For example, Bradford will continue to work with the events interns from the council who 

supported the 2014 events to develop the ambassador scheme and initiate a project which will 

have more impact involving young people.   FUSE are arranging meetings year round, and 

engaging the ambassadors to help make the event more ‘youth friendly’. Birmingham is 

supporting those trained in the Talkaoke to use it throughout the year to engage local 

communities, schools and universities in cultural activity. 

The crucial feedback from most ambassadors is ensuring that there is enough time to absorb 

information about the programme, so that they can present it effectively.  Whether this is 

through briefings or simply having the programme far enough in advance so that it can be 

remembered and any relevant questions asked.  This is also of course made more effective 

when there is plenty of materials – film, photography etc. so that they gain a strong impression 

of the experience. Without Walls already work hard to ‘translate’ the production descriptions 

to make them into engaging copy – but maybe there is more work with artists and target 

audiences which could be done to really support the marketing and engagement effort. 

Other initiatives 

• Overall, tailoring information and activity for different audiences proves to be the most 

successful – whether family guides, family areas, workshops, youth ambassadors, 

targeting the skate community. 

• The development of pre-festival activity which gives local communities ownership over 

the festival has also been having greater impacts – this is evidenced by Freedom 

Festival’s Four Corners of Hull, Library Ambassadors in Birmingham, the Schools Day in 

Great Yarmouth and much of the work of the ambassadors across the festivals.  FUSE are 

also considering how they work in the local residential areas pre-festival which not only 

raises the profile of the event but helps to support the idea that the festival belongs to 

the local people, and is not something which happens to them.  For SO Festival, East 
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Lindsey this is part and parcel of the festival as the travelling fair went around local 

towns, engaging the people there and also drawing them into the final weekend in 

Skegness.  

• In many cases the ambassadors were particularly commenting on the challenges of 

engaging with the programme, whether the wealth of events on offer, the schedule, the 

maps provided and the geography.  It therefore seems that a really close attention to all 

these things can enhance experience – whether allowing time for movement between 

locations, clearly indicating hubs of activity (flags, marks on the pavement or people), 

leading audiences from event to event, programming activities next to each other which 

do not ‘clash’ in any way and considering geography in terms of layout of events and 

maps.  Most festivals do address these in part, but no assumptions should be made when 

it comes to providing the best possible experience for audiences.  

• Ticketed and paid for events, while altering the profiles of the audiences slightly, 

compared to the free events, do not exclude those in the lower or middle engaged 

segments to any great extent.  It appears in fact that it is the nature of the production 

that has the greatest influence on the profile – particularly whether it is perceived as 

family-friendly or not, and of course the profiles also reflect the make-up of the local 

population.  

Recommendations for Evaluation 

The challenge of collecting data in an outdoor arts situation is undeniable, however, the value 

of that data is also incontrovertible.  Whether this is the geography or local people’s lack of 

willingness to be involved as respondents. It is therefore important for each festival to consider 

its own evaluation framework going forward – what are their measures of success and 

objectives and what questions do they need to ask to be able to measure these.  This will then 

ensure that festivals are collecting the right kind of data in quantities which can offer reliable 

results and using appropriate methodologies. 

In considering data collection they should take the following into consideration:  

• Allocating sufficient resources for data collection – the more fieldworkers are employed, 

the larger the amount of data it is possible to collect, the more robust the dataset. 

• Identifying key ‘hanging out’ areas or creating areas where festival-goers may congregate 

where there are not performances happening on an ongoing basis – food areas, 

information points, play/activity areas, post-performance when artists are available to 

talk to or doing a workshop etc. to engage the audience.  
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• Integrating opportunities for feedback and recording the feedback within the 

performance or at the end – best effected when the artists are involved and make the 

invitation. 

• Engaging artists to announce the need for feedback and pointing out fieldworkers, so 

there is an integrated invitation for interaction.  

• Using tablets for data collection still proves complex, except where there is reliable wifi, 

so paper collection remains the most effective approach.  

• The demographic of the fieldworkers has an impact on the demographic of respondents – 

where young people are fieldworkers this encourages a more diverse age range of 

respondents, however, it is useful to consider how the demographic of fieldworkers can 

reflect the demographic of attenders to ensure a truly representative sample.  

• Training, and enough of it, of fieldworkers is crucial, it leads to a greater quality of data 

and empowers fieldworkers to do their job effectively.  

Benchmarks and context 

The data presented here has been compared to the previous year of the project, and for the 

individual festivals to their local population.  

In year three we will be able to draw on a wider set of comparators in the final evaluation to 

bring meaning to the findings.  This will include comparisons to the audiences for the main 

Without Walls festivals as well as to the Audience Finder Outdoor Arts Cluster benchmarks.   

Suggestions for year three evaluation 

• Continue to collect basic demographic data, as this will demonstrate change against 

benchmarks for the three year project. 

• Collectively identify other key measures of success ie. proportion of new attenders, 

which can be compared at the end of the project. 

• Individually identify other measures of success particular to location, audience targets or 

activities. 

• Allocate sufficient resources to gather data to provide robust results. 

• Experiment with creative ways of evaluating against key measures of success ie. involve 

artists, design hubs where audiences can interact etc.  

Evaluating ambassador programmes 
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The following framework should be used to assess the outcomes and impacts of the ambassador 

programmes:  

 Shorter term Longer term impacts 

Ambassador 
outcomes 

Scheme design 

Set-up 

Training  
Briefing 

Support 

Motivations 

Learning 

Skills development 
Achieving objectives – personal and 
with communities 

 Pre-festival At festival 

Community 
outcomes/impacts: 

Promotion 
Audience 
Development 

Programming 

Marketing 

Contact 
Event 

Workshop 
Activity 

Training 
Involvement in plans 

Engagement 

Attendance at the festival (changing 
profile of audience) 
Enjoyment 

Changed attitudes 
Will attend again 

Will do festivals again 

In order to be able to assess these outcomes and impacts, various methodologies will need to 

be used: 

• Documentation of all activity in relation to ambassadors and their work 

• Pre and post-interviews and/or surveys with ambassadors 

• Quantitative and qualitative data collection from communities who have attended in 

response to an ambassador invitation, where possible either face to face or e-surveys.  

• Tracking of communities’ attendance through appropriate mechanisms  
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Appendix: Sources of information 

Festivals have supplied a wealth of information about their events, have completed a formal 

feedback for Without Walls and Penny Mills interviewed by telephone or in person a 

representative of each festival. 

Evaluation Interviews  

• Bradford: Festival and Mela 13- 15 June, Urban Festival 11, 12 July – Allyson Corney 

• Summer in Southside, Birmingham Hippodrome Outdoor Arts: 16 August Eurostars, 23 & 

24 August Bank Holiday Jamboree – Sarah Allen 

• Derby Feste: 2 &, 27 September – Sharon Stevens-Cash and Tim Jennings 

• FUSE Medway: 13-15 June Gillingham, Rochester and Chatham – Megan Donnelly and 

Dawn Archer 

• Out There, Great Yarmouth: 17-25 September – Laurie Miller-Zutshi 

• SO Festival, East Lindsey: 28 June – 6 July (5 & 6 July in Skegness) – Lorna Fulton and 

Matthew Archer 

 

Additional festivals in year two:  

• Appetite Stoke: The Bell by Periplum a ticketed event at Central Forest Park Stoke 2 & 3 

August, the Big Feast 29-31 August in Stoke, Open House in Stoke 23 & 24 August led by 

No fit State Circus, Stoke – Karl Greenwood and Gary Cicinskas  

• Hull Freedom festival: 5-7 September – Alexis Johnson, Sarah Howarth 

• Left Coast: Showzam 14-23 February, WordPool 2-5 July, Spare Parts part of Fleetwood 

Festival of Transport aka ‘Tram Sunday’, 20 July and Wired Aerial As the World Tipped 

27 September – Duncan Hodgson 
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London Office 

Unit 7G1 

The Leathermarket 

Weston Street 

London SE1 3ER 

 

Manchester Office 

Green Fish Resource Centre 

46–50 Oldham Street 

Northern Quarter 

Manchester M4 1LE 

 

T 0300 666 0162 

hello@theaudienceagency.org 
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