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‘Using data is more challenging than gathering or gazing at data. To get value 
from data, it needs to be combined with judgment. That judgment will often be 
based upon a set of assumptions. Strong assumptions are based upon evidence 
and are framed in way that future data collection can validate’
The Audience Agency
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INTRODUCTION1
The summer of 2013 has seen Torbay Council (@creativetorbay) undertake an 
unprecedented evaluation project. 
Eleven events, exhibitions, opera, and festivals have been subjected to rigorous 
analysis based on robust evaluation and participant feedback. This work has built 
upon the previously published evaluation work carried out by the @creativetorbay 
team crunching the data for individual cultural projects over the past five years. 
The results are presented here with key observations and a guide to reading the 
data to the benefit of your organisation/event. 
We crunched 4,344 postcodes, conducted 550 face to face interviews, and 
analysed 355 in-depth online surveys.
Questions we wanted answers to included:

 ® Economic – did events generate visitors to Torbay and what was the 
associated economic impact?

 ® Did we provide events that increased engagement, particularly from the 
underrepresented groups?

 ® Could we assess the economic impact/audience engagement against 
investment?

 ® Were events well received, could we learn from what feedback from audiences?
 ® Could we measure social impact? How did attending events make people 

feel? Could this be expressed in monetary value?
 ® Could we learn from the findings and disseminate good practice? 
 ® Are their gaps in provision? Where should we focus our resources?

On first glance the report does contain lots of data.  This should not put you off 
reading through to the key learning points which will clearly explain how you can 
use the data and the collection techniques to help your organisation become more 
sustainable: using the data to get funding and attract new audiences. 
Three evaluation techniques were used across the eleven events (not all events 
were covered by all three – see chart 1)

These were:
 ®  Postcode data crunch – a minimum of 800 postcodes were collected on 

specially designed data collection cards. The postcodes were then crunched 
into ACORN providing us with a snapshot of the audience defined by Acorn 
social group. In addition each events attendance was cross referenced 
with other events highlighting patterns and shared audiences. This crunch 
was carried out by the team at The Audience Agency. Each social group’s 
propensity to engage (a standard ranking used by ACE and ACORN) with the 
culture, events and the arts and the size within the catchment area is also cross 
referenced. (Full report prepared by The Audience Agency available HERE)

 ® Online survey - each event audience were signposted to an online survey, 
developed with input from the Torbay Council consultation team and The 
Audience Agency. The questions were generic allowing us to compare and 
contrast like for like. The qualitative responses covered how audiences felt 
about the event/activity; we also asked what they wanted to see more. Other 
more quantitative questions within the survey, sought to assess the project(s) 
marketing by asking where respondents heard about the event(s) (Full report 
prepared by the Torbay Council team available HERE)

 ® Economic Impact and social return on investment (SROI) capital – the 
Arts Council’s recommended online calculator www .eitoolkit .org .uk/ and 
collection methodology recommended by the Audience Agency. The team 
was led by Dr Erin Walcon from The University of Exeter. They interviewed 
large random samples of audiences at events:  these interviews when collated 
allow us to measure in financial terms the worth of the event to the local 
economy and the social return of the event.  The economic impact and social 
return methodology and process are further explained in full in chapter 1 of 
the report. The impact is assessed against the Torbay Council (or organisers) 
funding for the event. (Full report prepared by Dr E Walcon available HERE)

http://creativetorbay.com/networks/creative-torbay/documents/postcode-crunch-summer-of-data.pdf
http://creativetorbay.com/networks/creative-torbay/documents/summer-of-data-consultation.docx
http://creativetorbay.com/networks/creative-torbay/documents/economic-impact-of-5-events.pdf
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INTRODUCTION1
Participating Events/Festival (chart 1)

Event/Festival Date(s) Postcode Crunch Online survey
Economic Impact 
assessment 

Notes

English Riviera Geopark Festival 25/05 – 02/06 y y y Most events £

Super Weekend 15/16 June y y y 2 day event/Free

Doorstep Opera: Welsh National Opera 4/5 June y y y

Torquay Museum: Pirates Exhibition 29/06 -07/09 y y y Pay entry

Art on the English Riviera: Afloat Aug - Oct y y y Free over 6 weeks

Paignton Children’s Festival 19/23 Aug y y y 3 days/Free

Agatha Christie Festival 15/23 Sept y y y Most pay events

Miss England 15/16 June y n n Pay event

Doorstep Theatre 10/13 Oct y y n Pay shows/free workshops

Quest Torbay Aug - Dec y y n 3 events over 3 months

Ceramics Festival 10/11 May y n n 2 days – pay event

Each partner organisation was offered support and advice as to how to best collect the postcodes and signpost audiences to the online survey.  Our trained team collected 
Economic Impact Surveys.  In some instances the team was commissioned by the project(s) organisers to collect the postcodes. (WNO, Super Weekend, Children’s Week, 
Agatha Christie Festival, Geopark Festival)

The Torbay Council consultation team hosted the online survey and prepared a report highlighting the findings (chapter 3) 

In the event not all events/festivals were successful in gathering data to realize all three methods of collection, these experiences form part of the wider learning around the 
capacity of organisations to deliver and evaluate robustly. 
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2EXECUTIVE SUMMARY

The data in the report can be used in many ways. It can be used to:

 ® Test delivery against plans and expectations of funders and partners

 ® Measure the success of the project management and marketing techniques

 ® Identify areas of opportunity for developing audiences

The data sets can be looked at individually or can be cross referenced against 
each other. The value for you and your organisation/event lies in being able to 
learn from the experiences of each participating partner, using the data to inform 
your own planning/delivery and using the methodology to evaluate your success.

In this report we simply present all the data and offer the reader examples of how 
to use it. Please contact the authors with any questions or help you may require.

Recommendations/Conclusions
After reviewing all the reports and cross referencing the authors can make 
the following recommendations for event organisers and funders in Torbay:

 ® Taken together the events examined provide  well balanced 
engagement: something for everyone

 ® There is a need to reach out to older groups (Prudent Pensioners and 
Affluent Greys) and the Blue Collar Roots Acorn group who together 
make up the majority of the population . 

 ® Organisers should use this report and data to think about how to 
reach new audiences while retaining core audiences – contact 
organisers who have demonstrated success at reaching target 
audiences 

 ® There is a need to balance Visitor and Residents events/activities

 ® We should respond to the question ‘what audiences want’ in the 
audience survey

 ® Large scale free public events are an important part of the annual 
events mix

 ® Events can bring in footfall to the area and have a positive economic 
impact

 ® There is growing place for well targeted social media marketing; it is 
a low cost marketing method with great potential reach . 

 ® The development of SROI (social return on investment) allows 
organisers to demonstrate to potential funders project (added) value

 ® Organisers should in build evaluation into project budgets to create 
robust baselines and evidence with which they can demonstrate 
success and build sustainability  

 ® We must balance the events economic impacts with audience 
development, they are not mutually exclusive

 ® A core high quality offer garners strongest favorable response/
economic impact/audience development possibilities – focus on 
working with reputable and national/international organisations

How to use the Data: Notes and Learnings
1. The mass collection of postcodes at the events allow us (with a 

robustness and certainty) to ‘see’ the events audience and identify 
which acorn group they come from . Acorn predicts likely engagement 
for each group; we can therefore see each events success at attracting 
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2EXECUTIVE SUMMARY

audiences from different groups set against the propensity of that group to 
engage and the size of the group in the geographical area.  This data gives us 
a good baseline against which to test our aspirations for our events, were we 
successful in attracting the audience we aimed for? We can cross reference 
the postcode data with the responses to the on line survey to find out how 
the audience heard about the event, therefore testing our marketing plan. The 
caveat to reading the postcode data is that one must bear in mind that the 
content of and type of event is the main driver for the audience, as such each 
event has a natural demographic which it attracts (core audience) 

Follow this link to view a guide to the different ACORN groups:

Learning
 ® Children’s Week attracts the harder to reach groups and families: other events 

(with not such a broad reach) could support this festival and in return promote 
their activity. 

2. The online survey marketing question throws up some fascinating 
results .  Which can be cross referenced with the acorn profiles? The viewer 
can ‘see’ who came and how they found out about the event/festival. What if 
the marketing was tweaked for your event? Would you reach new audiences? 
How did some events reach target/harder to reach audiences and some not? 
Read the full survey report HERE

Learnings  
 ® An example which jumps out of the data is that 21.2% of people heard about 

Doorstep Theatre from facebook, way in excess of any other events response. 
The project team used facebook adverts to promote the shows. Children’s 

Week which was the 2nd highest response for facebook also used paid 
adverts. The success rate for both shows that perhaps it is a good use of 
often limited marketing budgets especially as you can target your adverts at 
specific groups or geographical areas. 

 ® Children’s Week and Super Weekend seem to be successful at attracting the 
harder to reach groups; the attendees also rank the local newspaper high in 
terms of how they found out about the event. Whilst this is interesting we 
should remember that these two events are not ticketed/free. 

3. The resident/visitor conundrum exists for many festivals and event 
organisers .(esp. in a location like Torbay with a large tourism sector which 
drives the local economy)  Who are they aiming at? The Acorn postcode 
analysis throws up two very different results for the Agatha Christie Festival 
(24% local) and Welsh National Opera (75% local); the rest are equally split 
between the two groups. These stats are also reflected in the Economic Impact 
results whereby the Agatha Festival economic impact is the largest recorded. 
The WNO project’s (funded by Arts Council) main objective was/is to increase 
local audiences for Opera (the postcode crunch 75% local shows this objective 
has been met evidenced by the % split on postcodes) The Social Capital returns 
are also interesting for the two events whereby the WNO social impact is double 
that of Agatha. There is no judgment call to be made around the two events, 
they both serve different audiences and have different priorities, none of the 
comparison learning’s in this report make value judgments but simply try to get 
inside the figures and stats and disseminate good practice and learning. 

http://www.creativetorbay.com/networks/creative-torbay/documents/audience-development-data-crunch.pdf
http://creativetorbay.com/networks/creative-torbay/documents/summer-of-data-consultation.docx
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Learning
 ® Does the project have a target audience in mind? Either residents or visitors? 

Does its serve one better than the other? How can you shape your event to 
attract both groups?

4. Economic Impact/social capital results need to be read in context . They 
shouldn’t be assessed on their own as a measure of the events success or not. 
Some events will not be aimed at the visitor market. For instance the WNO 
project funding was secured with the aim of developing a local audience for the 
genre. 

5. How did you hear about the event? Was a question in the online survey, 
the results allowing the organiser to test their marketing plan against the 
marketing reality. The results on page 11 are fascinating and allow organisers 
to reshape, react when they revisit their plan. This evaluation is one way on 
which we evaluate the ‘delivery’ of the project. Often this part of a project is left 
unevaluated which does not allow organisers to learn or develop. One quarter 
(23.5%) of the respondents across all events heard about it online 

6. Event organisers can use Q7 result from online survey to show how 
residents have been consulted as to what they want to see in Torbay .  
What sort of cultural events would you like Torbay to host in the future? 
(Respondents could choose more than one answer)

Total
 No. %
Street Theatre / Carnival 205 12.8%
Open Air Theatre 177 11.0%
Pop / Rock 166 10.3%
Any performance in a theatre 156 9.7%
Art Galleries / Art Exhibitions 154 9.6%
Museum Events / Exhibitions 125 7.8%
Cinema 115 7.2%
Contemporary Dance 101 6.3%
Classical music 92 5.7%
Jazz 86 5.4%
Stately Home or Castle visit 81 5.0%
Ballet 70 4.4%
Opera 60 3.7%
Other 19 1.2%
Total 1607 100%

7. All the data across the three reports can be used as baselines by all 
partners . If your event has content synergy with one of the events in the report 
contact the organisers and learn from the results and their input.
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How did you hear about the event?
Childrens Festival Super Weekend Doorstep Theatre WNO Afloat Total

Source No. % No. % No. % No. % No. % Total Total %

Recommended by a friend / 
family / colleague

50 44.2% 22 22.2% 31 59.6% 7 17.9% 11 21.2% 122 20.2%

Leaflet 32 28.3% 17 17.2% 17 32.7% 13 33.3% 5 9.6% 84 14.0%

Poster 19 16.8% 28 28.3% 12 23.1% 4 10.3% 11 21.2% 74 12.4%

CreativeTorbay.com website 6 5.3% 4 4.0% 16 30.8% 9 23.1% 12 23.1% 47 7.8%

Local Newspaper 20 17.7% 15 15.2% 1 1.9% 1 2.6% 4 7.7% 41 6.8%

Creative Torbay newsletter 6 5.3% 4 4.0% 13 25.0% 8 20.5% 7 13.5% 38 6.3%

Facebook 15 13.3% 6 6.1% 11 21.2% 1 2.6% 1 1.9% 34 5.7%

englishriviera.co.uk website 9 8.0% 18 18.2% 0 0.0% 0 0.0% 0 0.0% 27 4.5%

torbay.gov.uk website 6 5.3% 7 7.1% 1 1.9% 3 7.7% 3 5.8% 20 3.3%

Radio 10 8.8% 7 7.1% 0 0.0% 1 2.6% 1 1.9% 19 3.2%

Other website 1 0.9% 3 3.0% 2 3.8% 0 0.0% 1 1.9% 7 1.2%

Twitter 1 0.9% 2 2.0% 1 1.9% 2 5.1% 0 0.0% 6 1.0%

National Newspaper 0 0.0% 1 1.0% 0 0.0% 0 0.0% 0 0.0% 1 0.2%

Television 0 0.0% 0 0.0% 0 0.0% 0 0.0% 0 0.0% 0 0.0%

Other 28 24.8% 20 20.2% 11 21.2% 7 17.9% 15 28.8% 81 13.4%

This is a multiple response question therefore percentages will not total 100% - click through to the Online survey full report for a full breakdown and respondents 
comments pertaining to this question. 
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3THE ECONOMIC AND SOCIAL RETURN REPORTS

Arts, sports and cultural events  attracts visitors, who do  not simply spend money on their ticket or entrance fee but also buy meals in local restaurants, go to local shops, 
or perhaps stay in local hotels as part of their trip. These people might never have visited the area without the draw of that event/festival. What is the economic value to the 
local area of this ‘pulling power’? The organisers may also buy some of its supplies from local firms, and its staff may spend their wages in the local area. This spending too 
benefits the local economy.

 The Toolkit used for this study was produced by the West Midlands Cultural Observatory (in association with the Sport Industry Research Centre, Sheffield Hallam 
University) as part of the Cultural Olympiad.  It is a reliable qualitative and quantitative method to ensure robust, consistent and accurate evaluation.  

Margin for error
There is a margin for error throughout of (+/-) 9.34 associated with the participant questionnaire data (used to estimate social and economic impact)

Collection methodology
Collection of the completed surveys was conducted by trained evaluators. For each event 110 surveys were collected using random sampling methods. (Survey evaluators 
conducted face to face interviews choosing who to interview using random methods, for instance when approaching a group the person whose birthday fell nearest to that 
date was interviewed etc)  The results were then crunched into the calculator. 

Results

Festival/Event
Economic 
Activity

Economic 
Impact

Social Capital 
Generated

Social Return 
per Participant

Organisers 
Outlay

£1 invested = £ 
new money into 
Torbay

£1 Invested 
Economic 
activity

Children’s Festival £243,515.36 £38,779.01 £15,670.56 £7.84 £10,000* £3.80 £24
Welsh National Opera £142,771.55 £56,535.84 £18,114.52 £12.08 £6500* £8.70 £21
Super Weekend £1,158,457.32 £358,189.40 £96,751.62 £9.66 £10000* £35 £115
Agatha Christie Festival £1,360,345.85 £1,223,419.95 £1,658.56 £4.15 £10,740** £113 £126 
Afloat: Art on the English Riviera £251,073.36 £22,164.16 £27,357.53 £6.67 £10,000* £2.20 £25

* = Torbay Council Grant    ** = ERTC 
Click HERE to read the full economic and social impact report

http://creativetorbay.com/networks/creative-torbay/documents/economic-impact-of-5-events.pdf
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Definition of terms
Economic Activity: Total economic activity (total money spent by participants in 
order to take part in the project + money spent by the organisation(s) delivering 
the project) (£)

Economic Impact: Total economic impact (money spent by participants in order 
to take part in the project + money spent by the organisation(s) that has been 
‘injected’ into the economy of a given geographical area (from outside) that would 
not otherwise have been present had the project not taken place (£)

Social Capital: This report uses a ‘social return on investment’ (SROI) 
methodology to estimate the ‘social return’ of arts/cultural events on residents of 
the Torbay area.  ‘Social return on investment’ (SROI) is a technique that helps to 
demonstrate the economic value of the social effect of projects on participants.  
SROI attributes an equivalent monetary value (£) to a social effect.  For example, 
if a project helps to boost the self-confidence of a participant it is possible to 
compare this with the average cost of seeing a Life Coach (£50). While the SROI 
technique is being used more and more in research, it is important to note that the 
technique remains experimental (the values that are attributed to the social effects 
are based, to some extent, on the judgment of the researcher - there is no one, 
officially approved method).* 

Social return per participant is calculated by dividing total generated by official 
participant number. Figure (£) represents cost of generating the improved view of 
the area per participant. 
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4POSTCODE CRUNCH

For the past 5 years @creativetorbay has been data crunching attendee’s postcodes 
at various events and festivals. Using the ACORN classification system and working 
with The Audience Agency who carried out the ‘crunch’ for us.

ACORN 
ACORN (acronym for A Classification Of Residential Neighbourhoods) is a 
geodemographic information system categorizing some United Kingdom 
postcodes into various types based upon census data and other information such 
as lifestyle surveys. It is used by businesses, health and local authorities typically 
for marketing and planning purposes.

The  (UK) population is divided into five categories from Wealthy Achievers 
(25.1%) to Hard Pressed (22.4%) these can then be further broken down into 17 
categories from Wealthy Executives(8.6%) to Inner City Adversity (2.1%) 

The majority of postcodes were collected using a specially designed data 
collection card whereby the attendee gave collectors their postcode and initial on 
one side of the card. On the other they could give us their email address and tick 
two boxes indicated that we could forward them the online survey (tick in 1 box) 
and would like to receive the weekly creativetorbay.com newsletter (tick in box 2)

Many postcodes were collected via box office data, this collection method 
although less labour intensive is not viewed as good as the data card collection 
method as the attendees email address is not collected meaning we cannot 
directly send them a link to the online survey (is there a direct link between the 
number of survey returns being higher from events where cards were used?) or 
add them to the @creativetorbay mailing list.

The results of the postcard crunch can be viewed below and compared to previous 
crunches. 

Definition of terms
Propensity to engage (predicted): ACORN gives us a number for each of 
the categories which indicates that group’s likelihood of engagement with the 
arts. The higher the group’s classification i.e.  Wealthy Execs have a high their 
propensity to engage is i.e. Wealthy Execs 147 – baseline average being 100

Number in Catchment: for the purposes of this data collection the number in 
catchment refers to the number of households within the Torbay Boundaries. 
(Previously we used the number of people in each category) The postcodes 
collection does include people from outside the Bay – we have looked at the % 
split between residents and visitors for each event, this stat can help reinforce/
back up the Economic Impact data.

The number in our catchment area is a crucially important piece of data which 
organisers should bear in mind when using the data. 

Value of Postcode Crunch
Profiling visitors to an event in this way allows us to develop a robust baseline for 
each event. The baseline can be used in a number of ways: 

 ® Help with funding: knowing who your audience is allows you to identify who 
they aren’t. You can then seek to increase participation (a key requirement for 
many funders) evaluation and the development of baselines (using all tools - 
not just postcodes) allows organisers to demonstrate robustness in terms of 
developing new audiences and their ability to measure success/impact.

 ® Marketing/Outreach: Each group within ACORN has certain characteristics 
(see previous work/presentation outlining these for Torbay) after 
producing a baseline an event organiser will know where a target group lives 
and shops and what they do in their spare time. This intelligence can be used 
to target smart & bespoke marketing and outreach interventions designed to 
engage a target audience and impact upon the baseline.

http://www.creativetorbay.com/networks/creative-torbay/documents/audience-development-data-crunch.pdf
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A Caveat
Each event and festival has a core audience who would be expected to engage with it and (perhaps) one who won’t, square pegs cannot be forced into round holes, namely 
an organiser should place the work/activity at the heart of the marketing and outreach.

2013 Summer of Data - ACORN postcode crunch/results
Groups Predicted Number in 

Torbay 
Superweekend Children’s 

Festival
Ceramics 
Festival

WNO Agatha Afloat

Households
Wealthy Execs 147 889 364 154 542 375 494 643
Affluent Greys 129 8769 94 62 153 192 142 145
Flourishing Families 100 2557 201 153 324 159 221 183
Prosperous Proffesionals 213 212 297 172 682 0 37 346
Educated Urbanites 176 942 191 77 154 138 233 202
Aspiring Singles 90 4272 84 98 108 85 59 51
Starting Out 120 1934 130 122 165 60 166 117
Secure Families 86 5764 153 168 97 78 150 160
Settled Suburbia 88 7259 63 78 41 92 89 82
Prudent Pensioners 167 9747 66 47 54 122 59 62
Post Indutrial Families 69 4374 101 106 75 76 56 49
Blue Collar Roots 71 9950 80 107 51 36 54 54
Struggling Families 47 3502 105 190 19 58 81 80
Burdened Singles 60 1667 54 131 139 9 52 18
High Rise Hardship 88 1034 70 131 37 42 8 43
Res/Vis Split 53/47 56/44 51/49 75/25 30/70 43/57
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POSTCODE CRUNCH4
Where a number is coded ‘red’ the event attracted less people from the population group than the ACORN system predicts have a propensity to engage. Where the number 
is coded ‘green’ the event attracted more than ACORN predicted. 

ACORN predicts that certain ACORN Groups will have a higher likelihood of engaging with ‘arts and theatre’. The index figure is based upon 100 being the English average, 
so, Educated Urbanites for example, can be thought of as being nearly twice as likely to attend than average 

Past Events/Exhibitions (2009 - 2012)
Green bar indicates a group which is represented more than ACORN predicts their propensity to engage/red under represented. 

In 2012 the propensity to engage figures were recalculated: they are calculated using multiple indicators (see above for redball)

Online survey responses
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ONLINE SURVEY RESPONSES5
The questions in the online survey were the same for each event, allowing us to compare the audience’s response, qualitative response to the events/festivals. (How did it 
make them feel, did they enjoy it? Was it high quality? Would they recommend it to a friend?) The survey also sought to find out where people heard about the event, testing 
out and evaluating project marketing techniques. Questions also looked into the profile of the respondent and what type of event/festival they would like to see in the area.

Q: What sort of cultural events would you like Torbay to host in the future (tick all that apply) 

 
Children’s Festival Super Weekend Doorstep Theatre

Welsh National 
Orchestra

Afloat

Source Percent Percent Percent Percent Percent
Any performance in a theatre 35.4% 26.3% 80.8% 59.0% 48.1%
Street Theatre / Carnival 61.9% 58.6% 78.8% 30.8% 46.2%
Open Air Theatre 47.8% 40.4% 73.1% 61.5% 40.4%
Cinema 31.9% 26.3% 57.7% 28.2% 23.1%
Ballet 16.8% 9.1% 32.7% 30.8% 25.0%
Contemporary Dance 20.4% 16.2% 63.5% 35.9% 28.8%
Classical music 9.7% 22.2% 34.6% 66.7% 28.8%
Opera 6.2% 12.1% 21.2% 51.3% 19.2%
Pop / Rock 43.4% 55.6% 59.6% 41.0% 28.8%
Jazz 10.6% 27.3% 36.5% 46.2% 19.2%
Art Galleries / Art Exhibitions 27.4% 31.3% 48.1% 69.2% 76.9%
Stately Home or Castle visit 26.5% 18.2% 9.6% 28.2% 32.7%
Museum Events / Exhibitions 38.9% 23.2% 23.1% 35.9% 61.5%
Other 2.7% 7.1% 7.7% 7.7% 3.8%
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6NOTES

The Geopark Festival
In May 2013 the annual Geopark Festival was held across the English Riviera 15 
events and activities organised by the Geopark Partners.  These events ranged 
from a Napoleon Boot camp at Berry Head to a kids cookery school and Geology 
Rocks workshops in the Geopark playground.

Prior to commencement of the festival a ½ day workshop was held for partners, 
presentations by The Audience Agency and Torbay Council @creativetorbay team 
outlined the project ambition.

The festival partners were asked to get the data cards completed at their events. 
A total of 83 postcodes were collected, which were not enough to crunch into 
ACORN. Many of the events were poorly attended and this is reflected in the 
poor returns.  In previous years the festival had been bigger and the GeoPark 
organisation had organised a big central launch/closing event. The lack of this 
central event impacted negatively on the team’s ability to collect postcodes. This 
year’s data crunch coincided with an evaluation of the festival (funded by ACE) the 
report by the commissioned arts consultant ‘Situations’ will result in a route map 
for the festivals sustainability. 

Online Survey
There is a direct link between the collection of the data postcards and the numbers 
of people sign posted to the online survey. Only 8 people completed the online 
survey, again not a higher enough number for us to robustly calculate.

Postcode Collection: Due to the limited programme we found ourselves unable to 
collect more than 82 postcodes of attendees.

Miss England
We were due to crunch the attendee’s postcodes which were to be provided by the 
RIC, who were ticketing the event. 

Unfortunately the RIC could only provide us with 68 postcodes, this being so we 
were unable to carry out the crunch as the sample size was too low.

Learning/Recommendations
 ® As with other ‘box office’ data collection the only postcode recorded is of the 

purchaser, who may be buying multiple tickets. 

Super Weekend
Superweekend was run by an outside promoter who received a grant from Torbay 
Council and the TDA to run the event over two days 14-16th June 2013.

The event attracts large crowds who come to view the cars and power boats etc As 
with other free events in open areas collection of data has to be well planned in 
order to be effective. To this end we employed a team to collect postcodes (using 
data cards) and a separate team to manage the EI collection process. The use 
of a trained team collecting the data mean the benchmark targets for robustness 
were met, the use of data cards led to a large amount of email addresses being 
collected which in turn resulted in a high response to the online survey.

Learning/Recommendations
 ®  The weekend attracts a good balance of attendees (acorn) it is esp. popular 

with families, as with children’s week other events should associate 
themselves with this event in order to cross fertilize audiences. They may 
have a stand or perhaps advertise in the programme. 
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Torquay Museum / Pirates Exhibition
The Torquay Museum team was keen to join the project, to be part of a key project 
looking at cultural offers in the bay, to ‘see’ their visitor profile in terms of ACORN 
and to explore the inward investment/economic impact of their exhibition(s) for 
the wider Torbay economy. Both of these pieces of data would, it was hoped, 
help the museum with its sustainability by supporting funding applications and 
developing new audiences. 

 The museum team took responsibility for collecting the data themselves, using 
the data cards provided by the project. Summer visitor figures were far lower 
than anticipated due to the excellent summer weather, but staff capacity and 
communications also significantly hindered data collection. During the summer 
months, front of house operation relies on a changing rotation of volunteer staff 
on language work placements, and the museum had recently put in place a 
new till system. Without a consistent front of house service, the data cards were 
distributed/collected sporadically and the final numbers submitted were too low 
to be used for meaningful analysis. Equally, the Economic Impact survey, which 
was to be collected by the front of house staff at set times every day during the 
exhibition, failed to achieve target numbers for the same reasons. 

The online visitor survey was prompted by the (new) museum website but returns 
were extremely low and again insufficient to be crunched and analyzed. This 
would have been supported by increased postcode survey collection within the 
museum, allowing for follow-up emails to visitors.

Learning/Recommendations
 ® The systems put in place in the museum were not robust enough to ensure 

consistent data collection. Those coordinating volunteer frontline staff within 
the museum were not briefed sufficiently to appreciate the importance of 
data collection and the project overall, and as a result, as staff changed, 
commitment to the project dwindled. Data collection for this project was also 
in competition with other data collection systems in the museum, such as for 
Gift Aid purposes, and front of house staff struggled to balance conflicting 
priorities in a way that would not overwhelm visitors with multiple questions/
data requests.

 ® The museum would benefit from evaluating how data-analysis work can 
be sustained with a changing staff team and how delegation of key tasks 
is effectively achieved. Actual visitors over the summer would have been 
sufficient to benefit from this project, so if the museum can apply learning 
from evaluating this project, it would be worth engaging in future projects of 
this kind.

Children’s Week
The annual Children’s Week has been running for 68 years. Over 5 days 
Paignton Green and town centre is animated by the project with many stands 
and activities, all are free for visitors. The partnership (which includes Torbay 
Council, Play Torbay, the Paignton BID and many others) faces an annual 
challenge (funding) to keep this highly valued annual event going. The 
partnership commissioned the @creativetorbay team to collect postcodes, run 
the survey and do an EI report, it was hoped the data would provide a robust 
evidence base from where the partnership could convince potential funders and 
partners of the festivals viability, value and quality. 
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Learning/Recommendations
 ® This festival has great reach into harder to reach groups – this being so it is a 

great festival for other events to support in order to cross fertilize audiences.

 ® From an ‘arts’ perspective this festival has great potential to reach new 

audiences 

 ® Despite a high precentage of attendees coming from outside the Bay (44%) 

the economic impact of the festival isn’t as large as one would think as the 

festival wasn’t  the key driver for the visit 

Art on the English Riviera: Afloat
The annual Art on the English Rivera exhibition, which in previous years has 
included works by Antony Gormley and Damien Hirst, this year featured a Cultural 
Olympiad project from the South East.  Lone Twin’s Collective Spirit  was a 
stunning boat created from donated wooden items.  In a break from the format of 
earlier years, the boat first toured the Bay before settling in the Spanish Barn as 
part of a new exhibition, shown  alongside works submitted after an open call out 
and chosen  by an independent selection panel.

Learning/Recommendations
 ® Data should have been captured during the wider tour and not just the time 

the of the Spanish Barn exhibition. This was discussed but not take forward 

due to the difficulties with capturing data at open events and also due to a 

lack of resources – there would have been cost implications to this which 

were not feasible at the time. 

Doorstep Theatre
Doorstep Theatre (in partnership with Battersea Arts Centre) will take place over 
three years with 6 four day mini festivals, each festival having three shows playing 
twice. Each show has associated workshops and events for up skilling creative 
practitioners. Funded by the Arts Council and Jerwood the project is a component 
part of the Doorsteparts.co.uk (insert link to website) project. 

Learning/Recommendations 
 ® Too few postcodes were collected for a robust data crunch, season two (May 

2014) postcodes will be collected and the crunch will combine the two 
seasons to get a snapshot of the audience.

Doorstep Opera/Welsh National Opera
The WNO three year residency is a Torbay Council (@creativetorbay) project 
made possible by the G4A from the Arts Council. The principle aims of the project 
are to develop a local audience for the genre, develop opportunities for young 
people to interact with WNO and sustain any momentum and interest built in the 
project. (Via the doorsteparts project) Postcode collection was via the Princess 
Box Office (majority) and via data collection cards at other events. (Opera Mash-
Up event and Chamber concerts) As with other theatre postcode collections the 
only postcode gathered is for the purchaser of the ticket (s).

Learning/Recommendations
 ® The local/visitor split (from postcode analysis) was 75% local V 25% Visitor 

which represents and major achievement for the project against its goals. The 
pricing (and marketing) of the main event at the Princess Theatre ‘A Tener for 
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a Tenor’ is deemed to have been a major success

 ® The project marketing showed a high response rate from Creative Torbay (in 
common with the other doorstep projects) but less so from other marketing 
routes which should be investigated (it may be that the genre is a barrier and 
outreach is the key marketing tool as per in year 1) to reach target groups. 
The Children’s Week reaches more of the lower status groups and also scores 
much higher for the local newspaper as a how we heard source. 

Ceramics Festival
The Cockington Ceramics Festival was held in May 2013. Over two days it 
included exhibitors and workshops for a paying audience. Outreach was done 
prior to the event with participants able to enter for free. It was the first time it was 
held. Much of the funding came from a successful grant for arts application from 
ACE. The plan in the application to ACE was to run a robust evaluation of the event 
covering all three methods of this project. In the event the project team could not 
fund the collection of data meaning that the only data collected were postcodes 
on the door. These were accordingly crunched in ACORN. 

Learning/Recommendations
 ® Monies (originally) allocated in the budget (for the evaluation) were not ring 

fenced for evaluation meaning no Economic Impact or Social Impact surveys 
were carried out, this information would have been highly valuable to support 
the festival going forward.

 ® There was a nearly equal split between visits from the Bay and outside 
(51% v 49%)

 ® Acorn attendance patterns shows appeal to high status groups and avid 

cultural attendees. 

Agatha Christie Festival 
The annual Agatha Christie Festival is undergoing a change and development 
(similar to the Geopark Festival) a development project, funded by the Arts 
Council is currently looking at the festivals development.

Learning/Recommendations
 ® The Festival postcode crunch shows that it has strong appeal to high status 

groups and moderate appeal to lower status groups but lacks appeal to more 

discerning or eclectic cultural attendees. The offer spans higher and lowers 

status groups, this is unusual - development and change ought to take into 

account this balance. 

 ® The Economic Impact of the Festival was the largest of the evaluated offers 

and demonstrates the value of the Festival to the local economy.  

Footnotes and References 

West Midlands Cultural Observatory

WMCO offers two toolkits in this area, one for GVA and one for economic impact.

The Sports Industry Research Centre (SIRC) at Sheffield Hallam University has 
tested both, and finds that the GVA calculator is an example of good practice but 
that it should only be used in certain circumstances. SIRC endorses the economic 
impact calculator without reservation, finding it to be accurate and producing 
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reliable results.  The economic impact calculator is designed to measure the 
impact of time-limited events or activities rather than an organisation’s impact in 
the round. The calculator includes direct and indirect impacts, and aims to include 
only additional effects. Direct impacts are based on money spent by the organiser 
within the local area, excluding any funding which came from funders within the 
local area. Indirect impacts are based on spending by visitors from outside the 
local area who were motivated to visit because of the event. Users can choose 
whether to apply a multiplier to calculate induced impacts. The economic impact 
calculator offers advice, model questionnaires for surveying your audience, and 
a results table to input your figures into, together with a series of case studies 
which include advice of their own from the person who completed the analysis. It 
requires 23 separate figures to be collated and entered to measure the impact of 
events, and 17 for the impact of activities. The data is drawn from the audience 
survey. There are also simplified versions of these two calculators, requiring fewer 
figures – 18 for events and 11 for activities. 

West Midlands Cultural Observatory toolkits: www .eitoolkit .org .uk

For more information 
Contact Mischa Eligoloff, mischa .eligoloff@torbay .gov .uk  
@creativetorbay 

Links
The Online Survey        
http://creativetorbay .com/networks/creative-torbay/documents/summer-
of-data-consultation .docx   

The Economic Impact Reports       
http://creativetorbay .com/networks/creative-torbay/documents/economic-
impact-of-5-events .pdf 

The Postcode Crunch        
http://creativetorbay .com/networks/creative-torbay/documents/postcode-
crunch-summer-of-data .pdf  

West Midlands Cultural Observatory toolkits:  
www .eitoolkit .org .uk

The Audience Agency                  
http://www .theaudienceagency .org/

All images courtesty of the event organisers
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