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1. Introduction 
 

1.1. Background 
 

In 2019 Courtney Consulting was commissioned to undertake a 
comprehensive evaluation of Selby 950 which ran from January 2019 – 
February 2020. Selby 950 was a town-wide celebration commemorating 
the 950th anniversary of the founding of the magnificent Selby Abbey and 
the important heritage of this historic market town. It provided an 
opportunity to reflect on and celebrate Selby, through: 
 

❖ Showcasing Selby's history 
❖ Showcasing Selby town as a place, with a particular focus on Selby 

Abbey 
❖ Generating civic pride 

 
The inspiring programme consisted of new and existing community, arts, 
cultural and heritage events and discrete projects, linking with other key 
community groups and assets also celebrating their own significant 
anniversary. 

 
The Selby 950 programme has been transformative and was made 
possible by significant investment from Selby District Council (SDC), Arts 
Council England (ACE) and the National Lottery Heritage Fund (NLHF), as 
well as generous corporate sponsorship from Drax Power Ltd. The 
programme included: 
 
Selby Sings - a participative song-writing & singing project culminating in 
a mass performance by 270 primary school children from 10 schools across 
the District, in Selby Abbey. Children explored the history of the Abbey and 
Selby, then wrote 10 new songs and performed them. This project was 
shortlisted for the Music & Drama in Education Awards 2020. 
 
Parade – through the rich story of the founding of the Abbey more than 
300 people made banners, puppets & costumes and learnt songs & 
dances; more than 200 paraded and more than 2,000 residents & visitors 
turned out to watch. 
 
Pilgrim - a commissioned light-work by Nayan Kulkarni, created from 
recorded footage made during a period of residency, which took place over 
3 evenings in November 2019. 8,000 people gathered to see the dramatic 
video projection, as it unfolded on the front elevation of Selby Abbey. 
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Hidden Histories - a series of temporary text installations across the 
town centre, telling the heritage story of the place and the personal 
narratives of the people who live here. Some additional Hidden Histories 
have been shared as a set of collectable postcards and others are to be 
included in public realm works carried out as part of Selby’s High Street 
Heritage Action Zone (HSHAZ). 
 
Selby Treasures - a community museum which gathered together the 
“treasures” of Selby residents and exhibited them, their stories and life-size 
drawings of their owner in the Abbey, alongside Selby objects which are 
held in regional museum collections & archives. This exhibition, including 
some new objects and stories, can still be enjoyed online. 
 
These specially commissioned events took place within a broader 
programme of community-delivered cultural activity throughout 2019. 
 
The objectives for the monitoring and evaluation for Selby 950 were to: 
 

▪ Develop an appropriate logic model and evaluation framework 
▪ Develop a monitoring & evaluation toolkit for community partners to 

use for their own Selby 950 events 
▪ Evaluate economic and social impact 
▪ Collect information on audiences and non-participants to inform 

understanding 
▪ Create an Audience Development Plan with recommendations for 

future direction 
 
This Audience Development Plan has been informed by all of the 
deliverables from the wider commission, as well as additional research 
specific to the plan. 

 

1.2. Audience Development Plan Methodology  
 

The Audience Agency1 defines an Audience Development Plan as: 
 
“We consider that an audience development plan is an explicit, suitably 
detailed plan for usually bringing about some kind of change and achieving 
a range of audience aims. These might be social, financial, creative and/or 
educational; most cultural organisations have the demanding task of 
managing all sorts of competing priorities, and a plan should help you to 
manage these. Actions listed in the plan might combine programming, 
marketing and communications, educational and environmental activities. 
It demands collaboration between those responsible for all these areas. An 
audience development plan is not then a marketing or campaign plan for a 
specific event, activity or season, nor is it a programme of special  
 
 

 
1 Source: https://www.theaudienceagency.org/resources/guide-to-audience-development-planning 
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activities, nor an outreach initiative. It should, however, set the context for 
such activities and inform a delivery plan.” 
 
In creating this plan, we analysed all of the primary and secondary data 
collected for Selby 950 which was relevant to audience development, 
including qualitative and quantitative research with key respondent groups 
who experienced Selby 950, either as someone who worked on the event, 
or someone who attended as an audience member. 
 
Key respondent groups consulted for the evaluation included: 
 

▪ Audiences (attendees and participants) 
▪ Under 16 participants and teachers, Selby Sings 
▪ Under 16 participants, Parade 
▪ Arts, Culture & Heritage Professionals for each SDC commission 
▪ Community partners 
▪ Local businesses 
▪ Key SDC Officers 

 
In addition to the research undertaken for the wider evaluation work, we 
conducted seven one-to-one interviews with Selby residents who did not 
engage with Selby 950 and eight dedicated stakeholder consultations with 
representatives who have a strong overview of the District and the 
opportunities and challenges in relation to cultural engagement.  
These were: 
 

▪ Angela Crossland : Head of Community, Partnerships and 
Customers : Selby District Council  

▪ Yvette Turnbull : Culture, Visitor & Creative Economy Project 
Manager : Selby District Council  

▪ Jennie Lowthian : Tourism Development Officer : Selby District 
Council 

▪ Bryony Boyle : Coordinator : Selby Big Local 
▪ Nicola Thompson : Community Engagement Worker : Selby Big 

Local 
▪ Chris Hailey Norris : CEO: Selby District AVS 
▪ Councillor David Buckle : Sherburn-in-Elmet Teasel CIC, Sherburn 

Parish Council & Sherburn Festival 
▪ Chris Jones : Arts Officer/Venue Manager : Selby Town Hall 

 
A topline review of the strategic context in terms of local, regional and 
national policy and context which may impact audience development for 
Selby District is presented in Chapter 2. Chapter 3 summarises audience 
insights, whilst Chapter 4 sets out a strategic framework and vision for 
audience development. The action plan in Chapter 5 provides a suite of 
recommendations to support that vision.  
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2. Strategic Context 
 

2.1. Introduction 
 
This chapter sets out the wider strategic context that could impact upon 
audience development for cultural engagement in Selby District. It 
examines key Local Authority strategies at District and County level, the 
current priorities for major funding stakeholders and finishes with the 
Theory of Change developed for Selby 950, which is the foundation stone 
for audience development moving forward.  
 

2.1.1. The case for Culture in Selby District 
 
Selby District Council (SDC) provides services to the towns of Selby, 
Sherburn and Tadcaster and a host of rural villages. Selby District 
(population 86,700) is the fastest growing district in North Yorkshire, but it 
has not yet reached its full potential. 
 
The District has no museum, no Arts Council National Portfolio 
Organisation, no public art gallery, no purpose-built cinema or theatre and 
no arts centre. Selby Town Hall is a small (150 seat) performance venue 
which specializes in music, comedy and limited theatre, whilst larger 
events can be hosted at Selby Abbey.  Riley Smith Hall in Tadcaster is a 
mixed-use community-run venue which hosts some theatre (both amateur 
and touring), participatory activity including dance events and music, such 
as tribute bands.  In Sherburn, the Eversley Park Centre is another mixed-
use, community-run venue which hosts similar activity. 
 
Selby District Council does not have a long history of investing in culture, 
but in recent years it has developed a strong interest in culturally-based 
Place-Making.  Culture figures prominently in the Council Plan (2020 – 
2030), the Economic Development Framework (2017 – 2022) and the 
Visitor Economy Strategy (2018 – 2021).  A 5-year Cultural Development 
Framework has been commissioned for the District.  Culture is also seen to 
have an important role to play in emerging COVID-19 recovery strategies. 
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2.2. Selby District Council Relevant Strategies  
 

2.2.1. Selby District Council Plan 2020 - 20302 
 

The four strategic ambitions for the area between 2020 and 2030 are to 
make Selby district: 
 

❖ a great place to live 
❖ a great place to enjoy 
❖ a great place to grow; and that 
❖ Selby District Council delivers great value 

 
Under the ‘great place to grow’ priority there is a commitment to “a 
sustained focus on the District’s cultural, retail and leisure offer.” 
 
How will SDC do this? 
 

▪ We'll work collaboratively with others - recognising that we're not 
experts in everything, we'll use the best expertise, resources and 
skills across our partners and communities. 

 
▪ We'll continue to be close to our communities - involving more of 

you in decisions about your area and your services. 
 

▪ We'll put our customers at the heart of our services - supporting 
you to be more self-sufficient and maximising the use of digital 
technology in how we deliver your services. 

 
▪ We'll support your wellbeing - by considering how our decisions 

impact on healthy life choices and the environment. 
 

2.2.2. Selby District Economic Development Framework 2017–2022  
 
The framework3 recognises the importance of culture and identifies the 
following as priority growth sectors for the District.  
 

❑ Creative Industries - New opportunities linked to investment at 
places such as the Yorkshire Studios at Church Fenton Airfield 

 
❑ Visitor Economy and Hospitality - Creating vibrant market 

towns and celebrating the unique local identity of our District 
 
The framework also presents three key themes that influence who lives in 
Selby, why and how.  

 

 
2Source: https://www.selby.gov.uk/council-plan-2020-2030 
3 Source: https://www.selby.gov.uk/sites/default/files/Documents/SMG%20event%20brochure%20v.lo-res.pdf 
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Selby district means business 
We’re seeing some big investments.  Our businesses benefit from great 
road and rail connections across the UK.  There’s significant new business 
space being built in the district and it’s more affordable than our big city 
neighbours.  We’ve also got proven entrepreneurial spirit. 
 
Selby district means opportunity 
We’ve got a really well-qualified workforce.  Highly skilled employees give 
companies more options when recruiting.  We’re forecast the biggest 
population growth in North Yorkshire, which means a growing local 
workforce and more customers on your doorstep.  People living in the 
district have more disposable income compared to neighbouring areas. 
 
Selby district means home 
We’ve got a high-quality lifestyle.  Home buyers get more for their money 
in our market towns and picturesque villages.  We’re one of the safest 
areas in one of the safest counties in England.  We’re home to a leading 
further education collage, our primary schools perform well and we’ve got 
a great independent school sector. 
 

2.2.3. Visitor Economy Strategy : 2018 – 2022 and beyond 
 
The Selby District Visitor Economy Strategy4 identifies emerging themes 
and recognises that to maximise success, the themes and their associated 
attractions need to be developed within the context of a unified ‘product’ 
which, in turn, will sit within a clearly defined and identifiable Selby District 
‘brand’.   The diagram to represent the brand themes in the strategy 
specifically sets out ‘History and Heritage’ and ‘Arts and Culture’ as 
foundation stones of the brand architecture. 
 
Fig.1 Selby District Brand ‘Product’ Components  

 

 

 
4 Source: 
https://www.selby.gov.uk/sites/default/files/Documents/Visitor%20Economy%20Strategy%20and%20Action%20Plan%202018-
2022%20FINAL.pdf 
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Delivering the Selby 950 celebrations is in the Visitor Economy Action Plan 
as a key element towards ‘Making Selby District a Great Place’. 
 

2.2.4. Selby Town High Street Heritage Action Zone (HSHAZ) 
 
Selby town’s HSHAZ sits in the heart of Selby’s commercial high street and 
conservation area; centred on the important Grade One Listed 11th 
Century Selby Abbey. Selby’s HSHAZ includes 65 listed properties and 1 
Scheduled Ancient Monument at Risk (Abbot’s Staith). 

 
The vision for the HSHAZ Scheme is: “Selby Town is a 21st Century 
connected, accessible town with a lively, active historic centre surrounded 
by high quality urban neighbourhoods and diverse thriving businesses.” 
 
The perceived benefits of the HSHAZ programme will be: 
 
Sustainability 

▪ A focus on the town’s core to maximise the economic and cultural 
performance of our unique historic environment. 

 
▪ Restoring a consistent, sustained quality design and development 

approach to the high street buildings and public realm. 
 
Access and Interpretation 

▪ Moving people between spaces and into new areas which improves 
flow, increases spend and reclaims places for people (e.g. by 
putting outdoor arts into newly pedestrianised areas). 

  
▪ Upskilling local businesses as heritage and visitor ambassadors for 

the town, strengthening local pride and knowledge, including the 
ability of businesses to promote each other, raising product demand 
and quality. 

 
Social inclusion 

▪ Creating a narrative that connects buildings and people to the 
heritage story of the town centre and its catchment areas. 
 

▪ Raising aspirations of our next generation, creating a number of 
varied personal and digital interactions that support diverse learning 
experiences right on their doorstep. 

 
Training and Skills 

▪ Holding events that provide skills training and learning engagement 
for a range of residents, businesses and visitors. 
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Leverage 
▪ Influencing development briefs for major neighbouring housing and 

employment sites, which results in sensitive development and 
investment in community infrastructure. 
 

▪ Levering funds into the local economy through promoting the 
benefits for the scheme for cultural and property investment. 

 

2.2.5. Selby District Council Cultural Framework and Vision 
 
In 2020 SDC commissioned a 5 year strategic Cultural Framework and 
vision for culture in Selby District, part funded by Arts Council England, for 
adoption by the Council by the end of January 2021.  This will articulate 
the ambition for culture within the District, capture the passion of its 
cultural sector and inspire Selby communities.   
 
The Cultural Framework and vision will aim to: 
 

▪ Put our communities at the heart of our vision for culture, 
embedding their needs and aspirations and ensuring that the 
delivery and legacy of the development framework is relevant, 
purposeful and substantial for our residents, creative sector and 
stakeholders 

▪ Ensure that as many of our residents, communities, practitioners 
and stakeholders as possible have meaningful opportunities to 
participate in designing and delivering both the framework itself and 
the resultant projects” 

▪ Strengthen our cultural sector, increase its capacity, improve its 
skills and build its ambition 

▪ Connect more people to their creativity and heritage; involving more 
people in cultural activity and, in doing so, make people more 
invested in their Place and improving the wellbeing of our 
communities 

▪ Deliver activity which responds to the uniqueness of Selby District, 
its villages, its landscapes, its market towns, its industries and its 
assets 

▪ Explore the potential for improving provision and quality of cultural 
spaces (formal and informal) and infrastructure 

▪ Harness the instrumental benefits of culture, especially with regards 
to well-being, Place-making, economic benefit and as product for 
the Visitor Economy 

▪ Work closely with stakeholders such as Arts Council England (ACE), 
National Lottery Heritage Fund (NLHF) and Historic England (HE) to 
ensure that our vision and plan are aligned to their priorities for 
cultural development and maximise opportunities for a partnership 
approach to funding. 
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COVID-19 hit the UK soon after the appointment of the chosen 
consultancy, but the work is still ongoing and will be informed by this 
Audience Development Plan. 

 

2.3. North Yorkshire Relevant Strategies  
 

2.3.1. North Yorkshire County Council Plan 2020-24  
 
The Council Plan5 sets out the vision and values and describes a three-
pronged approach - to provide leadership; enable individuals, families and 
communities to do the best for themselves; and to ensure the delivery of 
high quality services. 
 
The plan identifies five ambitions: 
 

❖ Leading for North Yorkshire 
❖ Every child and young person has the best possible start in life 
❖ Every adult has a longer, healthier and independent life 
❖ North Yorkshire is a place with a strong economy and a 

commitment to sustainable growth 
❖ Innovative and forward thinking Council 

 
The core principles of the Plan are: 
 
Intervening earlier – we need to improve outcomes for residents and 
reduce demand on our services. 
 
Seeing the whole picture – we need to focus on the outcomes we want 
to achieve and better understand the needs of North Yorkshire, its 
communities, families and people. 
 
Building capacity and resilience within communities and partners 
– we need to empower the people of North Yorkshire and use the 
strengths that exist within our communities. 
 
Digital by design – we need to increase the use of technology, data and 
insight in the delivery of our services to drive efficiency but also stimulate 
innovation. 
 
Leading and facilitating – providing leadership as an organisation and 
facilitating solutions with partners to meet future challenges and 
opportunities. 
 
Learning and innovation – encouraging a culture of learning, innovation 
and support across the organisation whilst maintaining focus on delivery. 

 
5 Source: https://www.northyorks.gov.uk/council-plan 
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2.3.2. The Young and Yorkshire 2 plan 
 
The plan has been written for all children, young people and their families 
in North Yorkshire, including families who may only recently have arrived, 
such as service families, refugees and unaccompanied asylum seeking 
children. It was written by the North Yorkshire Children’s Trust, a 
partnership that represents all the agencies working with children and 
young people across the county. 
 
Fig 2 – Young and Yorkshire 2 Plan on a Page6 
 

 
 

2.3.3. The North Yorkshire Joint Health and Wellbeing Strategy 
 
The joint health and wellbeing strategy7 is owned by the health and 
wellbeing board. It explains what health and wellbeing priorities the board 
has set in order to tackle identified needs.  
 
“It is not about taking action on everything at once, but about setting 
priorities for joint action and making a real impact on people's lives.” 
 
 
 

 
6 Source: 
https://www.northyorks.gov.uk/sites/default/files/fileroot/About%20the%20council/Strategies%2C%20plans%20and%20policie
s/Young_and_Yorkshire_-_happy_healthy_achieving.pdf 
7 Source: https://www.nypartnerships.org.uk/sites/default/files/Partnership%20files/Health%20and%20wellbeing/jhwbs.pdf 
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The five themes of the Strategy are: 
 

❖ Connected Communities 
❖ Start Well 
❖ Live Well 
❖ Age Well 
❖ Dying Well 

 
The overarching ambition is to ensure that people in all communities in 
North Yorkshire have equal opportunities to live full and active lives from 
childhood to later years. 
 

2.3.4. York & North Yorkshire Local Enterprise Partnership (LEP) 
 

The York & North Yorkshire Local Enterprise Partnership is working in close 
partnership with Leeds City Region LEP to develop a Local Industrial 
Strategy for the region, a strategy that will determine the next 20 years of 
productivity and growth.  
 
The aim of the Local Industrial Strategy is to: 
 
“Deliver an ambitious vision for York and North Yorkshire, which uses our 
distinctive assets to drive productivity improvements whilst transforming to 
a competitive, carbon-neutral circular economy that benefits businesses, 
society and the planet.”  
 
The Local Industrial Strategy has three priorities, which articulate how the 
region’s distinctive assets will be used to drive productivity growth in 
Distinctive Places and transform the area’s economy. 
 
Investing in places, communities and culture to drive productivity is one of 
those priorities: 
 

▪ Enhance the built environment and infrastructure to position the city 
of York and market towns as economic hubs and drivers of future 
growth  

▪ Enhance our sense of community and global brand recognition by 
investing in heritage and culture and supporting high value tourism 

▪ Create healthy and inclusive communities with accessible routes to 
opportunity 

▪ Enable anchor institutions to collaborate and lead the good growth 
agenda 

▪ Invest in infrastructure that enhances resilience from climate 
change 

▪ Invest in digital infrastructure to realise the potential of smart city 
York, ensure our towns are as connected as cities and that rural 
areas benefit from 100% connectivity. 
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2.3.5. North Yorkshire Cultural Strategy  
 
At the York and North Yorkshire Chief Executives’ meeting of November 
2018 it was agreed to progress work to develop a new Cultural Strategy 
for North Yorkshire which would link closely to the City of York Cultural 
Strategy being developed at that time. From this meeting a North 
Yorkshire Cultural Strategy Working Group was formed. SDC is represented 
on this working group. A consultancy brief was issued in August 2019 to: 
 
“Articulate an ambition which seeks to ensure that cultural provision in 
North Yorkshire is of the highest quality, has the widest reach and will 
raise the profile of the County as a place in which to live and invest.” 
 
The aims of the strategy development are: 
 

▪ To promote the development and value of participation in culture 
and its benefits in terms of social cohesion, civic pride, public 
health, and lifelong learning. 

 
▪ To promote the value and development of culture and the creative 

industries as a mechanism for shaping places and delivering local 
prosperity and economic growth. It will do this by seeking to 
influence other strategic approaches to economic and community 
development such as the Local Industrial Strategy, and as well as 
regeneration strategies which work to develop the future of high 
streets and market towns. Place shaping will contribute to promote 
the County as a great place for investment and to live. 

 
▪ To provide a strategic framework which links the development of 

Culture to the aspirations of key funding partners including Arts 
Council England, National Lottery Heritage Fund, Local Enterprise 
Partnership and future opportunities such as the Shared Prosperity 
Fund. 

 
The development of the North Yorkshire Cultural Strategy is ongoing. 
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2.4. Arts Council England (ACE) – Let’s Create  
 
Let’s Create is Arts Council England’s new 10 year strategy, spanning 2020 
– 2030.8 It was launched in 2020 pre COVID- 19. When the pandemic hit, 
ACE adopted a three-phased approach9: 
 
Phase 1: Response - protect as much we can in the short term while we 
plan for what comes next. 
 
Phase 2: Stabilisation - support the sector to reopen, when it’s safe to 
do so, to adapt business models and to help you operate in a changed 
environment. 
 
Phase 3: Reset - from early next year (2021), our aim will be to support 
the sector to reset for the ‘new normal’. 
 
Under Phase 3 ACE reaffirms its commitment to Let’s Create: 
 

• We’ll set in motion our three-year delivery plan for Let’s Create, our 
new 10-year strategy, which will also provide guiding investment 
principles for us over the coming months. 

 
• The commitments outlined in Let’s Create will be more important 

than ever. We’ll invest in artists and cultural organisations to 
produce work that will deliver social and economic benefits for their 
communities and the taxpayers and National Lottery players who 
fund our work. This in turn will be central to our national renewal. 

 
Let’s Create identified six key issues facing the cultural sector. Together, 
they make up the ‘case for change’ that the strategy and guiding principles 
address head on. COVID-19 clearly adds another complex dimension to 
these issues however, ACE will still be using these as drivers for 
investment within the wider strategic context: 

 
❑ Across the country, there are significant differences in how ‘arts’ 

and ‘culture’ are defined, understood and valued. Many people are 
uncomfortable with the label ‘the arts’ and associate it only with 
either the visual arts or ‘high art’, such as ballet or opera. At the 
same time most people in this country have active cultural lives and 
value opportunities to be creative. 
 

❑ There are still widespread socio-economic and geographic variances 
in levels of engagement with publicly funded culture. 
 

 
8 Source: 
https://www.artscouncil.org.uk/sites/default/files/downloadfile/Strategy%202020_2030%20Arts%20Council%20England_SP.pdf  
9 Source: https://www.artscouncil.org.uk/covid-19/covid-19-response-reset 
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❑ The opportunities for children and young people to experience 
creativity and culture inside and outside school are not equal across 
the country. 
 

❑ There remains a persistent and widespread lack of diversity across 
the creative industries and in publicly funded cultural organisations, 
although awareness of the issue is greater than it used to be. 
 

❑ The business models of publicly funded cultural organisations are 
often fragile, and generally lack the flexibility to address emerging 
challenges and opportunities, especially around the decline of public 
funding and the growth of new technologies. 
 

❑ Many creative practitioners and leaders of cultural organisations 
report a retreat from innovation, risk-taking and sustained talent 
development. 

 
Let’s Create is built around three Outcomes and four Investment Principles. 
They are designed to work together to achieve Arts Council England’s 
vision of “a country in which the creativity of each of us is valued and 
given the chance to flourish, and where every one of us has access to a 
remarkable range of high-quality cultural experiences.” 

 
Fig 3: Let’s Create Outcomes 
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Fig 4: Let’s Create Investment Principles  
 

 
 

2.4.1. Creative People & Places and other good practice nationally 
 
Creative People & Places takes place in areas where evidence shows that 
people are less involved in arts and cultural activities, than elsewhere in 
England. Although Selby District is not one of the Creative People and 
Places areas there is a great deal of relevant learning to be found through 
its website www.creativepeopleplaces.org.uk. By talking to people about 
what they want to see happen locally, each project has created a 
distinctive programme, which is unique to the people and places that have 
shaped it. Local people are involved with Creative People & Places projects 
as participants, decision-makers, artists, ambassadors, volunteers and, of 
course, audiences. 
 
Another useful source for benchmarking and learning are the Local 
Government Association (LGA) Culture-led Regeneration case studies10. 
There is now a clear acknowledgement of the social and economic value of 
the cultural sector, and its ability to deliver growth and drive regeneration. 
These impacts can range from growth in tourism, creative and cultural 
sectors; to enhancing individual skills, knowledge and confidence; to 
strengthening community pride and place image.  
 

 
10 Source: https://www.local.gov.uk/topics/culture-tourism-leisure-and-sport/culture-led-regeneration-case-studies 

http://www.creativepeopleplaces.org.uk/
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The LGA and Calouste Gulbenkian Foundation are working together to 
capture local authority good practice in this area. They have brought 
together 15 case studies demonstrating different approaches to culture-led 
regeneration across England and Wales, and the positive impacts they can 
deliver. 
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2.5. NLHF– Strategic Funding Framework 2019 – 24 
 
In common with ACE, the National Lottery Heritage Fund had also recently 
launched a new long-term strategy prior to the COVID-19 crisis. In 
response to the pandemic NLHF has: 
 

• Made grants of between £3,000–£250,000 available from a new 
£50million Heritage Emergency Fund 

• Developed a £1.2m Digital Skills for Heritage initiative 
• Offered bespoke support via local teams and a specialist network of 

mentors 
• Developed enterprise development and business support 

programmes 
 

The immediate impact on other funding is that they have halted all new 
Committee-level grants (£250,000–£5m) and single-stage delegated grants 
(£3,000-£250,000) until at least October 2020. Additionally, the process for 
organisations that have been selected to apply for Heritage Horizon 
Awards (grants over £5m) will be deferred until the 2021/22 financial year. 
There will be no further round of funding for Heritage Horizon Awards.   
 
Whilst COVID-19 has clearly shifted immediate priorities, there is currently 
no assertion from NLHF that their new strategy and objectives will 
seismically shift. The NLHF Strategic Funding Framework11 sets out six 
specific objectives with key performance indicators (KPIs) to support better 
evaluation of the impact of National Lottery investment: 
 
 NLHF will: 
 

▪ continue to bring heritage into better condition 
▪ inspire people to value heritage more 
▪ ensure that heritage is inclusive 
▪ support the organisations we fund to be more robust, enterprising 

and forward looking 
▪ demonstrate how heritage helps people and places to thrive 
▪ grow the contribution that heritage makes to the UK economy. 

 
Within our broad approach to heritage overall, our consultations with 
stakeholders and the general public identified two priority areas of focus: 
 

❖ landscapes and nature 
❖ community heritage 

 
 
 
 

 
11 Source: https://www.heritagefund.org.uk/sites/default/files/media/attachments/Heritage%20Fund%20-
%20Strategic%20Funding%20Framework%202019-2024.pdf 
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Addressing under-representation in heritage 
 
NLHF will ask every project to achieve our new inclusion outcome: A wider 
range of people will be involved in heritage 
 
Reflecting the priorities of National Lottery players, we will have a 
particular focus on reaching those millions of people in the UK who are 
typically under-represented in heritage or who face barriers to being 
involved. Through our outreach support, we will particularly encourage and 
enable applications from organisations that work with, and seek to benefit: 
 

▪ disabled people 
▪ young people 
▪ people from minority ethnic and LGBT+ communities 
▪ people from lower socio-economic backgrounds. 

 
Fig 5. NLHF Outcomes and objectives  
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2.6. Historic England Corporate Plan 2020-23 - Building the 
Future 
 
The purpose of Historic England (HE) is:  
 
“To improve people’s lives by protecting and championing the historic 
environment.” 
 
Its vision is articulated as four key strands: 

▪ Everyone benefits from our heritage 
▪ Heritage is widely valued and celebrated 
▪ People connect with our heritage and feel it belongs to them 
▪ We pass on our heritage in better condition 

 
The Corporate Plan12 sets out 6 key strategic objectives: 
 

❖ Protect historic places and keep them for current and future 
generations  
 

❖ Ensure our advice and evidence result in well informed decisions 
that serve people, places and the economy 
 

❖ Close the gap between arts, culture and heritage to bring heritage 
into mainstream cultural life 
 

❖ Give people the skills, knowledge, confidence and motivation to 
fight for, look after and make the most of their historic environment 
 

❖ Expand the digital availability of our assets to improve both access 
to our resources and users’ experience 
 

❖ Attract a wide, diverse audience and workforce, ensuring the 
historic environment is everyone’s business 

 

2.7. Selby 950 Theory of Change 
 
Selby 950 was developed against and responded to the strategic context 
set out in this chapter, although its world was pre-COVID. The goal was, 
“Selby 950 will be the catalyst that creates a vibrant and sustainable 
cultural ecology in Selby, which ensures every resident and visitor can 
access, enjoy and be inspired by high quality culture all year around.” 
 
Fig 6 below sets out the short, medium and long term outcomes that Selby 
950 sought to achieve. 
 
 

 
12 Source: https://historicengland.org.uk/images-books/publications/he-corp-plan-2020-23/historic-england-corp-plan-2020-23/ 
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Fig 6. Theory of Change outcomes of Selby 950 

 
 
An extensive evaluation process and report was commissioned by SDC, to 
measure the extent to which the short to medium term outcomes had 
been achieved. The report concludes that Selby 950 has been very 
successful in the levels to which these planned outcomes have been met. 
The evaluation report and Selby 950 Theory of Change are therefore 
instrumental strategic context, as the springboard and test bed through 
which this audience development plan has emerged.  The conclusions and 
recommendations from the Selby 950 Evaluation Report can be found at 
Appendix 1. 
 
The wider strategies at local, regional and national level and the priorities 
for funders also strongly support and inform the direction and objectives of 
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this plan. The strategic context indicates that there has never been a 
better time for Selby District to harness the power of cultural partnerships 
and regeneration to become a better place to live, work and visit.  
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3. Audiences 
 

3.1. Introduction 

In planning and preparing for Selby 950 a comprehensive report on 
audience potential was commissioned by SDC. The desk based research 
examined: 
 

▪ Location and demographic information and population profiling 

▪ Data on schools and HEFE 

▪ Data on tourism to the area  

▪ Specially commissioned segmentation data from the Audience 
Agency based on the total adult population (15+) of the Selby Local 
Authority target area (72,632) mapped against a population base 
area of Yorkshire and the Humber (4,540,041). 

The data and insights have been analysed and played a key role in the 
development of this plan. This chapter presents the key findings from that 
report, in relation to potential audiences for culture against an analysis of 
the audience segments who actually engaged with Selby 950. It then 
presents the findings from seven one-to-one interviews with local residents 
who didn’t engage with Selby 950. The chapter finishes with a summary of 
the key barriers facing audiences that directly inform the action plan in 
Chapter 5.  The Audience Agency Area Profile Report for Selby District can 
be found at Appendix 2. 

3.2. Potential audiences for Culture in Selby District  

In 2018 the ‘Understanding Audiences for Selby 950’ report identified the 
following target audiences: 
 
Fig 7. Target audiences for culture in Selby District 

 

Audience 
Spectrum 
Segments

Dormitory 
Dependables

(26% of 
residents)

Trips & Treats

(24% of 
residents)

Home & 
Heritage (16% 
of residents)

Commuterland 
Culturebuffs 

(13% of 
residents)

Remaining audience 
segments: 

Up our street – 9% 

Facebook families – 7% 

Hey days – 4% 

Kaleidoscope Creativity – 1% 

Metroculturals – 0% 

Experience Seekers – 0% 
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The report also concluded that, in addition to the above segments, there were a 
number of other key audiences to consider, develop and target for cultural 
engagement. It is important to remember that many of the target audiences are 
likely to overlap. These were:  
 

Fig 8. Other target audiences for culture in Selby District 

 
 
Two areas of Selby town are in Lower Super Output Areas (LSOAs) in the Indices 
of Multiple Deprivation; Selby West is in the 7% most deprived communities in 
the country.  These Wards are either side of Selby Abbey and the families and 
young people from disadvantaged communities in Selby are also key target 
audiences within the segments and wider target audiences for culture.  
 
Table 1 below summarises the target Audience Spectrum segments for Culture. 
Full details on the profiles can be found on the Audience Spectrum website.13 
 

Segment summary Programme considerations  Participation 
considerations  

Dormitory Dependables 
(Medium Engagers):  
Suburban and small 
towns; 
Interest in heritage 
activities and 
mainstream arts; 
Well off; 
Mature couples or busy 
older families; Higher 
Education; Culture is an 
occasional treat or 
family outing; 
Prefer the popular and 
mainstream events, but 
not totally risk averse. 
 

Open to a broad range of arts 
and cultural activities, but with a 
marked inclination towards 
popular and mainstream 
offerings. 
Also attend contemporary and 
classical events. 
Museum and gallery visits are 
made regularly but infrequently 
with the majority visiting once 
or twice a year. They have a 
marked leaning towards 
heritage sites. 
Exhibitions and displays need to 
provide rich background detail 
and an appropriate level of 
interpretative material. 
 

Workshops and other 
participatory activities 
that offer an opportunity 
to learn: 
Sport 
Gardening 
Playing musical 
instruments  
Photography 
Filmmaking 
Digital arts 

Trips and Treats 
(Medium Engagers):  
Mainstream arts and 
popular culture 

Have a strong preference for 
mainstream arts and popular 
culture like musicals and familiar 
drama, mixed in with days out 
to museums and heritage sites. 

Fun days, activity 
workshops and 
participatory activities 
offered on a drop-in basis 

 
13 Source: https://www.theaudienceagency.org/off-the-shelf/audience-spectrum/profiles 

Families
Older 
People 

Men
White 
Other

Schools 
& FE
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Segment summary Programme considerations  Participation 
considerations  

influenced by children, 
family and friends; 
Comfortably off;  
Broad spread of ages 
up to 60 years old; 
Families with children of 
all age ranges. 
 
Risk averse. 
 

 
Choices are strongly influenced 
by the interests of children. 
 

and/or during school 
holidays, linked to: 
Sport 
Arts and crafts 
Digital arts 
Photography 
Music 

Home and Heritage 
(Medium Engagers):  
Rural areas and small 
town; Day-time 
activities and historical 
events; Older people 
(aged 60+) living in 
rural locations; No 
children at home; 
Couples and singles; 
Higher than average 
levels of disability and 
long-term illness. 
 
Risk averse. 
 

Day-time familiar, mainstream 
programme offers, with a 
leaning towards classical 
content across a range of 
artforms. 
Keen visitors of heritage offers 
and activities, including local 
history, heritage sites, period 
recreation, memorabilia and 
nostalgia; dying traditions and 
crafts; and historical narratives. 
Also keen on the natural world. 
 

Local or social 
participatory activities 
linked to: 
Performing arts 
Local history 
Gardening 
 
 
 
 
 
 
 

Commuterland 
Culturebuffs  
(Higher Engagers):  
Affluent and 
professional consumers 
of culture; 
Mature families or 
retirees; Higher 
Education; Higher than 
average disability or 
long-term illness. 
 
Many are risk averse, 
but some are open to 
trying something new 

Voracious consumers of all 
artforms but with a preference 
for classical offerings. 
Plays/drama and art exhibitions 
are the most commonly 
attended events, along with 
musicals, opera, ballet and live 
music. 
Many are open to 
contemporary, popular, 
mainstream and other 
programme choices. 
Lean slightly more towards 
visiting heritage sites than 
museums and galleries, but 
partake in both these activities 
in much greater numbers than 
most other groups 
 

Workshops and other 
participatory activities for 
adults and older children 
that offer an opportunity 
to learn and improve 
artistic and other skills: 
Sport 
Gardening 
Performing arts 
Arts and crafts 
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Fig 9 below shows the analysis from the Selby 950 evaluation report, 
which ran the postcodes of attendees from surveys collected through the 
Audience Spectrum profiling tool.  This data indicated that the Selby 950 
programme was successful in engaging the following segments: 
 

Fig 9. Selby 950 audiences by segment breakdown 

 
When contrasted with the four key target segments pre delivery of Selby 
950 it is encouraging to see that the programme was successful in 
engaging the target audiences, which had been targeted. However, it is 
even more exciting to see the success in engaging the additional audiences 
Facebook Families and Up Our Street. Both of these segments are ranked 
as having lower engagement with culture. Summary profiles of these 
additional segments engaged are: 
 
Facebook Families 
Younger suburban and semi-urban, live music, eating out and pantomime 

❖ A younger, cash-strapped group living in suburban and semi-urban 
areas of high unemployment. 

❖ Least likely to think themselves as arty, arts and culture generally 
play a very small role in the lives. 

❖ Less than a third believe that the arts is important. 

❖ Often go out as a family: cinema, live music, eating out and 
pantomime being most popular. 

 
 

Audience 
Spectrum 
Segments

Dormitory 
Dependables

(23% Selby 
950 audience)

Trips & Treats

(23% Selby 
950 audience)

Facebook 
Families (13% 

Selby 950 
audience)

Home & 
Heritage (12% 

Selby 950 
audience)

Up our 
Street(12% 
Selby 950 
audience) 

Commuterland 
Culturebuffs 
(23% Selby 

950 audience)
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Up Our Street 
 
Modest in habits and means, popular arts, entertainment and museums 

❖ Often living reasonably comfortable and stable lives. 

❖ A group that engage with popular arts and entertainment and 
museums, and are also visitors of heritage sites. 

❖ Many are older and have some health issues. 

❖ Living on average or below average household incomes, so access 
in all its forms can be an issue. 

❖ Characterised as modest in their habits and in their means, value for 
money and low-risk can be important factors in leisure decision 
making. 

3.2.1. Relevant demographics to consider for audience 
development 

Alongside the Selby District Audience Spectrum segmentation, which has 
been specifically designed to measure cultural consumption and behaviour, 
it is also important to consider key demographic characteristics when 
thinking about audience development. The bullet points below summarise 
the key demographics of Selby District, which should impact thinking and 
actions around audience development. They have been sourced from the 
Audience Scoping Report for Selby 950 which analysed the potential 
market across Selby District for the programme. 
 

❑ Mid-2017 population estimates suggest that the total population of 
Selby District is 87,887 

❑ 25% of households were one-person households, with a fairly even 
split between those aged 65 years and above and other. 

❑ Upwards of 22% of households were made up of married couples 
and cohabiting couples with dependent children. 

❑ Lone parent households accounted for approximately 8% of 
households, with 64% of these lone parents having one or more 
dependent children. 

❑ The median age is higher than the average for Yorkshire and the UK 
– 35% of the population are in the 45-69 age groups. 

❑ 23% of the population are aged 0 – 19 years. 11% of the 
population are 10 – 19 years old. 

❑ The 2017 social-economic classification in Selby District was 
significantly different to both Yorkshire and the Humber, and Great 
Britain. There is a higher proportion of people in occupation groups 
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6-7 (Caring, Leisure and Other Service and Sales & Customer 
Service) and 8-9 (Process Plant & Machine Operatives and 
Elementary Occupations) than in other areas. 

❑ The Area Profile Report for Selby District states that amongst those 
who are economically inactive, 3 in 5 are retired (60%), whilst the 
remaining 40% are: 

▪ Students (including full time students): 12% 

▪ Looking after the home or family: 14% 

▪ Long-term sick or disabled: 10% 

▪ Other: 5%. 

❑ 7.6% of males and females in the 2011 census stated that they had 
a disability which “limited them a lot”. 
 

❑ Two areas in Selby District are in Lower Super Output Areas 
(LSOAs) in the Indices of Multiple Deprivation; Selby West is in the 
7% most deprived communities in the country.   

❑ The largest BAME group is “White: Other” (2.3% of the local 
population). In terms of other BAME groups: 

▪ 0.6% identified as Asian/Asian British 

▪ 0.3% identified as Black/Black British 

▪ 0.2% identified as Mixed/Multiple ethnicities 

❑ The number of Primary schools in Selby District in 2016/17 was 41, 
representing 6,847 pupils. 

❑ The number of Secondary schools in Selby District in 2016/17 was 
6, representing 4,744 pupils. 

❑ The proportion of the population with degrees, doctorate or 
professional qualifications (NVQ4 and above) in Selby District 
(28.0%) is significantly lower than that seen in North Yorkshire 
(35.2%), Yorkshire & The Humber (33.0%), and nationally (38.3%). 

3.3. Feedback from non-engagers with Selby 950 

This section sets out the feedback undertaken from interviewing seven 
local residents, who did not attend or take part in any Selby 950 activity. 
The residents were recruited off street in Selby town and the conversations 
focussed on five areas: 
 

▪ Perceptions of Selby (District or town) 
▪ Perceptions of Culture  
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▪ Perceptions of Selby 950  
▪ Motivations to engage  
▪ Barriers to engagement  

 
Perceptions of Selby (town/District) as a place to live  
 
The conversations began by asking people what it was like to live in Selby. 
There is no differentiation between Selby town or the wider District, as 
some interviewees live in the town itself and others do not. Where ‘Selby’ 
is referenced in their direct quotes it may refer to the District, the town, or 
both.  
 
All interviewees had negative perceptions to one degree or another in 
response to this question. The discussions evidenced a distinct lack of 
pride in the area however, a number of interviewees could see potential. 
 
Not having much to do, particularly for children and young people was a 
common theme. One consultee felt the Council had previously thwarted 
attempts to improve the town centre. They did not state whether this was 
the Town Council or District Council. A number of residents felt that the 
neighbouring offer in places like York and Leeds was simply too strong for 
Selby to compete against.  
 
There’s not a lot in Selby. For days out we go to Leeds or York. 
 
There isn’t a lot of day activities here, [not] even soft play or petting 
parks. 
 
There’s no real retail parks, it’s just your day-to-day basics for shopping. 
 
I don’t feel community pride in Selby. I don’t feel attached to Selby as a 
concept. 
 
All the people in Leeds remember Selby as a market town they used to go 
to, to get to a rural place and the people of York remember it as a shit 
hole. It’s strange those two views exist. 
 
Going to the pub and shopping at a supermarket – that’s all that happens 
here, there’s no identity in Selby. 
 
It’s just a place where we live. 
 
We rarely intend to go to Selby for specific cultural activity. 
 
I think Selby could be great, it’s got such potential. We always feel a bit 
sorry for it, it’s suffered a lot but down by the river, it’s very tacky and run 
down, that should be a lovely waterfront. 
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There’s nothing for teenagers in Selby. 
 
I’m not that positive about Selby. 
 
Better parks are needed. My daughter’s 7 and she’s taller than the slide, 
it’s ridiculous. 
 
You’re always going to compete with York and Selby tends to be a little 
polyp down the road. Culturally it’s an old market town, but it’s a little bit 
run down. It’s not a particularly friendly community, it’s not unfriendly but 
people tend to keep to themselves, there’s a lot of run down estates. 
 
There’s so many charity shops on the high street then hairdressers and 
banks, there’s no coffee shops and bakeries and artisans and they have so 
much to fall on here, take some inspiration from the little French villages. 
 
The market’s dying, it’s halved in size over the last 10 years. For one they 
could give free market stalls, they could be creative too and the two could 
help each other. And have it on a Saturday morning instead of a Monday 
morning when people are actually around. Change the Charter, they’re so 
stuck in all their ways. 
 
In front of the Abbey is the market square – just running where the old 
cross is there’s another little narrow street like you see in any old English 
town. It has limited access but people use it as a thoroughfare. There’s a 
guy there has opened a tea shop the size of your living room and it’s 
brilliant. He was trying to get a project to make that street into a walking 
street. To try and bring the estate agent to go somewhere else and create 
a cultural area there and a lot of people wanted it and the council wouldn’t 
consider it. There’s an old Georgian pub, well known in the area by the 
Abbey and they applied to have space outside that people could sit there. 
That got rejected too and now they finally can put a few chairs out.  
 
The Father’s Day celebration each year is great but that’s one day. But the 
success of that shows the appetite is there. 
 
Culturally there’s a disconnect between the residents who’ve lived here a 
long time and people who are newer. My husband was born and raised 
here, but I’m a new mum and American and the younger families move 
here because it’s affordable.  
 
It’s one of those spots that doesn’t have enough support for charities. 
Partnering with small local charities would help them [the District Council] 
to connect with the community.  
 
There’s a few small public parks, especially the one near the station, when 
they have pretty flowers planted there it’s lovely, that’s the sort of thing 
that gives people pride in where they live.  
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There was an art installation of umbrellas up high, that was really cool. – 
more public art installations. 
 
Perceptions of Culture  
 
There were some interesting discussions around culture and the 
relationship between culture and different ethnic groups in Selby, with the 
Polish community mentioned specifically. There was also a common theme 
of culture being closely linked to live events and festivals. One consultee 
felt that culture was something which should be of national rather than 
local significance. 
 
There’s no real social life here, having some live music even would help. 
 
The problem with a ‘cultural event’ is it implies that everyone is of one 
culture. Or they have to be so bland in order to appeal to everyone. I used 
to go a Sikh event in Wolverhampton and see so much I’d never seen 
before and it was exciting, interesting and fun. 
 
I go to Beverley for festivals, they have a weekend of live theatre, 
puppetry throughout the streets and actors doing things but they’re 
professional and get paid and I can’t see Selby Council having the money 
to do that properly. Selby Council cannot compete. It’s a relatively poor 
area. 
 
Everything here is local history. You want to see things that are nationally 
important. 
 
It didn’t look like something everyone could get involved in, if there was 
something about the Polish community that would be interesting even a 
polish café. A culture of white working class people isn’t that interesting. 
 
In Europe they’ve got it right. Jazz festivals and all the pubs in the cities 
have the live bands on. If the major cities can do that why can’t Selby? 
 
Perceptions of Selby 950 
 
There was a divide between those consultees who had seen things related 
to Selby 950, but just weren’t interested enough by them to attend or 
participate, and those who said they would have been interested but had 
no idea it was on. One consultee felt it didn’t look like a very family 
friendly programme. 
 
I had no idea until this conversation right now about Selby 950. 
 
If I saw it, I saw it by accident. 
 
We’re really interested in local history but these events passed us by. 
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There were some posters up and I saw those. 
 
There was a lit up Abbey which we went to which was a bit rubbish. The 
lights on the Abbey it was literally just lights on the Abbey, nothing for 
kids, we got pizza but that was it. Leeds Light Night is really good and it 
was nothing like that. 
 
There was a parade that we wanted to do but were away. 
 
I have a degree in Mediaeval History and live more or less 200 yards from 
the Abbey and I saw no publicity whatsoever about this! I’m building a 
15th century suit of armour at the moment and I would have loved to have 
taken that along and shown that to people and I know a lot about that 
period of history. There’s a local knight buried in [the Abbey] from the 
1300s who fought with Edward II in Scotland, well the only thing that 
could be Bannockburn so he got chased away but still, people would be 
interested in things like that. 
 
I saw 950 banners and signage but it just didn’t look very interesting. 
 
We live right in town. It’s hard with a two year old to do activities. It 
wasn’t really geared towards anything you could do with a toddler. 
It could have been advertised better. 
 
Motivations to engage  
 
Effective communications (especially through social media channels), 
family friendly programming and messaging and a fun, lively atmosphere 
were all discussed as top motivations to engage. Improvements to the 
town, classes to take part in and activities that take up a half or full day of 
time, were also discussed as drivers to engagement.  
I’ve got three young children, so anything that I can do with them I’m 
always interested in. 
 
Any sort of craft activities, anything that will be fun and they’ll be learning 
like the history or something. 
 
I’ve a 9 month, 4yr and 6yr old, so entertaining them all is a challenge. 
 
I usually hear about things word of mouth ‘cause I live on a cul de sac 
with a lot of families. 
 
I look at York Mumbler quite a lot and there’s a Selby Mumbler too. 
 
Noticeboards as you’re driving around sometimes catch your eye. 
 
If there were more music events I’m be interested in doing that with my 
husband just the two of us. 
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We did the Family Fun Day and sit in the park and listen to music and I 
think that’s a really good spend of public money. In terms of community 
engagement, local people have a stall, you can sit and have a picnic. 
There’s a sense of energy and free flowingness which none of the things 
you described to me there have. 
 
My kids love Jorvik.  
 
When the rugby club put up a bouncy castle that’s what my kids love, 
because their friends are there.  
 
What makes me want to go more is if it’s sunny. 
 
We’re interested in photographic exhibitions and have been to the Abbey 
to see some of those, but it’s always more in passing because we’re in 
town for something else. 
 
We use the Selby library. 
 
We use the local cinema in the old town hall.  
 
We don’t get lots of local information.  
 
If it’s going to be a full day thing then I’m more interested. Like we’ll go to 
Leeds to the gallery then a gaming café. 
 
There was talk of an arts centre that would double as a cinema and that 
would be great. 
 
Getting people to walk into town would be good. No one interacts in the 
centre cause everyone drives.  
 
Redoing the train station would be great.  
 
Classes where you could learn, a dedicated space where you could learn 
about arts and crafts things and do them would be great. 
 
Save Our Selby Facebook group isn’t that useful, but you get a lot of 
information there. 
 
Selby Police have a Facebook group I’m on. 
 
There’s music groups like Mini Maestros that I’m on, on Facebook.  
 
My estate has a private group on Facebook, we’re very active on that. 
Local neighbourhood groups are def[initely] something they should be 
sharing on. 
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I follow Selby Abbey on Instagram and love it when people tag themselves 
in pictures with the Abbey. I find it fascinating to see who’s visiting Selby. 
 
They need to find interesting short bursts to connect people to history. 
 
Barriers to engagement  
 
One consultee cited the relationship with the Abbey and by proxy, religion 
as off putting to engaging with local cultural activity. The competition of 
nearby York and Leeds was mentioned again and the paucity of cultural 
offer in Selby. Some felt that history wasn’t particularly interesting and 
there was a common theme of feeling like much of the offer wasn’t family 
friendly. Poor communications was a key barrier expressed, either not 
seeing any or not being enticed by what they did see to want to attend. 
 
I’m not into anything to do with churches. 
 
An event in Selby doesn’t have the money to compete with the likes of 
York and London and when we’re going out we go there. 
 
Local history doesn’t grab any of us. Adding the word local to history 
doesn’t make it any more interesting. 
 
Selby doesn’t have a museum or a theatre. I have to go elsewhere for 
that. 
 
We live a few miles out of Selby and it’s the sort of thing we’re interested 
in but it [Selby 950] didn’t impact upon us at all, I just didn’t see anything 
about it. 
We are online and never see anything going on about Selby. 
 
I’m not interested in Selby history. 
 
I didn’t see much for children. 
 
I remember seeing a flier and just thinking, oh well, nothing interesting 
there. 
 
Anything in Selby is like half an hour, no point going in for that. 
 
I’ve a range of ages, from 4 to 15 so that’s hard for us to find activities. 

 

Some of the stuff on at the Abbey was a bit grim. 
 
There should have been lots more going on. 
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People going around with leaflets, more banners outside places like 
supermarkets. They could have really enhanced the abbey a bit more. 
They could have posted it to all of us.  
 
It came and went without me to be honest. 
 

3.4. Stakeholder consultation  

As part of the dedicated work for the Audience Development Plan eight 
one-to-one consultations with stakeholders who know the District and its 
audiences well were undertaken. 
 
The consultations focused on four key areas: 
 

❑ Barriers to engaging / challenges facing local people 

❑ Motivations for local people to engage 

❑ Strategic considerations  

❑ Priority audiences for stakeholders 

The following direct quotes summarise stakeholders thoughts and 
responses towards developing audiences for culture. 
 
Barriers to engaging / challenges facing local people  
 

➢ People can be quite negative and it’s hard to get them to see things 
differently about the place. 

➢ Some kids here won’t have crossed into another street, let alone 
another town. 

➢ Some do the place down quite a lot, with some seriously negative 
language. They act like we’re a mining town but they [the mines] 
were only here about 20 years, we’re not miners. But some people 
feel like we’ve lost our heritage. 

➢ There’s a high proposition of low education attainment and skills in 
our area, under employment.  

➢ The cultural offer isn’t obvious in Selby – it’s not that it isn’t there. 
Historically there’s been literature and music festivals. There’s 
heritage and trails but they’re not easy to access. But you have to 
be interested already and have the confidence to find it. 

➢ I’ve found it staggering how little people are prepared to travel 
around Selby for anything. Young people won’t leave the five roads 
around their house for the six weeks for the holidays. 
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➢ Asking people what they want with a blank sheet of paper can be 
paralysing for people. It’s easier to ask – ‘would you like more or 
less of this?’ 

➢ Unless it’s taken to you, you’re just not going to go. It’s too much 
expense and hassle and everything here culturally is focused in 
certain areas. 
 

➢ Generally, there’s a lack of cultural opportunities – people struggle 
to find low cost activities. The shows that are on at the Town Hall 
are out of reach for the people we work with. 

 
➢ From those residents that we work most closely with it hasn’t 

cropped up [Selby 950]. For those that have heard of it or engaged 
it’s helped with local pride. I would guess that most of their events 
haven’t really reached the Big Local community unless they’re 
already involved in the Abbey or a church group. It’s a bit too 
aligned with religion, or a civic thing. It doesn’t feel relevant to this 
community.  

➢ We do Friendship Friday at community house, a range of arts based 
projects, we bring animals in – you name it we do it. It’s for anyone 
who’s ruddy lonely and needs a structured way. Just rocking up for 
coffee to meet people never works, especially for men. Men really 
struggle with loneliness. 

➢ Selby’s shut on Sunday. 

➢ The biggest issue is people thinking that is not for me. That’s not 
for my community or the type of person I am. And also – what am I 
going to bring to the table? You have to sneak culture in. “Course 
you can learn an instrument if you want to, course you can sing, 
course you can create an environment for culture”…But you have to 
have the right people in the room to do it with them. That’s the 
really important thing. People who will ground it and encourage 
them. A spade’s a spade, if they get one whiff of being done to, or 
patronised, you’ve lost them. You have to be grounded and 
encouraging and then you pretty quickly crack it. Everybody is 
worth it. We are talking to people who’ve been ignored for decades. 
If you get it wrong you can wipe out engagement for the rest of 
their life. If they’re allowed to feel there’s no expectations it’s 
amazing what you can get people to achieve. We do it with you not 
to you. 

➢ Trying to persuade people to part with cash and that it’s worthy of 
their time. There isn’t a culture of taking risks like that. If people 
were exposed to things more often they might take those risks 
more. 
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➢ People feel they couldn’t use existing spaces like the Town Hall 
because it’s a bit too formal and their kids go crazy and run about. 

Motivations for local people to engage  
 

➢ People love heritage here, they just love it. They talk with a lot of 
pride about it and are sad about the things we’ve lost, like 
shipbuilding.  

➢ They’ll go out to York and Leeds for culture. They like to do things 
for free and they enjoy outdoors too. 

➢ Sometimes you can provoke people and challenge them. When they 
know you’re absolutely for Selby they change their narrative a bit 
more. The more you reflect people’s voices the less they’ve got to 
argue against. 

➢ We’ve just bought a building at the beginning of this year. It’s a 
derelict ex-mini supermarket. We know people wanted more 
community space – somewhere to make things happen and access 
activities and create their own. That space will be a catalyst for that. 
It gives us a base and some visibility. We’ve done a lot of 
community engagement around this space. They’ve said about 
wanting arts and culture, a café, space to hang out, enterprise area 
there.  We’ve had groups of young people do film making, 
photography, poetry. 

➢ We do simple stuff but consistently. So, we have for example a 
travel club, an Over 50’s computer class, in the past we’ve had Tai 
Chi classes or Raspberry Pi coding workshops. People like to be able 
to just drop in and do something. People don’t come to ‘find out 
more’ – it’s ‘come and learn something new’ or ‘come and have 
lunch/ a cup of tea’ that brings them. 

➢ If they had more themes around for example, celebration – how can 
we celebrate the community and our heritage and create things to 
celebrate in the future. 

➢ Arts help you to express when you don’t have the words to share. 

➢ Sherburn Festival, we set it up three years ago. We started it with 
£50k and we bring in top acts and celebrity chefs and have about 
150 stalls. This year it attracted 12,000 people, people can’t believe 
we bring in what we do. It’s that whole all round offer, high quality 
and something for everyone and a bit different. That’s the secret. 
We’re offering something people don’t expect in an area like this – 
it’s a top notch event. We keep the entrance fee down due to 
sponsorship, so only charge £7 to come in. And we do two free 
‘Parties in the Park’, which is sponsored by the Council, as part of it 
– 3,000 came to those. Interestingly, when we called it ‘craft and 
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food’ at first we didn’t get everyone, but as soon as we called it a 
Festival we got a lot more young people and families. 

➢ People here need to understand their significance locally, nationally 
and internationally. 

➢ People connecting with people literally on the same street that they 
didn’t know before has been one of the most powerful things to 
come out of Big Local. 
 

➢ Selby Town [Council] run a big Father’s Day event each year and it’s 
all free, the Town Council pay for that. It’s been going about 20 odd 
years, they have brass bands in the park and music acts and tea 
dances, people are experiencing culture but they don’t realise it and 
I suspect that’s why it’s so popular. 

➢ Gaming and digital skills is interesting to them [local young people] 
and crafts events have been really popular. 

➢ We had a red gazebo in community park with outdoor games and 
families came and just hung out and families came and had picnics. 
That worked much better than traditional consultation and we had 
informal and organic conversations. It’s a space where theatre and 
art could happen and people feel comfortable there. People want 
creative opportunities but they’re scared of feeling stupid and not 
understanding. 

➢ I didn’t find about Selby 950 until two weeks before the parade 
happened. It was just too short notice. Quite a few of our residents 
watched the parade though. We would have been involved if we’d 
had a longer lead in time and been involved from the start. 

➢ People really want to feel pride in where they live. Activities and 
opportunities that are place based help that. 

➢ People, especially young people want to be involved in the creation. 

Strategic considerations   
 

➢ We need to find easy ways to find out what people like and don’t 
like, we can’t afford to buy in consultants all the time. 

➢ There’s quite a lot goes on in small groups like Abbot’s Staith 
Heritage Trust and a civic trust [Selby Civic Society] but they don’t 
talk to each other or join up. The sports clubs operate that way too. 
We’re very disjointed. The different sectors within the creative 
industries don’t talk to each other either. If you want to shut down 
a road you need to know who to go to for it. People need to be 
connected more. 

➢ We don’t tap into our industrial heritage as much as we could. 
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➢ Selby 950 has brought people out of the woodwork. But you need 
to know who you’re talking to, to encourage them out. 

➢ Facilitating resource in someone like [Culture Manager named] to 
find out who people are and tailoring a community focused 
programme with high quality artists and working with local people 
to pass on skills and confidence. We need to give them a licence to 
do something rather than waiting for the Council to tell them to do 
it. 

➢ Making it easy for people to get involved is the biggest thing. 

➢ We need to better understand what people understand by the 
words culture and art. What do they mean to them?  
 

➢ It’s taken a lot of effort to get where we’ve got to because of the 
historical lack of investment in community infrastructure and 
development in the District, so there was little capacity and 
organisations to hook onto. There are two underlying issues here, 
social isolation and the other is poor mental health – young people 
cuts across that. 

➢ Getting out into the streets is so important. 

➢ We need to make the pathway to getting involved clearer – we 
think the building will help with that.  

➢ Selby District AVS have a big reach into the third sector in Selby. 
We’ve worked with the job centre and citizens’ advice before and 
the new dementia alliance in Selby. There’s an equalities network in 
Selby we work with too. 

➢ If you scratch the surface there’s so much racism, poverty, here. 

➢ I’m off to see Jackie Graham in the town hall, ruddy brilliant. 
There’s a ruddy big abbey but after I’ve done those two that’s about 
as far as it goes really. You then move down to little community 
projects that don’t ever get seen. 

➢ The offer in Selby has been weak to non-existent, with the 
exception of the Town Hall, to date. There is no culture of culture 
here. There’s no amateur dramatic society and those sorts of things 
here.  

➢ The fact it’s a dormitory town is quite challenging. It’s cheap 
housing if you work in York or Leeds and that’s a challenge in terms 
of keeping the high street alive. People will shop at work and do 
their culture where they work and just come here to sleep. 

➢ I’ve talked about having a marketing officer in the region that was 
shared between a number of venues, but it was impractical because 
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of the distances involved, but if there was someone from the 
Council that could be involved in cultural marketing that could help 
us: half a day a week or something, it would make a real difference. 

➢ 950’s been great and we’ve had good TV coverage but we need to 
carry it on. I worry it will fall flat if it’s not managed going forward. 

➢ We’re severely lacking in theatres and the like, but York is so close 
and 90% of our workforce work outside of Selby. 

➢ There’s no coaching or mentoring for up and coming artists here, 
but it could be quite a good place for artists because it’s less 
expensive than Leeds and York, there’s a lot of potential for a 
creative community but it would need support and I’m not sure the 
support is here. 

Priority audiences for stakeholders 

➢ What’s going to convince young people that it’s worth staying here? 
That’s what we need to work out. 

➢ There’s three target audiences for me: 

• Older people – they have the time for culture and are part of the 
legacy  

• Families – children who are learning and experiencing amazing 
things. Selby Sings went down really well because of pester 
power.  

• Younger people – before they go off to uni, 14-16 years, ones 
who are out and about without parents and working out how 
rooted they are in a place and what they’re connecting with. 
We’ve got such talented people but we just can’t keep them. 
They come back when they have aging parents, but not before. 

➢ We did a visit to Leeds playhouse with three year six classes, about 
130 pupils, to do a mixture of performance and drama workshops 
and have some exposure to what careers in the arts sector might 
look like – 98% of those kids had never been in a theatre. That’s 
wrong. 

➢ We’re trying to reach young people because there isn’t much for 
them and some youth services no longer exist so there’s lots of 
vulnerable young people here. 

➢ A lot of our volunteers are older. 

➢ The schools are really receptive to us working with them. 

➢ We designed a t-shirt competition with schools last year, just a fun 
little competition, super cute. Hundreds of 8 year olds wearing nice 
t-shirts and that worked well. The schools are good at fostering a 
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sense of local history. Outside of schools though they haven’t really 
reached the community. 

➢ There’s quite a sizeable older population, lots of families, a large 
Polish community around Flaxley Road and lots of single mums. 
 

➢ I work with [a film maker] who works with young people locally – 
these work really well at engaging young people and children and 
inspiring them about the issues they face. 

➢ York is only ten minutes away but we don’t tap into that market. 
The current tourism post is new and should have been done sooner. 

➢ We have very active U3A groups, there’s 1,000 members in 
Sherburn and about 600 in Selby – that brings people together who 
are lonely. 

➢ We don’t have a lot for young people to do. We’re pretty poor on 
that. 

➢ We really struggle to engage teenagers around here. 

3.5. Barriers to engagement  

Below are the barriers to engagement that have been identified through a 
comprehensive analysis of the audience insights and evaluation that has 
informed this plan. The barriers are broken down into five categories: 
 

Organisational The ways in which SDC and Cultural 
partners will operate, which may in turn 
serve to exclude or deter potential visitors 
and users. 

Learning and intellectual Where people have difficulty learning about 
Selby District and its stories, taking part or 
attending arts activities because of the way 
the experience is presented and/or how the 
information is provided. 

Social and cultural Social and cultural barriers arise if the 
cultural offer does not address interests and 
life experiences of people from a range of 
cultures and different social backgrounds. 

Financial Financial barriers derive from an audience’s 
ability to afford the experiences offered, as 
well as the perceived value for money. 
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Physical and sensory  Physical and sensory barriers relate to those 
issues which may affect actual access to the 
cultural offer and limit the potential 
experience in all senses. 

 

3.5.1. Organisational barriers  

❖ Despite a number of strategic groups with some level of cultural 
responsibility/remits, there is currently a lack of co-ordinated 
interaction (development or delivery) for the sustained provision of 
cultural opportunities and activities for local people in Selby District.  

❖ Related to the above point, working across sectors such as Health 
and Wellbeing, Education and Economy to advocate for the benefits 
of culturally-led interventions has been limited. 

❖ Limited partnerships and joined up thinking across the wider District 
means that some areas may feel left behind and that the only focus 
is Selby town. 

❖ The current offer (pre Selby 950) was not offering a consistently 
high quality nationally significant and recognised cultural product, 
so audiences have needed to travel elsewhere to experience that. 

❖ As a Council there is a fixed corporate brand, reputation, 
communications strategies and policies that are not conducive to 
the styles of communication and messaging that will feel relevant, 
inspiring and enticing to many of the audiences SDC seeks to 
engage.  

3.5.2. Learning and intellectual barriers  

❖ Omnichannel marketing that includes a strong social media 
strategy, will help raise awareness of events, create a seamless 
customer experience and make audiences aware of what’s 
happening.  

❖ For some audiences with lower literacy levels, those where English 
is not their first language or for people with a visual impairment, 
relying on printed, digital communications or learning materials will 
prevent them from engaging.  

❖ Not everyone will have access to, or be confident in, using digital 
and online engagement tools, so relying on these alone will leave 
some audiences behind. 

❖ The paucity of cultural venues, offer and product in the District 
means the opportunities to learn anything about local history and 
heritage or take part in creative and cultural activities is severely 
restricted. 
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❖ There is also a lack of online learning resources in relation to the 
history and heritage of Selby District. 

❖ The lack of venues to visit and teaching resources may deter 
schools from visiting. 

❖ A lack of engagement with local schools in relation to curriculum 
opportunities through culture in Selby District means many teachers 
will be unaware of the educational potential available to them. 

3.5.3. Social and cultural barriers  

❖ Many local residents won’t participate / get involved in activities 
unless they are specifically welcomed in by others they trust, such 
as friends, neighbours, voluntary sectors orgs or schools. These 
networks and routes for engaging the hardest to reach groups have 
not yet been mobilised, although Selby 950 began the groundwork 
for identifying who some of these community partners and 
gatekeepers are. 

❖ There is a perception that the ‘wraparound offer’ for cultural activity 
such as retail and catering is poor, which will put audiences off who 
are seeking added value for their day or half day out. 

❖ The competition from York and Leeds, where nationally significant 
and low cost arts and heritage can be readily accessed and a ‘full 
day out’ readily available, is a hugely competitive offer to draw 
Selby District residents out of the area and away from any cultural 
opportunities on their doorstep. There is also a general flow of 
travel which takes Selby District residents to these places very 
easily: Tadcaster, for example, has a natural route to Leeds/York via 
the A64, but a much less natural one to Selby. 

❖ The timing of events for some target audiences can be a barrier. 
For example, evening events may feel unsafe for audiences or not 
fit in with homelife routines, whilst daytime events may exclude 
those who work. 

❖ There is a growing BAME population in Selby District. If they feel 
that the culture being offered isn’t relevant to their lives and 
interests this will act as a barrier to engagement. 

❖ It is a commonly held belief amongst many of the target audiences 
living in Selby that arts and heritage is “not for the likes of me”. 
Overtly positioning activities as cultural experiences is likely to be 
off putting for people who currently hold these views. 

❖ Some audiences hold negative perceptions of Selby town centre and 
perceive the area to have anti-social behaviour problems which 
deters them from visiting. 
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❖ Many audiences have children of different ages and their decisions 
on how to spend their time are largely driven by the preferences of 
children. A lack of obviously family friendly cultural opportunities will 
drastically limit the ability to engage these audiences. 

3.5.4. Financial barriers  

❖ Parking and travel costs and availability (including for mini buses 
and coaches), particularly in Selby town, could prevent some 
audiences from attending. 

❖ Perceived wraparound costs, such as food and shopping, may be off 
putting to some audiences. 

❖ Ticket prices and entry fees will prove a significant barrier to some 
audiences on low incomes, as will perceived value for money. 

❖ Class or tuition fees will prove a significant barrier to some 
audiences on low incomes. 
 

❖ Where activities or opportunities are offered that may require 
audiences to purchase supplies or special equipment to take part, 
for example art supplies, special dance shoes or a musical 
instrument, this will prove a significant barrier to some audiences on 
low incomes. 

3.5.5. Physical and sensory barriers  

❖ The lack of physical arts and cultural infrastructure (venues) is a 
major barrier to cultural engagement for Selby District audiences, 
particularly those who wouldn’t travel to areas such as Leeds or 
York to access culture and feel that culture isn’t for them.  

❖ The lack of a physical space to showcase heritage artefacts / 
information to improve the understanding / messaging / 
accessibility / visibility of Selby’s District’s heritage offer means that 
the rich and important heritage of Selby is all but invisible. 

❖ Some areas of the District feel tired and unloved, particularly Selby 
town, where the town centre has suffered from anti-social 
behaviour, which will deter some audiences from visiting. 

❖ If culture is programmed in places and spaces where access is 
limited for people with a disability, for example wheelchair users, 
then an important audience will be excluded.  
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4. Inspired by Culture 
 

4.1. Introduction  
 
This chapter considers the strategic context for culture, the audience 
insights from segmentation, demographics and conversations with both 
non users and stakeholders and the full evaluation report of Selby 950. It 
sets out the vision, strategic objectives and guiding principles for Audience 
development and the target audiences. 

 

4.2. Audience development strategic framework  
Figure 10 below sets out the vision, supporting strategic objectives and 
guiding principles for audience development in Selby District which 
constitute a guiding framework. An explanation of the principles follows. 
 
Fig 10. Selby District Audience Development Framework  
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4.3. Principles for Audience Development 
 
A set of guiding principles has been developed that should inform every 
audience development activity planned and delivered in Selby District. 
Following these principles will play a mission critical role in propelling the 
District towards realizing its vision for culture and audience development. 
 

4.3.1. Distinctly Selby District  
 
To compete successfully with places like York and Leeds, Selby District 
must leverage its unique tangible and intangible assets. The District has a 
rich tapestry of heritage and stories upon which to draw: many of these 
are currently largely invisible. ‘Brand Selby’ will proudly package and shout 
about the stories that make the District stand out for all the right reasons. 
 

4.3.2. Heritage inspired, arts enabled  
 
Selby 950 proved that using arts activities, be that singing, story-telling, 
light, dance or a carnival style parade, is a powerful way to capture hearts 
and minds. We know this also bears out across best practice examples 
including Hull City of Culture 2017. Going forward Selby District Council will 
seek inspiration from the area’s history and heritage and bring that to life 
through a diverse range of arts led activities that residents can create, 
attend and participate in. 
 

4.3.3. Partnership & Co Creation 
 
In order to achieve true culturally-led regeneration and placemaking it will 
be vital to develop strong partnerships outside of the cultural sector 
vacuum. This will include partners across the public and voluntary sector, 
as well as private sector businesses. All partnership working will be driven 
by the shared goal of benefiting Selby District’s communities. Whilst 
partner organisations will be a vital conduit to engaging with audiences, 
they are only one part of the puzzle. Target audiences will also become 
key partners in shaping the stories and activities that engage and inspire 
them. Their voices will be heard and prioritized in every decision and 
action designed to impact upon them and resonate with them. 
 

4.3.4. Familiar places and spaces 
 
We know that many of the target audiences for development feel 
uncomfortable in traditional cultural spaces, such as museums, galleries 
and theatres. The approach to engagement for Selby District will therefore 
focus on the pro-active programming of activity in places and spaces that 
target audiences know and trust and in which they feel comfortable and 
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welcome. SDC and its cultural partners will meet audiences where they 
already are, in every sense. 
 

4.3.5. Inclusive and accessible  
 
No cultural engagement will happen without embedding the widest 
accessibility possible, so that culture is open to everyone regardless of 
background or ability. Whether that’s providing dedicated viewing; parking 
and seating areas; sufficiently wide entry and exit points; accessible 
facilities for wheelchair users and those with mobility issues, or an inability 
to stand for long periods of time; BSL interpretation, audio-captioning, 
captioning, tactile approaches for those with visual or hearing 
impairments; appropriate lighting and sound; Mobiloos; dedicated staff 
and volunteers to support people with disabilities; designated autism-
friendly sessions; a dementia-friendly approach or any other specific 
consideration or adaptation. All activities will be designed to be accessible 
and include everyone. SDC will also ensure that cultural activities are 
District wide, so that those who may be geographically isolated can benefit 
from, and access, culture. Addressing all the barriers identified, for all 
audiences identified through this report, will ensure that everyone 
engaging with culture feels included, welcome and valued. 

 

4.3.6. Ambition and Quality  
 
The communities within Selby District deserve access to the highest quality 
facilities, heritage interpretation, and arts events and activities. Ambitious 
and inspiring cultural projects and outputs should not be the exclusive 
preserve of people living in big cities. SDC and its cultural partners will 
work towards embedding cultural ambition and investment, commissioning 
the highest quality practitioners possible and delivering best practice in 
audience engagement. This won’t happen overnight and will take time to 
develop and establish. However, SDC must commit to delivering ‘root to 
fruit’ cultural excellence that excites, entertains and inspires every 
generation in the District, today and tomorrow. 
 

4.4. Target audiences  
 
Having examined all of the audience insights available through pre, during 
and post Selby 950 research, we have identified the following key 
audiences to engage over the next three years. Figures 11a and 11b 
include audience segments from the Audience Spectrum segmentation tool 
and some less scientific but easily identifiable target audiences based on 
the demographics of the local area and those most likely to benefit and/or 
least likely to currently engage with culture. 
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Fig. 11a Audience Spectrum Target Audiences   

 
Fig. 11b Selby Community Target Audiences    

 
The action plan in the next chapter has been designed to specifically target 
and engage all of these target audiences over the next three years. 

Target 
Audience 
Spectrum 
Segments

Dormitory 
Dependables

Trips & Treats

Facebook 
Families

Home & 
Heritage

Up our Street 

Commuterland 
Culturebuffs

Local low income 
families 

Local teenagers 

Local older people 
Local people with a 
disability 

Local Schools
Volunteers recruited 
from and representative 
of all target audiences  
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5. Inspiration in Action 
 

5.1. Introduction 
 

This chapter sets out a three year audience development action plan for SDC.  
It has been specifically designed to respond to and reflect: 
 

❑ The strategic context that SDC is operating within, including an 
emerging Cultural Strategy for both Selby District and North Yorkshire 
and the COVID-19 recovery and resetting phases 

 
❑ The combined audience, product and market insights from 

before and during the Selby 950 year and evaluation  
 

❑ The barriers we know target audiences face to engaging with culture 
 

❑ The motivations target audiences have to engage with culture  
 

❑ The vision for audience development and culture  
 

❑ The supporting objectives for audience development and culture  
 

❑ The guiding principles for audience development and culture  
 

The actions set out below have been divided into three time frames: 
 

❖ Short term: July 2020 – July 2021 
 

❖ Medium term: August 2021 – July 2022 
 

❖ Long term: August 2022 – August 2023 
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 Action Target 
Audience 

Resource Implications Timing 

1.  Distinctively Selby District Destination Brand 
Development  
 
Develop a culturally charged place making brand that is distinctly 
Selby District. Then consistently apply this across an omni 
channel, integrated marcomms strategy, underpinning all of the 
actions in this plan and wider campaign and audience 
communications.  
 
As part of the strategy develop a digital media strategy 
maximizing the impact of social media to reach and engage 
audiences and developing a central online hub for culture. 
 
Ensure that the voice is recognisable, authentic, inspiring and 
enticing to priority audiences.  This should be distinct from the 
SDC Corporate brand and voice. 

All Budget to commission a 
brand and/or design 
agency. 
 
Staff time to project 
manage.  
 
Budget to implement 
strategy. 

Short term 

2.  Undertake research with under-represented priority 
audiences in Selby District to better understand their 
priorities, motivations and barriers to engagement 

Ensure that programme development and ancillary offers are then 
responsive to their wants and needs. 

For example, engaging a greater proportion of males with future 
arts, culture and heritage projects will require careful 
consideration of the disciplines utilised and themes addressed – 
sport is a key route to this target audience, as are more 

Young people 
aged 16-24 
years; young 
adults aged 
25-29 years; 
White Other; 
people with 
disabilities 
and long-term 
limiting 
illness; 

Staff time. 
 
Research budget. 

Short term 
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 Action Target 
Audience 

Resource Implications Timing 

traditional heritage projects, and themes/topics such as 
engineering, transport, film, technology, and health and fitness. 

 

residents in 
towns & 
villages 
beyond Selby 
town; men; 
Experience 
Seekers; 
Heydeys; 
Kaleidoscope 
Creativity 

3.  Build relationships with ACE National Portfolio 
Organisations with an aim of developing delivery 
partnerships 
 
Many nationally significant arts and heritage organisations have a 
remit to bring their work to under represented and/or hard to 
reach audiences and have the budgets to do so. There are also 
dedicated touring networks. With a firm focus on bringing the 
highest quality arts and heritage to the district, SDC should 
identify and partner with National NPO’s to develop and present 
work and projects with and for Selby District audiences. 
 

All Staff time to develop 
relationships with NPO’s 
and project manage any 
resulting partnerships.  
 
Potentially a budget for 
funding to match the ACE 
investment 

Short - 
Medium term  

4.  Action learning set with comparable Councils 
 
SDC to identify Councils with similar goals and shared audiences 
at different points of the journey. A good starting point may be 
some of the Creative People and Places participants or via 
www.local.gov.uk/topics/culture-tourism-leisure-and-

All Staff time to set up, then 
attend sessions. 
 
Potential training budget 
to facilitate sets or 
consultant facilitator. 

Short - 
Medium term 

http://www.local.gov.uk/topics/culture-tourism-leisure-and-sport/culture-led-regeneration-case-studies
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 Action Target 
Audience 

Resource Implications Timing 

sport/culture-led-regeneration-case-studies  or 
www.local.gov.uk/topics/culture-tourism-leisure-and-sport/good-
practice-culture  
 
Consider formalising these relationships by inviting the lead 
officers on these projects to be part of an Action Learning Set 
whereby everyone can learn from each other and share new 
perspectives on cultural challenges. More on action learning sets 
can be found here: www.intrac.org/wpcms/wp-
content/uploads/2016/09/Action-Learning-Sets-An-INTRAC-guide-
1.pdf  
 

5.  Develop an engagement image bank and other marketing 
collateral 
 
The high quality images of Selby 950 evidence the power of a 
strong visual. Audiences need to see ‘people like me’ enjoying the 
things you want them to enjoy. Where possible capture the 
audiences who engage and enjoy the actions presented in this 
plan as an important communications and advocacy tool to other 
people like them and stakeholders. 
 

All Photography & marketing 
budget. 
 
Staff time to commission 
photography and use it to 
engage more audiences 
and stakeholders. 

Short – 
Medium term 

6.  Monthly family picnic: April – September  
 
The annual Selby town family fun day in June is very popular and 
the research carried out for this plan indicates that there is a 
perception that the District isn’t particularly family friendly. A 
monthly ‘family picnic’ across the District could act as an effective 

All families  Staff and volunteer time to 
organize. 
 
Budget to deliver including 
marketing, commissioning 

Short – 
Medium term 

http://www.local.gov.uk/topics/culture-tourism-leisure-and-sport/culture-led-regeneration-case-studies
http://www.local.gov.uk/topics/culture-tourism-leisure-and-sport/good-practice-culture
http://www.local.gov.uk/topics/culture-tourism-leisure-and-sport/good-practice-culture
http://www.intrac.org/wpcms/wp-content/uploads/2016/09/Action-Learning-Sets-An-INTRAC-guide-1.pdf
http://www.intrac.org/wpcms/wp-content/uploads/2016/09/Action-Learning-Sets-An-INTRAC-guide-1.pdf
http://www.intrac.org/wpcms/wp-content/uploads/2016/09/Action-Learning-Sets-An-INTRAC-guide-1.pdf
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 Action Target 
Audience 

Resource Implications Timing 

way to engage local families with taster arts and heritage in a fun 
and relaxed setting.  
 

creative practitioners and 
supplies.  
 

7.  Create digital learning resources  
 
As part of the new brand and dedicated website, commission 
formal and informal learning resources including downloadable 
print and film based on the history and heritage of Selby for 
example, www.visitchurches.org.uk/what-we-
do/learning/schools.html  and www.visitthemalverns.org/things-
to-do/towns/malvern/route-to-the-hills/  
 

All Staff time to manage 
commissions. 
 
Consultancy budget to 
develop learning 
resources. 

Short – 
Medium term 

8.  Continue to work with tourism destination agencies 

Such as Visit York and Welcome to Yorkshire to develop 
strategies for increasing day visits to the district, including staying 
visitors in York and to develop short stay packages that include 
the district’s arts, culture and heritage offer.  

These packages should be included in any marketing plan for 
both the event/activity and the District. 

Visitors & 
potential 
visitors to the 
District  

Staff time. 
 
Development & marketing 
budget. 

Short – 
Medium term 

9.  Continue to work with… 

STEP, the Regeneration and Economic Development Teams 
within SDC, local businesses, local arts, culture and heritage 
organisations, and local community and voluntary groups to 
identify strategies for how the district’s retail and hospitality 
sectors and, by extension its night-time economy, can support 
the arts, culture and heritage sector (and vice versa) to ensure 

All Staff time. Short – 
Medium term 

http://www.visitchurches.org.uk/what-we-do/learning/schools.html
http://www.visitchurches.org.uk/what-we-do/learning/schools.html
http://www.visitthemalverns.org/things-to-do/towns/malvern/route-to-the-hills/
http://www.visitthemalverns.org/things-to-do/towns/malvern/route-to-the-hills/
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 Action Target 
Audience 

Resource Implications Timing 

that audience experience and satisfaction is maximised for both 
residents and visitors. 

10.  Train staff and volunteers in disability, access and 
diversity awareness and best practice  
 
To ensure accessibility and inclusivity is embedded throughout all 
audience development actions invest in robust training spanning 
a range of disability, from physical disabilities to learning 
disabilities and diversity, including all protected characteristics, 
ethnicity and socio-economic groups.  
 

People with a 
disability  
 

Staff and volunteer time to 
attend. [All staff and 
volunteers involved with 
design and delivery of 
cultural activity] 
 
Training budget. 

Short – 
Medium term 
(ongoing) 

11.  Monthly ‘new Selby District brand’ What’s On e-
newsletter 
 
Using the new brand collateral (positioning, messaging, tone of 
voice and brand palette etc) create a monthly newsletter 
targeting all residents with opportunities to see and/or participate 
in cultural activities in the District as well as showcasing local 
retail and catering businesses. Have a regular interview with a 
local resident to share a ‘Selby Story’ and a monthly theme 
related to the District’s history and heritage as well as a ‘family 
friendly’ section – ensure the newsletter is relevant and resonates 
with the target audiences. 
 
Use the integrated marcomms strategy to create a call to action, 
to encourage sign-ups for the e-newsletter and grow the email 
database. Use the newsletter sign up to gather vital audience 
stats – postcodes at a minimum to be able to run the database 

All  Staff time to collate and 
create content and design.  
 
Budget to mailchimp 
subscription or similar - 
mailchimp.com/pricing/  

Short term - 
ongoing 

https://mailchimp.com/pricing/
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 Action Target 
Audience 

Resource Implications Timing 

through the audience spectrum segmentation and identify 
postcodes from deprived areas. 
 

12.  Invest in a Selby District ‘Heritage Interpretation 
Masterplan’  
 
Work with an Interpretation specialist to identify heritage stories 
and explore effective ways of sharing them. 
 
This work has the capacity to further develop Selby 950 Hidden 
Histories.  
 
The interpretation specialists will engage the local community in 
researching, exploring and choosing the wide variety of heritage 
to uncover through new interpretation channels and collateral 
including for example: 
 

▪ The importance of Selby as a Medieval wool-shipping & 
trading town and the long-term importance of its 
shipbuilding 

▪ Tadcaster’s Roman heritage 
▪ Sherburn’s aviation history and its little known past 

growing teasels for the wool industry  
▪ The influence of the River Ouse and the archaeology rich 

landscapes of the District 
 

All Staff time to project 
manage. 
 
Consultancy budget for 
interpretation planning 
and design specialists. 
 
Budget to produce 
collateral and install as 
appropriate. 
 
Potential maintenance 
budget.  

Medium term 

13.  Establish a forum for cultural engagement & advocacy 
across the District 

All audiences  Staff time to establish and 
convene forum meetings 

Medium term  
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 Action Target 
Audience 

Resource Implications Timing 

 
Having a single, District wide cultural forum/partnership that 
includes representatives from all of these important stakeholders 
who can credibly represent both target audiences and the 
different sectors that interconnect with culture (including health & 
wellbeing and education), will ensure that as many voices and 
priorities are included in the co creation and delivery of culture in 
Selby District. The forum would be tasked with working in 
partnership to deliver this action plan and the wider cultural 
strategy. 
 
A governance model for the forum should be researched but it 
may be that a membership model is appropriate akin to aha-
mk.org/ or www.somersetculture.org.uk/our-aims-objectives-for-
great-arts-culture/ These models could contribute to a more 
sustainable cultural legacy that is ultimately independent of SDC. 
 

and attend networking 
events. 

Potential events and 
training budgets for forum 
members – possibly 
covered by a membership 
fee. 

 

Potential consultancy fees 
to research governance 
options. 

14.  Establish a Youth Advisory Committee for Culture  
 
Recruited from local young people akin to these examples: 
www.barbican.org.uk/take-part/young-creatives/youth-panel 
www.wandsworth.gov.uk/news/november-2019/get-involved-in-
arts-youth-panel/  
www.artfund.org/get-involved/apply-to-join-the-first-youth-panel-
at-the-royal-albert-memorial-museum-and-art-gallery 
www.horniman.ac.uk/about-the-horniman/opportunities/young-
people-at-the-horniman/ 
 

Families, 
teenagers and 
schools  

Staff time to develop and 
facilitate. 
 
Expenses budget for 
young people to travel to 
meetings. 
 
Potential project budgets 
from activities arising out 
of the youth forum.  

Medium term  

aha-mk.org/
aha-mk.org/
http://www.somersetculture.org.uk/our-aims-objectives-for-great-arts-culture/
http://www.somersetculture.org.uk/our-aims-objectives-for-great-arts-culture/
http://www.barbican.org.uk/take-part/young-creatives/youth-panel
http://www.wandsworth.gov.uk/news/november-2019/get-involved-in-arts-youth-panel/
http://www.wandsworth.gov.uk/news/november-2019/get-involved-in-arts-youth-panel/
http://www.artfund.org/get-involved/apply-to-join-the-first-youth-panel-at-the-royal-albert-memorial-museum-and-art-gallery
http://www.artfund.org/get-involved/apply-to-join-the-first-youth-panel-at-the-royal-albert-memorial-museum-and-art-gallery
http://www.horniman.ac.uk/about-the-horniman/opportunities/young-people-at-the-horniman/
http://www.horniman.ac.uk/about-the-horniman/opportunities/young-people-at-the-horniman/
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 Action Target 
Audience 

Resource Implications Timing 

The youth committee should be embedded into the delivery of all 
of this plan and have shared meetings with the cultural forum 
advocated for above and given the freedom to develop and run 
with their own creative projects that support the audience 
development framework of this plan. 
 

15.  Explore the development of a Culture Volunteer Force for 
Selby District 
 
Building on the volunteer base recruited and established for Selby 
950 work in partnership with Selby District AVS and the wider 
cultural forum to establish a new volunteer programme for the 
District, that includes grassroots community champions 
representing the target audiences and heritage explainers who 
can be visible around the District and easily identifiable through a 
distinctive uniform that reflects the new brand. 
 
Share this plan and the audience development framework as part 
of the induction process and empower the volunteers to 
contribute their own ideas for projects and activities. 
 
Organise volunteer discovery trips to inspiring places and bring 
that inspiration back home for them to disseminate throughout 
their communities. 
 

All  Staff time to develop and 
manage volunteers. 
 
Potential budget to 
software such as 
www.betterimpact.com/ or 
volunteermakers.org/buy-
volunteer-makers/  
 
Volunteer training and 
events budget. 
 
Volunteer uniform / 
identifiers budget. 
 

Medium term 

16.  Develop a ‘Business for Culture’ advocacy and 
engagement plan  
 

All Staff time to project 
manage. 
 

Medium term  

http://www.betterimpact.com/
https://volunteermakers.org/buy-volunteer-makers/
https://volunteermakers.org/buy-volunteer-makers/
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Audience 

Resource Implications Timing 

Selby 950 laid some solid foundations for engaging businesses 
with culture but whilst the Drax support was exemplary the 
engagement and enthusiasm of small independent businesses 
was harder to win. 
 
Developing an advocacy plan to engage local businesses and 
show them how culture is good for business will benefit 
audiences through a stronger ‘wraparound’ offer to cultural 
activities which contributes to the overall experience and 
strengthens the new Selby District place brand. 
 
An example engagement activity could be to turn local shops, 
cafes and restaurants into art galleries and/or trails that tell the 
District’s stories through working with an artist or curator. 
 

Potential budget for 
advocacy events. 

17.  Outdoor arts programming 
 
Building on the success and lessons learnt from the Selby 950 
‘Parade’, commission a series of outdoor arts specialists to 
develop work encompassing carnival, circus, dance and music, 
which is accessible and open to everyone across the District.    
 

All Staff and volunteer time to 
project manage and 
deliver. 
 
Project budget. 

Medium term  
 

18.  Commission and/or support ongoing Cultural Wellbeing 
Projects 
 
Join www.culturehealthandwellbeing.org.uk to access best 
practice and inspiration and work with partners already 
addressing Wellbeing in the community such as mental health / 

All but 
particularly 
those on low 
incomes, 
people with a 

Staff time to work with 
partners, design and 
manage projects.  
 

Medium term 

http://www.culturehealthandwellbeing.org.uk/
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Audience 

Resource Implications Timing 

social isolation / dementia groups to co create culturally driven 
pilot projects with the intention to roll these out across the 
District. Offer low cost or free weekly creative sessions across the 
district, whether that’s a choir, art, photography or dance class, 
specifically designed to deliver health and wellbeing benefits for 
those who need it most. 
 

disability and 
older people  
  

Budget to fund projects, 
e.g., commissioning 
creative practitioners. 

19.  School holiday culture club  
 
Develop a dedicated school holiday programme of culture based 
projects targeting local teenagers. Where possible embed 
intergenerational activities and ensure all projects connect local 
young people to Selby District, fire their imaginations and make 
them feel proud of themselves and where they come from. 

Families &  
Teenagers & 
older people   

Staff and volunteer time to 
develop and manage. 
 
Budget to pay for or 
subsidize practitioner fees 
– may be delivered by 
partners as part of existing 
budgets. 
 

Medium term 
 

20.  Develop a creative partnership with Selby Town F.C. ('the 
Robins') and the wider football clubs in the District 
 
Selby Football Club is a volunteer run, community football club 
bringing together the people of Selby and the surrounding area - 
www.selbytown.co.uk. Their home ground is the Fairfax Plant 
Hire Stadium. This venue would act as superb outdoor space to 
deliver arts and heritage activity on. Work with the Club as a pilot 
programme to identify actions in this plan such as Selby Stages 
Selby Stories, young people’s school holiday programme or an 
annual carnival that could utilise and benefit local residents in a 

Hard to reach 
/ low cultural 
engagement 
audiences  
 

Staff time to develop the 
partnership and manage 
projects/ activities here. 

 Medium term 

http://www.selbytown.co.uk/
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Audience 

Resource Implications Timing 

space that feels community owned and driven already. Once the 
pilot has been delivered roll out District wide. 
 

21.  Explore ways to involve local College and 6th Form 
students in all relevant areas of this action plan 
 
The courses below all link in some way across many of the 
actions in this plan. Working in partnership with the college offer 
a workplace apprentice / experience scheme as appropriate and 
relevant to every action in this plan. 
 
Vocational courses at Selby College linked to arts and culture are: 
Art & Design:  
Level 3 /Extended Diploma in Art & Design 
Media, Music & Performing Arts: 
Level 3 /Extended Diploma in Music Performance & Production 
Level 3 /Extended Diploma in Creative Media Production & 
Technology 
Travel & Tourism:  
BTEC Level 3 National Extended Diploma in Travel & Tourism. 
 
A-Levels at Selby College of relevance to Selby 950 are: 
Art & Design: 
A-Level Art & Design 
A-Level (Photography) 
Media, Music & Performing Arts: 
A-Level Media Studies 
A-Level Music Technology 

Teenagers  Staff time to develop and 
manage placements.  

Medium - Long 
term 
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Audience 
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History: A-level. 
 

22.  Explore the development of a creative careers mentoring 
and pathways scheme for local young creatives  
 
Akin to the Blueprint Collective www.brent2020.co.uk/get-
involved/blueprint-collective develop a programme that enables 
Selby’s young and emerging creatives to work alongside and be 
mentored by established practitioners across the cultural sector 
and wider creative industries with a view to developing successful 
and sustainable careers. The scheme should provide creative 
work spaces and appropriate training such as fundraising for 
creative projects and developing a brand as well as more art form 
or heritage skills specific training. 
 
NB. This action may be subject to revision or redundancy 
depending upon the findings and recommendations of the Selby 
District Cultural Development Framework and the North Yorkshire 
Culture Strategy. 
 

Young people  Staff and stakeholder time 
to develop and deliver 
programme. 
 
Budget to deliver 
programme. 
  

Medium – 
Long term 

23.  Explore the possibility of starting/joining a Local Cultural 
Education Partnership (LCEP) for Selby District Schools 
 
In each Local Cultural Education Partnership, a Bridge 
Organisation works with schools, the local authority, voluntary 
and community organisations, Higher Education, Music Education 
Hubs, and other funders to drive a joined-up art and cultural offer 
locally, to share resources and bring about a more coherent and 

Schools  Staff time to drive forward 
and develop. 
 
This is likely to be 
resource hungry and may 
require a ‘Cultural 
Learning Officer’ post.  
This could be combined 

Medium – 
Long term 

http://www.brent2020.co.uk/get-involved/blueprint-collective/
http://www.brent2020.co.uk/get-involved/blueprint-collective/
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visible delivery of cultural education. The local bridge organisation 
to begin discussions around this initiative is IVE in Leeds: 
 
weareive.org/joining-local-cultural-education-partnership-can-
help-school  
 
Whether an LCEP is a possibility or not, build on the relationships 
established with schools through Selby Sings to recruit a 
Teacher’s Advisory Committee who can advise on curriculum links 
and resources related to this plan and the emerging Cultural 
Strategy. 
 
NB. This action may be subject to revision or redundancy 
depending upon the findings and recommendations of the Selby 
District Cultural Development Framework and the North Yorkshire 
Culture Strategy. 
 

with an audience 
development role. 
 
Likely to require funding 
support from ACE/other 
stakeholders  

24.  Develop ‘Selby Stages for Selby Stories’ (working title) – 
extraordinary arts in ordinary spaces  
 
As the great Bard said, “All the world’s a stage’ – Selby District 
may not have a dedicated cultural venue, but its hard to reach 
audiences will enjoy better access and the beginning of their 
cultural journeys if they are able to learn about their history and 
heritage and experience great art in familiar trusted surroundings, 
where they already feel comfortable. 
 

All but 
especially 
harder to 
reach low 
income 
families, older 
people and 
young people  

Staff time to project 
manage and deliver.   
 
This, and other actions, 
will require an increased 
staff resource – for 
example, an Events Officer 
or an Audience 
Development & 
Engagement Officer. 
 

Medium – 
Long term 

https://weareive.org/joining-local-cultural-education-partnership-can-help-school/
https://weareive.org/joining-local-cultural-education-partnership-can-help-school/
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Use ‘Selby Stages’ to be experimental, try out new spaces and 
use the town centre and wider District in a different way, test 
new approaches on a smaller scale via the scratch technique 
www.bac.org.uk/content/39534/create_with_us/scratch/what_is_
scratch  with a view to investing in larger projects arising from 
that learning. 
 
The success of the Selby 950 pop-up museum into Sainsbury’s, 
Selby Leisure Centre and Wetherells department store shows 
there is an appetite for this way of working. Other examples of 
places that might make good spaces for arts and heritage activity 
to happen include: disused shops, ESOL Classes, Age UK Café, 
Children’s Centres, Libraries, Community House, estate common 
areas, car parks, the market square in Selby town centre, 
Kirkgate in Tadcaster, The Barn in Tadcaster, Eversley Park in 
Sherburn etc… 
 
Ensure that all ‘Selby Stages Selby Stories’ activities are free to 
access. 
 

Volunteer time and 
expense budget. 
 
Project budget for 
activities and to 
commission producers and 
practitioners. 

25.  Explore the commission of a major art work for the 
District  
 
Wakefield has The Hepworth, Gateshead has the Angel of the 
North and Falkirk has The Kelpies. Investing in an artwork or 
sculpture by a high profile artist and/or on a monumental scale 
could give the District a compelling reason to visit and another 
reason for local people to feel proud and inspired. The artwork 

All Staff time to project 
manage. 
 
Budget/funding to 
commission feasibility 
study. 
 

 Long term 

http://www.bac.org.uk/content/39534/create_with_us/scratch/what_is_scratch
http://www.bac.org.uk/content/39534/create_with_us/scratch/what_is_scratch
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 Action Target 
Audience 

Resource Implications Timing 

should be inspired by Selby District heritage. It need not be a 
permanent installation and could mirror something for example 
like US artist Spencer Tunick’s 3,200 naked Hull volunteers 
painted blue to highlight Hull’s relationship with the sea. 
 
NB. This action may be subject to revision or redundancy 
depending upon the findings and recommendations of the Selby 
District Cultural Development Framework and the North Yorkshire 
Culture Strategy. 
 

Depending upon findings, 
a further (significant) 
investment for the 
commission of the art 
work.  

26.  Cultural Centre Feasibility Study 
 
Consider commissioning a feasibility study into a pioneering, 
placemaking combined arts and heritage space that visitors will 
travel to and all residents of Selby District can enjoy, learn about 
their history and heritage and experience and take part in 
creative activities that capture their imaginations and inspire their 
own creativity. 
 
NB. This action may be subject to revision or redundancy 
depending upon the findings and recommendations of the Selby 
District Cultural Development Framework and the North Yorkshire 
Culture Strategy. 
 
 
 

All Budget to pay consultants 
for the study. 
 
Staff time to project 
manage. 
 
Potential capital project 
budget arising. 
 
Potential revenue budget 
arising 

Long term 
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 Action Target 
Audience 

Resource Implications Timing 

27.  Continue to gather audience data, insight and evidence 
which advocates for culture  
 
The investment into the Selby 950 market potential assessment 
and full evaluation framework and delivery, with resulting report 
has already illustrated how vitally important it is to measure and 
evidence the impact and outcomes of culture. Every action in this 
plan should be mindful of, and where possible, embed data 
collection and the human stories being transformed through 
these activities. The more robust the insights, the stronger the 
Case for Culture in Selby District will be. 
 

All  Staff time to design, 
deliver and project 
manage. 
 
Independent evaluation 
consultancy budget may 
be required/ built into 
funding bids for specific 
projects.  

Ongoing 

 

5.2. Measuring success  
 

The following provides some headline evaluation indicator tools which will provide a litmus test for the ongoing success 
of this plan: 

 
➢ Feedback from staff 

 
➢ Social media measurement tools and analysis and back end digital metrics for website (e.g., Google analytics) 
 
➢ Media clippings – advertising equivalent, sentiment analysis and messaging delivered as well as stature/reach of 

media publication 
 

➢ E-newsletter list growth and engagement (e.g., opens, click throughs etc) 
 
➢ Audience feedback/reviews of events / exhibitions etc – online and in person 
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➢ Numbers of audiences / participants  
 
➢ Diversity of audiences / participants  

 
➢ Numbers of schools engaged  
 
➢ Teacher’s feedback   

 
➢ Numbers and calibre of stakeholders and partners involved  

 
➢ Stakeholder and partner feedback 

 
➢ Additional external funding invested into the District  

 
➢ Number and profile / diversity of volunteers  

 
➢ Volunteer feedback  

 
➢ Business feedback and confidence 

 
➢ An ACE NPO has been established / awarded  

 
➢ Increased investment in culture from SDC 
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Monitoring and collating the above data at a minimum will enable SDC to evidence how culture has been a catalyst to 
delivering the long term aims in the set Theory of Change for Selby 950 which has laid the foundations of this plan:  
 

✓ Selby District has a distinct cultural offer that is accessible to all. 
 

✓ Selby District’s cultural sector is sustainable. 
 

✓ Residents have an increased sense of civic identity, pride and trust. 
 
Together this plan and these outcomes will deliver a vision for audience development and culture in Selby District 
whereby: 
 
 

Culture is the beating heart of a transformed Selby District which gives more well-established neighbours a run for their money, as 
an outstanding place to live, work and visit. The unique heritage and stories of Selby District is a catalyst to local people from 
every age and background feeling inspired, energized, creative and optimistic, with improved wellbeing and a strong sense of 

shared and personal pride and identity. 
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Selby 950 Evaluation Report (June 2020) 
Summary of findings, conclusion & 
recommendations: 
  

 
Introduction: 
 
This chapter of the report considers the analysis and insights presented in all the preceding chapters, 
to draw together final conclusions and recommendations from the evaluation activity for Selby 950.   
It begins by summarising the key findings across the programme of activity and linked to each 
intended outcome for Selby 950 (as set out in the Logic Model), and ends with a series of 
recommendations, broken down by activity area, to aid the future development of arts, culture and 
heritage in Selby District.  
 

Key Findings: Evaluation Methodology  
 
There were a number of limitations to the research undertaken to evaluate Selby 950. These are 
summarised below:  

➢ As outlined within Chapter 1 of the report, there were limitations to the research 
undertaken for the evaluation of Selby 950. These limitations predominantly linked to the 
sample sizes achieved across respondent groups, which were small due to the following 
factors:  

➢ All events were free and, in the main, non-ticketed. As such, there was no means through 
which to ask all audience members to opt-in to receive a post-event survey prior to the 
event (except in the case of The Unknown, where Eventbrite was utilised). As such, there 
was a need to collect contact details at event.  

➢ With the exception of Tour de Yorkshire – Stage 1 Finish, where it was possible to contract a 
couple of fieldworkers, the onsite collection of contact details from audiences relied upon 
staff and volunteers who were often doing other tasks alongside contact details collection. 
As such, the number collected fell below the requirements needed to achieve a sample size 
of 100 or more, especially given that online surveys were being relied on – the typical 
response rate to requests to participate in online surveys is 10%, meaning at least 1,000 
contact details per project would be required to achieve a sample of 100.  

➢ The available budget for the evaluation programme did not allow for the contracting of a 
research agency to undertake fieldwork with respondent groups, either face-to-face 
(interviewer led or selfcompletion) or by Computer Aided Telephone Interviews (CATI) , 
which results in higher response rates and allows for quota sampling, which give a more 
representative sample. However, such methodologies are very costly to undertake, even on 
an individual project basis.     

➢ All surveys were therefore undertaken online and reliant on individuals seeing emails/posts 
and choosing to clickthrough. Responses to online surveys are traditionally much lower and 
can also be more open to bias in the people who choose to respond.  

➢ The reliance on existing SDC channels and new Selby 950 ones that are still in their infancy 
limited the reach of the survey distribution; and the Covid-19 pandemic and subsequent 
lockdown that came into force in March 2020 will undoubtedly have impacted upon the 
availability of individuals and organisations to complete surveys.  
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Key Findings: Selby 950 Activity 
  
A key strength of the Selby 950 programme was the central focus it had on Selby Abbey, not only in 
terms of exploring the historic building’s heritage, but also in ensuring that all SDC projects utilised 
the Abbey building, grounds or immediate surroundings as a venue for activity. This attracted 
residents and visitors alike, being a focus of local pride and the town’s most well-known attraction.   
The following sections summarise key information in relation to the activity delivered as part of 
Selby 950, broken down by key activity areas.  
 
Staffing 
Unique employment opportunities were provided for local and national arts, creative and heritage 
professionals and other temporary staff:  

➢ 30 arts, culture and heritage professionals were commissioned or contracted by Selby 950 to 
create and develop 5 new pieces of work and tour existing work to the district;  

➢ 17 arts, culture and heritage professionals were commissioned or contracted by Community 
Partners to deliver activities and events for their contribution to the Selby 950 programme;  

➢ 2 permanent staff members were recruited to SDC in October 2018 to lead on the Visitor 
Economy Strategy (of which Selby 950 is one action);  

➢ 6 temporary team members were contracted by Selby 950 and 1 other temporary team 
member by Community Partners to provide specialist expertise and boost capacity within 
the wider Selby 950 team.  

➢ 43 volunteers were utilised across the six SDC projects for Selby 950, providing a total of 428 
volunteer hours (equivalent to 61 days) of volunteer time; and a volunteer value of £3,050.  

➢ A minimum of 46 volunteers were engaged to support Community Partners involved in Selby 
950, providing 525 volunteer hours (75 volunteer days) of volunteer time; and a volunteer 
value of  £3,750. 

➢ Wider members of staff from SDC went above and beyond in the support they provided for 
Selby 950, taking on responsibilities outside of their official roles and also volunteering time, 
which is not a sustainable approach in the long-term without impacting on individuals’ 
ability to deliver against their key roles and responsibilities and maintain a healthy work-life 
balance.    

➢ The commissioning of these arts, culture and heritage professionals, and the need to 
contract temporary team members and engage volunteers to the Selby 950 team highlights 
the size of team needed to deliver a high-quality and ambitious programme.   

➢ Time, staffing and resources were the biggest challenges for the Selby 950 team across all 
activity, with time being the key issue. Programmes such as Selby 950 would often be years 
in the making, with time to fundraise, set up team structures, put in place the necessary 
systems and processes and establish and build relationships with partners well in advance of 
entering the delivery year. The reality of the situation was that the team had to deliver in a 
much more condensed timeframe and remain focused primarily on the successful delivery of 
the SDC projects. In turn, this limited their ability to be as proactive as they would have liked 
in certain delivery areas, especially in regard to the engagement of certain stakeholder 
groups.  

 
Programme  
Selby 950 was a partnership programme and one that SDC were keen was owned by the entire 
community. The Selby 950 programme saw 5 new commissions all inspired by Selby’s history and 
heritage, with a further two SDC projects being delivered – one as host town for a major sporting 
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event and the other hosting a touring production. Community partners delivered at least another 52 
events and activities during the year.  
 
A range of disciplines and heritage types were represented within the programme, both for SDC and 
Community Partner projects; and projects involved a range of activity:  

➢ Exhibitions, publications, productions/performances, learning and participation, 
talks/lectures, celebrations and community events were the main activities.  

➢ Visual arts, design, music, literature, poetry, outdoor arts, combined arts and history were 
the disciplines represented.  

➢ Heritage types included celebration and commemoration, historic buildings and 
monuments, community heritage and oral history.  

 
The Selby 950 programme was very much centred on Selby Town and the areas within the 
immediate vicinity of Selby Abbey, though participatory workshops with schools and community 
groups for Selby Sings, Parade and Selby Treasures enabled the programme to reach out into the 
wider district.   
 
Partnerships  
Selby 950 developed 15 existing partnerships between SDC and local individuals and organisations, 
whilst also providing the opportunity to build three new local partnerships. A further six individuals 
and organisations (not included in those mentioned above) were on the SDC Community Partner list, 
and three new funding partnerships were established with Arts Council England, the National Lottery 
Heritage Fund and Drax.   
 
Selby District Disability Forum (SDDF) provided invaluable advice and support to the SDC team in 
terms of developing access provisions at event and enabled the team to make a step change in 
terms of their knowledge of and approach to this area of activity.  
 
Marketing & Communications  
The principal channels through which audiences for Selby 950 found out about Selby 950 activity 
were social media (particularly Facebook), word of mouth, printed promotional materials and media 
coverage, indicating that these were vital elements of the programme’s marketing and 
communications strategy. Partnership marketing also played a key role in raising awareness of 
particular projects that engaged these partners directly.    
 
Local authority websites and social media channels are not a natural port of call for residents or 
visitors to explore the arts, culture and heritage offer of a place and the corporate tone of these 
platforms often results in any messages about such activity being lost within public service 
information.  
 
Stories and more detailed editorial content encouraged a greater dwell time on SDC’s website, in 
relation to Selby 950 content.   
 
Lack of awareness appears to have been one of the barriers to engagement for potential Selby 950 
audiences. SDC team members’ reflection on marketing and communications activity would suggest 
that this was caused by time and the lack of an established distribution network for printed 
promotional materials in the town and wider district.  
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Developing effective working relationships with local businesses requires significant time and staff 
resource, with the most effective means of communication being identified as face-to-face.  
 
Monitoring and Evaluation 
Providing monitoring and evaluation guidance and toolkits to project delivery team members, well in 
advance of projects going into live delivery results in more comprehensive and consistent data 
feedback. Ideally, the toolkit would have been available to share and test with Community Partners 
in 2018, but due to the condensed timeframe the team were working to, it was not possible to 
contract Evaluators for the programme until April 2019. Prior to developing any toolkit, a 
programme Logic Model and Evaluation Framework was required, meaning that rollout of the toolkit 
was not possible within the year. However, the toolkit is an important legacy from the year and 
should enable a more consistent approach to data collection across the district going forward, as 
well as helping to build capacity in this area. 
 
Using standardised questions across projects enables comparisons to be made over time and by 
event and activity, which is useful in providing additional insight into where projects have been 
particularly successful or faced particular challenges.   
 

Key Findings: Audiences for Selby 950  
 
A significant amount of data was collected about audiences for Selby 950 across the programme and 
key findings linked to this stakeholder group are summarised in the sections below.   
 
Audience Numbers  
Estimating audience numbers for free, non-ticketed events, especially where those with no 
designated entry and/or exit point is a key challenge. Not only are audience counts usually a 
requirement from public funders, they are also of interest to potential corporate and private funders 
and a vital component in modelling the economic impact of events and programmes. Selby 950 was 
able to estimate audience numbers for several events through working with partners, utilising 
photography to employ Jacobs Method and contracting fieldworkers to undertake rotating audience 
counts at event.  
 
Audience numbers far exceeded the expectations set prior to the year, indicating a real appetite 
locally for arts, culture and heritage when programmed and positioned in the right way.  
 
Audience Profile  

➢ Respondents to Selby 950 audience and participant surveys were predominantly residents of 
the district (with a higher concentration of residents from Selby town than elsewhere in the 
district), middle aged, female, and White British.  

➢ Children were successfully engaged with the Selby 950 programme predominantly through 
their schools, with numerous projects involving learning and participations elements within 
primary school settings – Selby Sings was the most extensive of these working with 10 
primary schools across the district.   

➢ Parade and Selby Sings appear to have been successful in attracting a greater proportion of 
people in their thirties, presumably because they were the parents or carers of the primary 
school aged children who were taking part in the projects.  

➢ Selby Treasures was particularly successful in attracting those aged 55-69 years, which may 
be reflective of the opening days and times (Monday to Sunday from 9am – 4pm) and the 
likelihood that for five out of seven days younger age groups would be at school, college or 
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work, whilst these older age groups are more likely to be retired. It may also suggest that 
more traditional heritage projects  have greater appeal to this age group than artistic 
projects.   

➢ Tour de Yorkshire and Selby Treasures achieved the best gender balance of all the projects in 
terms of survey respondents, suggesting that sport and traditional heritage projects are of 
greater appeal to males.     

➢ Selby Sings and Parade achieved the highest representation from audiences with a disability 
or long-term limiting illness. This is presumably because grandparents attended to support 
their grandchildren and disability and long-term limiting illness tends to increase with age. 
The age profile for both projects supports this assumption, with higher representation from 
60-69 year olds than other projects. This higher representation from older age groups may 
also have been influenced by both events taking place in the week and during the day, when 
it would have been more difficult for those who work full-time to attend.  

➢ Groups tended to be made up of two to three people. Group composition suggests that 
those who did not attend alone were attending as couples, friendship pairs, or families. This 
suggests that attendance at Selby 950 events and activities tended to involve a social 
element for the majority of people and/or that people lacked the confidence to come alone.  

➢ Dormitory Dependables (23%) and Trips & Treats (23%) were by far the biggest audience 
segments within the Selby 950 audience profile, most closely followed by Facebook Families 
(13%), Up Our Street (12%), Home & Heritage (12%) and Commuterland Culturebuffs (10%):  

➢ Relative to the 30-minute drivetime around Selby Abbey, Commuterland Culturebuffs, 
Dormitory Dependables and Trips & Treats were overrepresented; whilst    

➢ Experience Seekers, Heydeys and Kaleidoscope Creativity were significantly 
underrepresented.  

➢ Relative to population statistics for Selby District, underrepresented groups within the Selby 
950 audience appear to be:  

o Young people and young adults: 1.4% of the Selby 950 audience were aged 16-24 
years and 3.4% 25-29 years – for Selby District it is 9% and 6%, respectively.  

o White Other:  95.5% of the Selby 950 audience was White British, which is 
representative of the population profile for Selby District, however, there was slight 
underrepresentation of the White Other audience at 1.7%, compared to the figure 
of 2.3% seen at district level.  

o Disabled audiences (especially those limited a lot): 10.5% of the Selby 950 audience 
had a disability or long-term limiting illness, just under 6% lower than those stating 
they had a disability or long-term limiting illness in the 2011 Census for Selby District 
– for those who stated they are limited a lot it was at 2.0% amongst Selby 950 
audiences, compared to 7.2% seen at district level.   

o Residents from the wider district: Local residents attending Selby 950 tended to live 
within or near to Selby Town, indicating that there was limited reach to those living 
within other towns and villages in the wider district.  

➢ 16.8% of audiences for Selby 950 were visitors to Selby, and almost exclusively day visitors.     
➢ Tour de Yorkshire, Selby Treasures and Pilgrim attracted a greater number of visitors than 

other Selby 950 projects. The following assumptions have been made as to why this might 
be:  

o Tour de Yorkshire is a largescale sporting event that receives national and 
international media coverage and has an established audience since its beginnings in 
2014.  
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o Selby Treasures respondents predominantly came from the celebratory exhibition 
audience, which was based in Selby Abbey, an established tourist destination in the 
town.  

o Pilgrim achieved regional media coverage in a way not experienced by the other 
projects, being large-scale and the work of multi-media artist, Nayan Kulkarni, who  
has a national and international reputation for creating surprising and high-quality 
work.  

 
Engagement with Arts, Culture and Heritage Amongst Selby 950 Audiences  
The majority of Selby 950 survey respondents had engaged with arts, culture and heritage activity in 
the 12 months prior to engaging with Selby 950’s programme but were more likely to have done this 
outside of the Selby District than within it:  

➢ Attending museums/historical attractions, music, outdoor events and heritage/local history 
events were the events and activities most frequented by Selby 950 survey respondents, 
though film and theatre are also popular.    

➢ Participation activity amongst Selby 950 survey respondents links predominantly to outdoor 
events, music, museums/historical attractions, and theatre.  

➢ Project-by-project insights from Selby 950 also indicate that festivals, ballet/dance and visual 
arts/crafts are of interest to Selby 950 survey respondents.  

➢ Selby 950 survey respondents were much more likely to have attended arts, culture and 
heritage activity than to have participated in it.   

 
Awareness of Selby 950  
As the Selby 950 year progressed, with the introduction of the visual identity designed by 
LazenbyBrown, the setting up of Selby 950 social media pages and more events being delivered 
awareness of the programme and what it stood for grew.   
 
The new work commissioned as part of the programme was more successful in connecting itself to 
the Selby 950 brand than Tour de Yorkshire, which as an existing national event very much has its 
own brand and identity. It was also the first event of the Selby 950 year, and as such there was a lack 
of time to fully promote its connection to Selby 950 to both audiences and local business.  
  
Motivations to Engage with Selby 950  

➢ When looking at all motivations to engage amongst Selby 950 survey respondents, the 
principal reasons were to enjoy the atmosphere (18%), to be entertained (13%), to do 
something new/out of the ordinary (10.5%) and to spend time with friends/family (10%). In 
terms of main motivation, the majority of these again came up with the addition of survey 
respondents stating that arts, culture and heritage are an important part of who they are 
(12.2%).  

➢ Personal connections also act as source of motivation for many, with supporting Selby and 
Selby Abbey being mentioned for multiple projects; supporting friends and family members 
being a key inspiration for attending Selby Sings and Parade; and the draw of personal 
objects within the exhibition at Selby Treasures (which inspired people to come and see 
their own object displayed, show others their object, and/or see a friend or family members 
object).  

➢ Interestingly, motivations to engage suggest that Selby 950 did not benefit as greatly from 
its strategy to engage passers-by through programming events and activities in outdoor and 
public spaces. Less than 3% mentioned this as a motivation and it was predominantly 



                                                                                                                        June 2020        
7 

 

attached to projects that took place or were best enjoyed in the daytime in the town centre 
– Tour de Yorkshire, Parade and Hidden Histories.  

➢ Participatory activities that engage children and young people and result in a performative 
element are also hugely successful in engaging parents and other family members as 
attendees.  

➢ As a unique, once in a generation programme for the district, Selby 950 acted as a catalyst to 
engage with the year to a wide variety of stakeholders.   

➢ Selby 950 was extremely successful in engaging schools within the district through offering 
the opportunity to take part in events that were free, had clear learning outcomes, 
developed creative skills amongst participants, were community-based, involved expert 
practitioners, and were delivered predominantly within the school.  

 
Barriers to Engagement  
Potential barriers to engagement identified by project team members were  lack of awareness, little 
experience of working in collaboration, negative perceptions held towards the district, event timing, 
lead-in time when working with schools or groups, access needs, and a belief that arts, culture and 
heritage is “not for the likes of me”.  
 
Audience Development  
Choosing the right arts, culture and heritage professionals to create and deliver projects is vital to 
successful community engagement and audience development.   
 
 Cultural experiences that are of a high-quality and inspire people are vital to developing audiences, 
as that one positive experience can lead to many more engagements and also move individuals from 
being a spectator to an active participant.  
 
Having a high-quality and well-designed visual identity, which was used consistently across the year, 
not only helped to build awareness of Selby 950 but sent a message that Selby 950 was a 
professional and ambitious project.   

 
Key Findings: Society  
 
Attending and participating in arts, culture and heritage projects has the potential to impact 
profoundly on individuals and communities through providing high quality cultural experiences, 
opportunities for social interaction and generating civic pride, amongst other things.  
 
The following sections summarise key information in relation to how the Selby 950 programme has 
performed in delivering against the social outcomes outlined in the Selby 950 Logic Model.  
 
Outcome: Selby 950 provides people with a high-quality cultural experience.  
There is significant evidence within the evaluation report that Selby 950 provided people with a 
high-quality cultural experience. Key findings from the preceding chapters are presented to 
summarise how this outcome was achieved by the programme.  
 
Ensuring that Selby 950 consisted of high-quality and ambitious arts, cultural and heritage events 
was fundamental to the programme. Audience feedback shows that this was achieved with high 
levels of audience satisfaction:  

➢ Average score of 8.5 out of 10 for likelihood to recommend and an overall Net Promoter 
Score of 51 (Excellent).   
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➢ 3 in 5 respondents rated Selby 950 projects very good for both the whole experience and 
quality of the event, with a further 1 in 5 giving a rating of good.  

➢ A minimum of 8 in 10 respondents rated each individual project very good or good.  
➢ 91% of audiences agreed (56% strongly) that their Selby 950 experience was enjoyable.  
➢ Selby Sings and Pilgrim were the standout projects, scoring 9.3 out of 10 (NPS: 77, 

Exceptional) and 8.9 out of 10 (NPS: 68, Excellent), respectively; 100% of audiences rating 
the overall quality and whole experience as good or very good; and at least 90% of 
audiences agreeing they had found the projects an enjoyable experience.   

 
Audience satisfaction appears to be influenced by:  

➢ Organisation and production values: includes the professionalism and quality of event 
delivery, viewing/sight lines, impact of road closures;   

➢ Supporting activities: refers to the ancillary offer attached to the event, e.g. entertainment 
in the lead up to and after the event, food and drink offers onsite or at nearby businesses, 
and signposting to nearby offers.  

➢ Atmosphere and emotion: based on both their own personal response to the event and the 
collective reaction of the “crowd”.  

➢ Local connections: a clear connection between the project and Selby, be this in terms of its 
content and/or the involvement of local people in its production and delivery.  

➢ Direct participation: children who took part in Selby Sings and Parade found taking part in 
the project hugely enjoyable and the majority felt special as a result of being involved.  

From reviewing the feedback from across all stakeholder groups, local businesses have been the 
most challenging to engage and achieve satisfaction with.  
 
Outcome: Selby 950 creates opportunities for social interaction between residents and 
communities across Selby District.   
Selby 950 delivered a strong community-focused programme in 2019 and evidence is provided 
within the evaluation report to illustrate that the year created opportunities for social interaction 
between residents and communities across the Selby District. Key findings are summarised below to 
show how this outcome was achieved by the programme. 
 
 The projects delivered by Selby 950 demonstrate the power of arts, culture and heritage in bringing 
people together, building a greater sense of community, and acting as a catalyst to conversation:  

➢ 86% of survey respondents agreed that Selby 950 gave everyone a chance to share and 
celebrate together;  

➢ 82% of survey respondents agreed that Selby 950 had a positive impact on the local 
community; and   

➢ 50% of survey respondents agreed that Selby 950 gave them an opportunity to meet people 
they otherwise would not have met.  

 
Community-focused projects utilising Selby Abbey as a unique selling point (USP) for the town also 
inspired a desire in audiences to increase their community participation as a result of attending and 
taking part in Selby 960:  

➢ 59 respondents stated they had/planned to and go to more community events in Selby   
➢ 39 respondents stated they had/planned to and go to more events of this kind  
➢ 17 respondents stated they had/planned to take part in other community projects in Selby 

 
Outcome: Selby District’s image is enhanced among residents and visitors who engage with Selby 
950.  
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Enhancing perceptions of Selby, both within the district and externally was a key aspect of what 
Selby 950 hoped to achieve. There is clear evidence that both resident and visitor perceptions were 
positively influenced by the Selby 950 programme, demonstrating the power of arts, culture and 
heritage in enhancing the image and reputation of a place.  Key findings are presented below to 
summarise how this outcome was achieved by the programme:  
 
Civic pride amongst residents was clearly grown through the programme:  

➢ 83% of survey respondents agreed that Selby 950 projected a positive image of Selby as a 
good place to live ;  

➢ 77% of survey respondents agreed that Selby 950 made them proud to live in the Selby 
District.   

➢ 67% of under 16s participating in Selby Sings and 100% of the respondents aged under 16 
who took part in Parade and responded to the participant survey said that participating in 
the projects had made them feel that Selby was a special place.  

➢ 49% of under 16s participating in Selby Sings and 71% of the respondents aged under 16 
who took part in Parade and responded to the participant survey said that participating in 
the projects had made them feel prouder to live in Selby.   

 
For visitors to the district who attended the Selby 950 programme, their experience of the year has 
changed their perceptions of the town and perhaps by extension the district for the better:    

➢ Approximately 3 in 4 visitors to the district agreed that their Selby 950 experience had 
enhanced their image of Selby as a visitor destination and that they would now be more 
likely to recommend a trip to Selby to others.  

➢ Approximately 1 in 3 visitors to the district agreed that their Selby 950 experience had made 
it more likely they would visit Selby for a short break or holiday in the next couple of years.  

 
Selby Sings and Tour de Yorkshire appear to have had the greatest impact in this area, perhaps 
because of the personal connection between audience members and participants in Selby Sings (i.e. 
audiences predominantly being parents, carers and other family members of the children taking 
part); and the national significance of Tour de Yorkshire as an event.  
 
Pilgrim also acted as a catalyst to audience members thinking differently about the landscape 
surrounding Selby in a wide variety of ways, causing a great deal of reflection on nature versus 
manmade elements, diversity and variety within the landscape, and the role of each of the elements 
within it.   
 
Pilgrim achieved regional media coverage in a way not experienced by the other projects and was 
seen to have played a pivotal role in positioning Selby as a place where high-quality cultural activity 
does take place – the artwork of multi-media artist, Nayan Kulkarni, who has worked both nationally 
and overseas, secured front page coverage on The Yorkshire Post.  
 
Other Social Outcomes Projects within the Selby 950 programme also led to additional social 
outcomes for participants:  

➢ 4 out of 5 respondents (80%) stated that seeing the streetscapes as part of Hidden Histories 
had evoked personal memories for them about the locations and their family.  

➢ 7 out of 18 parents/carers (39%) amongst the Selby Sings survey respondents stated that 
taking part in the project had led to an increase in self-esteem in their child(ren), and 6 out 
of 18 (33%) that it had led to an increase in self-confidence.  
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➢ 2 out of 3 parents/carers (67%) amongst the Parade survey respondents stated that taking 
part in the project had led to an increase in self-esteem and self-confidence in their 
child(ren).  

 

Key Findings: Arts, Culture & Heritage  
 
The Selby 950 team recognised a need to deliver a programme of high-quality arts, culture and 
heritage focused on celebrating the 950th anniversary of Selby Abbey – it would act as a step change 
in terms of the role the sector will play in the district’s future development. This would involve an 
uplift in the scale and ambition of the district’s sectoral offer and a need to build audiences. Equally 
important would be the development of strong partnerships that create buy-in from a range of local 
stakeholders, in order that any changes achieved could be sustainable.  
 
The following sections therefore summarise how the Selby 950 programme has performed in 
delivering against the arts, culture and heritage outcomes outlined in the Selby 950 Logic Model.  
 
Outcome: Selby 950 successfully develops new audiences for the District’s cultural offer  
Gaining a more comprehensive understanding of current audiences was one of Selby 950’s aims, and 
Chapter 3 of the evaluation report is evidence of this having been achieved. Developing new 
audiences for the district’s arts, culture and heritage offer was also an intention of the programme.  
 
Key findings are presented below to summarise how this outcome was achieved by the Selby 95   

➢ Selby 950 acted as a catalyst to audiences wishing to participate further in arts, culture and 
heritage projects:  

o 77% of survey respondents agreed their experience of Selby 950 had made them 
more interested in attending future arts and cultural events, with Selby Sings, 
Hidden Histories and Pilgrim being the standout projects (92%, 86% and 79% 
agreement, respectively).  

o More than two thirds of under 16s who participated in Selby Sings and Parade and 
responded to the participant survey stated they would like to take part in a similar 
project again in future.  

➢ Through an arts-based approach to celebrating the history of Selby Abbey and the wider 
town, Selby 950 provided audiences with new and unique experiences – these experiences 
were mostly embraced by audiences, though presented a challenge to others:  

o The more abstract and contemporary nature of Pilgrim meant people were able to 
have very personal reactions to the artwork, creating their own interpretation of the 
piece,  

o Selby Treasures allowed people to reassess what a museum is or could be and why 
museums are of value.  

➢ Selby 950 was extremely successful in driving audiences to Selby Abbey, with Selby Sings and 
Selby Treasures taking place inside the Abbey. Where projects took place outside and in the 
local vicinity nearly half audience members stated (45%) that the Selby 950 projects had 
inspired them to visit the Abbey.   

➢ 75% of respondents had visited Selby Abbey in the previous 12 months – it is safe to assume 
that Selby 950 was the cause for a proportion of these visits, given the above finding. 
However, this data provided about the frequency of visits within the 12-month period 
suggest there are a core group of local residents who regularly visit and attend event and 
activities at the Abbey who were unsurprisingly engaged by the Selby 950 programme.  

➢ Selby 950 also played a role in attracting first-time visitors to Selby Abbey:  
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o For Selby Treasures, 3.2% of audience survey respondents and 11% of visitors who 
wrote in the Selby Abbey Guest Book were first time visitors to the Abbey.  

o 11.5% of Selby Sings audiences were first-time visitors to the Abbey.  
o 25% of those who attended Tour de Yorkshire and visited Selby Abbey the same day 

were first time visitors to the Abbey.  
o 2% of those who attended Parade and visited Selby Abbey the same day were first 

time visitors to the Abbey.   
  
The learning and participatory projects linked to the Selby 950 programme resulted in participants 
gaining skills and knowledge linked to arts, culture and heritage, particularly creative, artistic and 
performances skills; whilst also inspiring a greater level of interest in the history and heritage of the 
Abbey. This increase in skills and knowledge had, for many, led to an increased confidence in putting 
these skills and knowledge into practice.  
 
District-wide activity is a priority for the legacy planning of Selby 950, though a focus also needs to 
be retained on the High Street. There is no reason why high-quality arts, culture and heritage should 
not be delivered to residents in the surrounding towns and villages of the district.  
 
Outcome: Selby 950 increases people’s understanding of the District’s heritage and they value it 
more.  
Selby 950’s programme was designed to ensure that the history and heritage of Selby Abbey and 
Selby Town be integrated into all events and activities, making use of arts-based approaches to tell 
these stories and provide residents and visitors with an opportunity to learn about the past.  
 
Key findings are presented below to summarise how this outcome was achieved by the Selby 950:  

➢ A score of 6.2 out of 10 was awarded to Selby 950 for how much people felt they had learnt 
about the history and heritage of Selby through the programme, with Selby Sings and Selby 
Treasures receiving a higher than average score of 7.3 out of 10.  

➢ Learning amongst young adults was significantly higher than that of older people, with an 
average score of 8.3 out of 10 for those aged 20-29 years, compared to 6.3 out of 10 for 
those aged 65 years and above (or 4.3 out 10 for those aged 75-84 years).  

➢ Aspects of Selby Abbey’s history that were cited most frequently in terms of increased 
understanding and knowledge were St Germain and the founding of the Abbey, different 
physical features of the Abbey’s structure, and the Great Fire of 1906.  

➢ Arts-based projects inspired by the history and heritage of Selby Abbey and Town also 
inspired audiences to continue their learning after attending or taking part in Selby 950 
projects:  

o 48 respondents stated they had/planned to talk to others about the history of Selby;    
o 44 respondents stated they had/planned to go to more events at Selby Abbey; and   
o 35 respondents stated they had/planned to and go to more heritage events in Selby 

➢ Audiences all attached a great level of heritage value to Selby Abbey, which appeared to 
remain fairly stable throughout the course of the Selby 950 year (Historical Value 9.7 out of 
10; Symbolic Value 9.4; Spiritual Value 8.4; Aesthetic Value 9.5 and Social Value 9.2) . This 
suggests that these positive sentiments towards the value of the Abbey already existed prior 
to anniversary year, and it may be for this reason that there was such a high level of buy-in 
from audiences. However, there was also clear evidence that Selby 950 had encouraged 
people to reflect more on the Abbey and its significance to the town, enhanced their pride in 
the building, and inspired them to visit or revisit.  
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➢ Nearly all under 16s who responded to the participant surveys stated that participating in 
Selby Sings and Parade had made them feel Selby Abbey was an important part of Selby’s 
history and had inspired around half to want to find out more about the Abbey’s history.  

 
Outcome: Selby 950 acts as a catalyst for the capacity building of Selby’s cultural sector.  
Developing the capacity of the arts, culture and heritage sector within Selby District, empowering 
and enabling them to create a sustained uplift in what they are able to offer residents and visitors 
was a key motivation for developing the Selby 950 programme.  
 
Key findings are presented below to summarise how this outcome was achieved:  

➢ Community Partners who delivered events and activities as part of the Selby 950 year all 
agreed that the year had been at least somewhat successful and in the main successful or 
very successful in allowing them to achieve their key measures of success, which were 
predominantly creating partnerships, audience satisfaction and enjoyment, enabling 
community cohesion and building new audiences for their offer.   

➢ Selby 950 had enabled and empowered Community Partners to upscale and be more 
ambitious than they otherwise would have been in 2019, and also resulted in a range of 
positive impacts on their organisation, which they can build on for the future for the benefit 
of both their own organisations and the district’s arts, culture and heritage offer:  

o 5 out of 5 Community Partners agreed that Selby 950 had enabled them to be more 
innovative;  

o 5 out of 5 Community Partners agreed that Selby 950 had enabled them to try 
something new with their programme that they otherwise would not have done;  

o 4 out of 5 Community Partners agreed that Selby 950 made them more ambitious 
with their programme in 2019.  

o 3 out of 5 Community Partners agreed that Selby 950 had enabled them to access 
venues that they otherwise would not have been able to access for their events and 
activities.   

o 2 out of 5 Community Partners agreed that Selby 950 had enabled them to access 
heritage that they otherwise would not have been able to access.  

o 5 out of 5 Community Partners agreed that Selby 950 had enabled them to develop 
new partnerships and networks.  

o 3 out of 5 Community Partners agreed that Selby 950 had provided press and media 
coverage that they otherwise would not have attracted.  

o 4 out of 5 Community Partners agreed that as a result of Selby 950 their 
organisation’s profile is improving.  

o 3 out of 5 Community Partners agreed that as a result of Selby 950 they have a 
better understanding of who their potential audiences are.  

o 3 out of 5 Community Partners agreed that as a result of Selby 950 they have a 
better understanding of who their current audiences are.  

o 3 out of 5 Community Partners agreed that as a result of Selby 950 they are more 
confident in delivering cultural events and activities.  

➢ Skills and knowledge that Community Partners stated they developed through Selby 950 
events and activities were a greater understanding of local heritage, including that linked to 
Selby; a better understanding of what it means to be part of the Selby community; and first-
hand experience of delivering high-quality arts and heritage initiatives.  

 
The arts, culture and heritage professionals commissioned by SDC to work on Selby 950 projects all 
benefitted professionally from the opportunity:  
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➢ Many were provided their first opportunity to work in Selby, helping to increase awareness 
of their offer and approach in the district and give them the chance to work closer to home.  

➢ Those who worked in collaboration with another arts, culture and heritage professional had 
been exposed to new ways of working that they would be able to utilise in future projects.   

➢ Some had gained a greater understanding of audiences through the participatory activity 
they delivered.  

➢ Some spoke of having a greater level of professional confidence as a result of the activity 
they had undertaken for Selby 950.    

➢ Some spoke of how they had been able to build on and diversify their artistic and creative 
practice through the commission.   

➢ Some also mentioned having developed specific skills in project management, teaching, 
leadership, teamworking, community outreach and engagement, and fundraising.  
  

Key learning points for a number of arts, culture and heritage professionals were:  
➢ The importance of time in being able to successfully deliver a project, especially when it 

involves a significant amount of community engagement activity. Schools and many local 
groups require significant lead-in time when choosing to take part in a project (with 
decisions often needing to be passed by a committee). Equally, time is needed to build up a 
dialogue and trust with those who may initially be reluctant to take part.   

➢ The scheduling of events is vital to engaging people in the right way at the right time. Certain 
periods of the school holidays and weekday activity can be particularly problematic.  

 
Selby 950 has upskilled members of the SDC team in terms of their knowledge and capabilities to 
deliver high-quality arts, culture and heritage programmes – it is important that these skills and 
knowledge be retained within the district to inform the future development of the sector.  
 
Outcomes: Selby 950 creates strong partnerships between Selby District Council and cultural 
partners.  
As previously mentioned, it was always intended that Selby 950 would be a partnership programme. 
SDC were mindful that the only way the year would be successful was through building strategic 
partnerships with a range of local stakeholders.  
 
Key findings are presented below to summarise how this outcome was achieved:  

➢ Community Partners and SDC both stated they had developed strong partnerships and 
positive working relationships with one another. 

➢ Community Partners felt they had successfully increased SDC’s understanding of their 
organisation.   

➢ SDC wished they had been able to support Community Partners to a greater level than they 
had been able to during the year, however, there was recognition on both sides that 
staffing, funding and resources placed limitations on what was achievable.  

➢ Putting this planned support into action will be a priority for SDC as part of the legacy of 
Selby 950.  

➢ SDC has developed a strong partnership with both Arts Council England and National Lottery 
Heritage Fund through Selby 950 – the openness of these funders to take a risk on an 
unknown quantity has paid off and conversations are ongoing about future opportunities. 
  

Outcome: Selby 950 acts as a catalyst for local education providers to support cultural events in 
the District.  
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The engagement of schools and Selby College within the programme for Selby 950 was always going 
to be an important aspect of the year, with a recognition that students represent both future 
audiences and potentially future arts, culture and heritage practitioners for the district. As such, 
creating buy-in amongst local education to support the district’s cultural sector is also vital to the 
legacy of the year.  
 
Key findings are presented below to summarise how this outcome was achieved:  

➢ Engagement with local education providers included primary schools across the district, 
Selby High School and Selby College.  

➢ Tour de Yorkshire, Selby Sings, Parade, Pilgrim, and Selby Treasures all involved at least 
some participatory activity with schools in the district – primarily though the delivery of 
workshops at the schools themselves, though in the case of Tour de Yorkshire, Selby Sings, 
and Parade there were performative elements.  

➢ Selby Sings was a hugely successful project that involved 10 primary schools from across the 
district with a total of 270 participants taking part in workshop and performance activity, 
whilst music students from Selby High School were also recruited to support the concert.  

➢ Students from Selby College, as well as delivering their own exhibition and working in 
partnership with a local disability arts group, Em People, also supported the Pilgrim VIP 
event and benefitted from direct engagement with the project’s artist Nayan Kulkarni.   

➢ Staff at SDC spoke of how there were many more schools interested in taking part in Selby 
950 events and activities than there was capacity to fulfil this demand within the 
programme. Finding ways to work with these schools in future is another part of the legacy 
planning for Selby 950. 

 
Other Outcomes  
Selby 950 has brought about a seismic shift within Selby District Council. It has gone from being a 
local authority with virtually no investment in arts, culture and heritage to one that recognises the 
true value it can play in improving the quality of life of its residents, and in building a stronger visitor 
economy.   
 

Key Findings: Economic Outcomes 
 
Given the predominantly local focus of Selby 950, the economic impact of the programme was not a 
main priority. However, it still provided an opportunity to bring additional investment into the 
district and provide insight into the potential economic benefits that can come from the district 
developing its arts, culture and heritage offer.  
  
The following sections therefore summarise how the Selby 950 programme has performed in 
delivering against the arts, culture and heritage outcomes outlined in the Selby 950 Logic Model.  
  
Expenditure in Selby increases as a result of Selby 950  

➢ In considering the potential economic impact of an event, both direct and indirect impacts 
need to be considered, as do leakage and deadweight.     

➢ In terms of audiences for arts, culture and heritage, visitors to the district have a greater 
economic impact than residents, however, this should not mean they become the priority 
target audience. Instead it is important to build programmes that are equally attractive to 
both.  
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➢ In terms of stimulating indirect spend within the local economy, the  wraparound offer 
within Selby Town and District is vital – it not only helps to increase audience satisfaction but 
is also a key thing that potential day and staying visitors consider when making decisions.   

➢ The economic impact assessment for Selby 950 suggests that there is limited local provision 
in terms of creative/cultural industry support within the district, which currently limits the 
economic impact that a programme such as Selby 950 can have on the local economy.   

➢ The economic impact model for Selby 950 shows that:  
o The estimated total economic impact of Selby 950 is £348,500.  
o Selby 950 attracted £135,500 in terms of inward investment.   
o Visitors directly contributed an estimated £359,000 into the local economy – 

averaging £23.86 per visit  
o For every pound contributed by the Council this investment leveraged an additional 

£3.35 into the local economy.  
o An estimated £146,000 leaked out of the area or was destined to be spent locally 

anyway.  
 
Outcome: Selby 950 acts as a catalyst for local businesses to support cultural events in the District.  
The engagement of local businesses and ensuring that they felt the benefits of the Selby 950 
programme is important to SDC. They recognise the role that local businesses can play in providing 
the ancillary offer that many arts, culture and heritage events benefit from, which is far more 
preferable than bringing in external providers. As such, creating buy-in amongst local businesses to 
support the district’s cultural sector is also vital to the legacy of the year.  
 
Key findings are presented below to summarise progress towards this outcome:  

➢ There has been a mixed response from local businesses to the opportunities presented by 
the Selby 950 programme, with some embracing it and benefitting positively from the 
experience and others being reluctant to get involved or being unbelieving of its potential 
benefits.   

➢ The team at SDC believe that small changes have occurred in terms of local businesses 
support for the cultural sector. Though it did not perhaps achieve all the ambitions it had in 
this area, they feel that the year had successfully established a solid foundation on which 
they can build in 2020 and beyond, including the development of case studies on local 
businesses who did successfully engage with the year that can be used as advocacy material 
in future.  

➢ Community Partners stated that better networking between businesses and the cultural 
sector in the town is needed, including with community and voluntary organisations.  

➢ Positive impacts on local businesses included  increased footfall; increased revenue; 
increased awareness of their business; positive promotion of Selby as a whole; reputational 
benefits through brand association; and the opportunity to take clientele to events. In turn, 
there was evidence that this can lead to increased hours for staff and even the recruitment 
of temporary staff, which all have positive knock-on effects for the local economy.  

➢ Negative impacts included a decrease in footfall; decrease in revenue; and regular 
customers being inconvenienced by where events included extensive transport restrictions 
and road closures, and/or the installation of temporary structures linked to event safety and 
activity.  

 

Achievement of Selby 950 Outcomes  
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Comparing the key findings it would appear that Selby 950 has successfully achieved the majority of 
the short-term outcomes identified within its Logic Model.  
 
In terms of economic outcomes it is important to remember that Selby 950 was starting from ground 
zero in its mission to use culture to kick start economic benefits. In this context the project has laid a 
solid foundation to build upon. The benefits from investing in building relationships with local 
businesses and showing them how culture makes Selby a more attractive place to visit will 
undoubtedly reap long term benefits. A particular priority in the immediate future will be to 
continue to develop local business engagement to ensure that they are more open to supporting 
cultural events in the district in 2020 and beyond.   
 

Recommendations  
 
The experience of Selby 950 highlights several recommendations for Selby District as it seeks to 
continue developing its arts, culture and heritage offer. These recommendations are detailed below, 
broken down by key areas of activity.    
  
Programme Development  

➢ Prioritise the commissioning of new artistic and creative projects, inspired by Selby’s 
medieval, modern and contemporary history, in collaboration with creative, heritage and 
community partners. However, it is important to not overlook the importance of more 
traditional heritage projects alongside this, as many audiences enjoy these. It will be 
necessary to find new sources of inspiration and “hooks” linked to the town and wider 
district that generate similar levels of passion and enthusiasm as that brought about by 
Selby Abbey.   

➢ Projects incorporating museums/historical attractions, heritage/local history, music, outdoor 
events, film and theatre should continue to engage current audiences who engaged with 
Selby 950, as well as being of interest to local audiences more generally. Festivals, visual 
arts/crafts and dance might also represent opportunities for programme development.   

➢ Ensure projects have a distinct and simple message, in terms of what they hope to celebrate, 
explore and/or deliver and ensure that all decision making linked to the marketing mix – 
Product, Place, Price, Promotion, Physical Evidence, Process and People -– only goes to 
strengthen this message.  

➢ Develop projects across the district so that residents living outside of Selby Town are able to 
experience and enjoy arts, culture and heritage within their own locales, rather than being 
expected to always make the journey to Selby Town. This may also drive residents from 
other areas of the district to these areas, helping to build a greater sense of community 
across the district as a whole. 

➢ Learning and participation should be central to future development plans, with schools in 
the district demonstrating a huge appetite for the Selby 950 offer. Consultation with schools 
about the development of a learning and participation programme for arts, culture and 
heritage in the district should be ongoing – perhaps through the recruitment of a teacher 
advisory panel. Should it not be possible to offer such a programme for free, discussions 
should also be had about what schools could realistically commit to in regards match 
funding. 

➢ Any learning and participation programme should also continue to engage people via 
informal routes, such as local community groups, societies, charities, and voluntary 
organisations. 
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➢ Learning and participation projects should learn from the success of Selby Sings and also 
include a sharing element that allows the work created by children to be enjoyed by their 
family – not only is this important to the children in terms of enjoyment and personal 
development, but it helps to build a family audience for arts, culture and heritage offers. 

➢ Commissions, where possible, should include the opportunity for arts, culture and heritage 
professionals to work collaboratively to maximise ambition, innovation and cross-
disciplinary working.  

➢ For arts, heritage and cultural projects to have the greatest economic impact it will be 
necessary for projects to attract visitors from across the UK (both day and staying), as well as 
appealing to local residents. As such, projects will need to generate regional and even 
national interest.  

 
Project Management  

➢ Ensuring that sufficient staff, time and resources are in place for future projects, whether 
permanent and/or temporary, will be essential for successful project management. It will 
also mean that the delivery team can be proactive in engaging the necessary stakeholders 
well in advance of live delivery. This should help to maximise the success of future projects, 
through the ability to better manage risk and address potential barriers to engagement. 

➢ Retain the specialist skills/knowledge gained through delivery of Selby 950 within both SDC 
and the wider district, so that these are not lost and can be built upon for the future.   

 
Audience Development and Engagement 

➢ Consider different options for project interpretation where artworks and interventions are 
more abstract and/or contemporary in nature, so that audiences who have a desire to better 
understand the artistic intention behind the work are able to access this information and 
build their understanding – encourage feedback on this interpretation, including its visibility, 
the quality and level of information provided, and its impact on the experience. 

➢ Undertake research with underrepresented audiences in Selby District (i.e. young people 
aged 16-24 years, young adults aged 25-29 years, White Other, people with disabilities and 
long-term limiting illness, residents in towns and villages beyond Selby Town, Experience 
Seekers, Heydeys and Kaleidoscope Creativity) to better understand their priorities, 
motivations and barriers to engagement. Ensure that programme development and ancillary 
offers are then responsive to their wants and needs. 

➢ Engaging a greater proportion of males with future arts, culture and heritage projects will 
require careful consideration of the disciplines utilised and themes addressed – sport is a key 
route to this target audience, as are more traditional heritage projects, and themes/topics 
such as engineering, transport, film, technology, and health and fitness. 

➢ The timing of events, both in terms of time of year, day of week and time of day are vital to 
audience engagement– for example, organisers should be mindful that even in school 
holidays (especially during the summer) many parents to continue to work, so family events 
are better programmed for weekends and during the day. 

➢ Continue to work with tourism destination agencies such as Visit York and Welcome to 
Yorkshire to develop strategies for increasing day visits to the district that includes staying 
visitors in York  and to develop short stay packages that include the district’s arts, culture 
and heritage offer.  

➢ Continue to work with STEP, the Regeneration and Economic Development Teams within 
SDC, local businesses, local arts, culture and heritage organisations, and local community 
and voluntary groups to identify strategies for how the district’s retail and hospitality sectors 
and, by extension its night-time economy, can support the arts, culture and heritage sector 



                                                                                                                        June 2020        
18 

 

(and vice versa) to ensure that audience experience and satisfaction is maximised for both 
residents and visitors. 

➢ Identify different ways to signpost audiences to further information, events and activities 
linked to the history, heritage and stories explored and presented in projects, to enable and 
maximise the opportunities for people to undertake follow-up activity.  

 
Accessibility 

➢ Continue to develop the access provisions offered at events and activities, putting into 
practice the knowledge gained from Selby 950 to plan this aspect in from the beginning to 
ensure the necessary time and budget is included. Consideration should be given to both:  

o Physical access (e.g. level access, wheelchair accessible, accessible toilets, blue 
badge parking, accessible viewing areas, viewing heights, circulation space, 
seating/rest areas);  

o Sensory access (e.g. hearing loops, BSL/lipspeaking interpretation and/or tours, 
audio description, captioning, large print versions of guides or other information, 
warnings regarding any flashing lights, relaxed performances).  

➢ All team members should familiarise themselves with the social model of disability and 
receive training in Disability Awareness, where possible.  

➢ All access provisions should be included within marketing and communications activity. To 
ensure this marketing and communications activity is effective, content and distribution 
methods should be developed with partners, such as SDDF, to ensure it gets to the right 
people and is presented in the right way. Evidence suggests that listing access provisions for 
events and activities on websites and in social media posts is not enough to engage these 
hard-to-reach audiences, especially those in low and medium engagement segments.  

 
Marketing and Communications 

➢ Develop a high-quality and professional brand for the arts, culture and heritage offer in 
Selby District to act as a “one-stop shop” for audiences, which has its own voice, visual 
identity, marketing and communication channels and marketing collaterals. It should be of 
equal appeal to residents and visitors and should include:  

o An easily navigable website /microsite that essentially becomes a “onestop shop” 
for audiences, with interesting and inspiring editorial content and links to further 
information for those inspired to find out more about projects and the people 
delivering them.  

o Social media pages, particularly Facebook and those that effectively reach young 
people and young adults. 

o An e-newsletter that people can opt in to receive via the website and social media 
pages.  

o Lamppost banners and other high-quality outdoor advertising and printed materials 
that raise awareness of the brand, and the events and activities on offer.  

➢ Continue to commission photographers and/or videographers to ensure high-quality 
documentation of events and activities that can be used within marketing, communications 
and advocacy materials.  Schedule regular social media activity and ensure that posts are 
short, visually arresting, encourage conversation and, where appropriate, contain a “call to 
action”. Posts should continue to be maintained, even in “quiet time”, to ensure that a 
dialogue with audiences is maintained and followers and likes continue to grow. 

➢ Continue to engage with individuals and organisations on social media pages who have good 
penetration rates with local audiences (e.g. Selby Abbey, Selby Past and Present, Selby SOS) 
and encourage them to follow and like back. 
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➢ Website and social media analytics should be regularly monitored to identify the posts that 
are producing the most significant number of engagements and impressions, thus increasing 
the effectiveness and efficiency of these pages over time in growing audiences and raising 
awareness.  

➢ Copy and event details for events and activities should be developed with sufficient lead-in 
times, to ensure that awareness and enthusiasm can be generated well ahead of going into 
live delivery. 

➢ Look to transfer or invite current followers and those who like the Selby 950 social media 
pages to any new permanent platforms created for the new brand and ensure that this 
adheres to UK Data Protection and GDPR guidelines. 

➢ Where possible and appropriate, create an ambassador scheme covering different age 
groups, to generate word of mouth via both face to face and social media. 

➢ Where possible and appropriate, develop referral marketing initiatives for social media 
pages to encourage online recommendation. 

➢ Work with the SDC Marketing & Communications Team to develop an independent media 
database, in order that arts, culture and heritage stories from the district can be given the 
necessary prioritisation and that press releases can be written in the brand voice. 

➢ Schedule key newsworthy stories linked to the district’s arts, culture and heritage sector 
with sufficient lead-in times for the press and media outlets being targeted. 

➢ Explore options for media monitoring services to measure the success of campaigns, deal 
with crises, and listen out for negative publicity.  

➢ Consider setting up a shared online events calendar for the district to share information 
about arts, culture and heritage projects taking place. This will help to avoid clashes, will 
enable events and activities to be added to the website, and identify opportunities for cross-
promotion (e.g. via distribution of print, exit flyering, and partnership marketing). 

➢ Ensure there is sufficient marketing and communications resource in place to achieve the 
desired aims and objectives for this area of activity. 

➢ Work in partnership to identify the most effective ways to distribute print linked to arts, 
heritage and culture events and determine how best to fund this activity. 

 
Partnerships 

➢ Partnership working will be essential to building on the success of Selby 950 and will help 
create resilience and sustainability within Selby’s arts, culture and heritage sector. 
Collaboration will enable partners to jointly create projects, share resources and support 
one another to reach new audiences, thrive and develop.  

➢ Continue to work closely with relationship managers at Arts Council England, National 
Lottery Heritage Fund and Historic England to keep investment in arts, culture and heritage 
flowing into the district, as well as identifying new public funders, trusts and foundations 
and private funders who could augment this investment. 

➢ Undertake consultation with arts, culture and heritage organisations and other community 
partners who deliver arts, culture and heritage events as part of their activity, about what 
they need in terms of support and capacity development. Utilise this research to create a 
sector development programme/network that can provide the necessary advice, training 
and support they need to take the lead on developing programming for the district. 

➢ Determine and clearly communicate the role of SDC in the future of the arts, culture and 
heritage sector in Selby in the short-, medium-, and long-term, so that expectations are 
managed in terms of where roles and responsibilities sit. 

➢ Work with the Economic and Regeneration teams within SDC to determine whether there is 
an opportunity to attract creative industries and other businesses that provide services to 
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the arts, culture and heritage sector into the district, in order that the economic impact of a 
growing and developing arts, culture and heritage sector can be maximised through the use 
of local suppliers/contractors. This might include events management companies, graphic 
designers, photographer, filmmakers, printers, equipment hire companies, etc.   

   
Monitoring and Evaluation  

➢ Evaluation should be built into project planning from the beginning to ensure what is 
required from the evaluation is sufficiently resourced. The aims and objectives of the 
evaluation activity should be fully considered to understand what data needs to be collected 
and from whom; what sample sizes are required to provide a robust evidence base and the 
best methodologies for achieving this; who is responsible for what; and that the costs of this 
are fully budgeted. 

➢ Where it is important to gather accurate audience counts for free and nonticketed events 
and activities, especially those with no designated entry/exit points it will be essential to 
build sufficient time and budget into project plans to identify the most effective 
methodology – it should be noted that accurate audience estimates are important for 
organisation’ and sector learning, for undertaking economic impact modelling, for 
fundraising and advocacy activity and for securing post-event media coverage. 

➢ Monitoring and evaluation toolkits for members of the project delivery team, partners 
and/or the district’s arts, heritage and cultural sector will be essential to developing capacity 
in this area. It will also enable a districtwide approach to data collection, through the sharing 
of standardised questions, which in turn will help build a comprehensive understanding of 
the district’s audiences and the impact that activity delivered by the sector has both at an 
individual organisation level and collectively. It will also enable data to be monitored over 
time. 

➢ Creating buy-in for the use of these toolkits will be a vital part of the future development of 
the sector, which may require strategies to better resource it. Consideration could be given 
to training a cohort of volunteers to support evaluation activity across the district, as well as 
identifying where evaluation can be resourced and/or delivered in collaboration.  

 
Local Business Engagement  

➢ Undertake further research with local businesses to develop a series of case studies on Selby 
950, detailing the positive impacts of the year on local businesses, be  these commercial 
and/or community benefits. Utilise these for advocacy purposes both face-to-face and 
online and encourage these businesses to act as ambassadors by presenting their story at 
local business networking events.  

➢ Continue to develop the relationship with the Selby Town Enterprise Partnership (STEP) and 
equivalent representative bodies across the district and, if appropriate, develop a new local 
business network that includes relevant businesses who are not members of STEP: 

o Consider how this network can successfully bring together those from the arts, 
culture and heritage sector with those in the retail and hospitality to ensure that 
each can be of maximum benefit to one another in providing an excellent audience 
and visitor experience.  

o Identify local businesses in other sectors who are interested in engaging with the 
arts, culture and heritage sector in other ways, e.g. residencies, Corporate Social 
Responsibility initiatives. 

➢ Connect local businesses to any website and social media pages created for the brand and 
consider development of an e-newsletter specifically targeting this stakeholder group. 
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➢ Invite local business representatives to be part of the core planning group, to ensure that 
both potential positive and negative impacts on local businesses from any planned event can 
be identified in advance of event delivery, and strategies developed to maximise any 
positive impacts and mitigate the risk of any negative impacts. 



Area Profile Report

Total population

Insert Map here

The area profile report contains data about the population within your target area (Selby Local Authority), 

compared with the population of your base area (Yorkshire and the Humber).  The extent of your target 

area is shown in the map below.

Each measure in this report is also provided for each postal sector in your target area via the 

accompanying spreadsheet.

Selby Local Authority

The total adult population (15+) of your target area (Selby Local Authority) is 72,632, and the population 

of your base area (Yorkshire and the Humber) is 4,540,041 (adults 15+ estimate 2016).
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How to read the tables

●

●

○

●

○

●

An index of 100 occurs when the proportion of a category in the target area exactly matches 

the size of that category within the base population.

Indices with a shaded background indicate significant difference between the target area and 

base population.

An index under 100 indicates that this category is under-represented in the target area 

compared to the base population.

Indices of 90 or less are highlighted, with the index appearing in blue.

An index over 100 indicates that this category is over-represented in the target area 

compared to the base population.

Indices of 110 or over are highlighted, with the index appearing in red.

The tables show the size of each category within the target area, compared to the size of that category 

within the base population.

The index figures show whether each category is over or under represented in the target area compared 

to the base population. 
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Audience Spectrum and Mosaic segmentation

Audience Spectrum profile

●

●

●

Percentage breakdown of Audience Spectrum segments

towards such organisations.  It has been built to meet the needs of small and large scale, ticketed and 

non-ticketed organisations from across the cultural sector.

Audience Spectrum is a population profiling tool which describes attendance, participation and 

engagement with the arts, museums and heritage, as well as behaviours, attitudes and preferences 

Dormitory Dependables: Regular but not frequent cultural attenders living in city suburbs and 

small towns (Medium engagement)

Trips & Treats: Suburban households, often with children, whose cultural activities usually are 

part of a day out or treat (Medium engagement)

Home & Heritage: Conservative and mature households who have a love of the traditional 

(Medium engagement)

To find out more and to view the pen portraits for each segment visit: 

www.theaudienceagency.org/audience-spectrum

The most prominent Audience Spectrum segments in your target catchment area are Dormitory 

Dependables, Trips & Treats and Home & Heritage.  67% of the target population belong to one of these 

three segments, compared with 43% of the base population as a whole.
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15%

20%

25%

30%

Selby Local Authority Yorkshire and the Humber
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Count % Count %

0 0% 13,381 0% 0

9,214 13% 342,579 8% 167

323 0% 331,049 7% 6

18,753 26% 604,841 13% 193

18,020 25% 837,021 19% 134

11,611 16% 481,391 11% 150

6,182 9% 578,993 13% 66

Facebook Families 4,719 7% 727,285 16% 40

730 1% 288,037 6% 16

2,887 4% 297,766 7% 60

- -

Mosaic group profile

●

●

●

Unclassified

Yorkshire and the 

Humber

72,439

Audience Spectrum segment

Adults 15+ estimate 2017

Experience Seekers

socio-economic and cultural behaviour. 

The most prominent Mosaic groups in your target catchment area are D Rural Reality, C Country Living 

and H Aspiring Homemakers.  56% of the target population belong to one of these three groups, 

compared with 21% of the base population as a whole.

Aspiring Homemakers: Younger households settling down in housing priced within their means

Country Living: Well-off owners in rural locations enjoying the benefits of country life

Rural Reality: Householders living in inexpensive homes in village communities

Base totals and percentages do not include unclassified postcodes.

4,502,343

Mosaic combines a wide range of information from over 400 sources to create a summary of the likely

characteristics of each UK household.

Households are assigned to a ‘group’, of which there are 15 in Mosaic, which describes their 

Selby Local Authority

Metroculturals

Commuterland Culturebuffs

Home & Heritage

Dormitory Dependables

Trips & Treats

Up Our Street

Kaleidoscope Creativity

Index

Heydays
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Percentage breakdown of Mosaic groups

Count % Count %

0 0% 12,956 0% 0

4,042 6% 236,751 5% 105

15,281 21% 239,795 5% 392

17,843 25% 263,436 6% 417

3,712 5% 442,271 10% 52

4,600 6% 327,196 7% 87

6,306 9% 282,825 6% 137

7,621 11% 455,345 10% 103

2,894 4% 417,396 9% 43

4,187 6% 448,974 10% 57

569 1% 225,895 5% 16

2,796 4% 345,931 8% 50

1,953 3% 304,527 7% 39

5 0% 198,416 4% 0

712 1% 264,729 6% 17

111 73,578

H Aspiring Homemakers

I Family Basics

N Urban Cohesion

72,521Adults 15+ estimate 2017 4,466,443

2018 Experian Ltd

2018 Experian Ltd, Sources: 2011 Census Data: England and Wales - ONS, Scotland - NRS, N.Ireland - NISRA. Licenced under the Open Government Licence v2.0. Crown Copyright

M Modest Traditions

K Municipal Challenge

L Vintage Value

O Rental Hubs

U Unclassified

J Transient Renters

Yorkshire and the 

Humber

G Domestic Success

Index
Selby Local Authority

Mosaic group

A City Prosperity

B Prestige Positions

C Country Living

D Rural Reality

E Senior Security

F Suburban Stability

Base totals and percentages do not include unclassified postcodes.
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Cultural engagement

●

●

●

Arts attendance in the past 12 months

Cinema visits: 77% of the target population visit the cinema compared to 76% of the base population.

Overall, the target population has similar levels of cultural engagement than the base population.

Arts attendance: amongst the target population, the arts activities with the highest levels of

Plays: 33% attendance amongst the target population

engagement are:

Museums and heritage attendance: In the last 12 months, the target population is more likely to have 

visited museums than stately homes/castles or archaeological sites.

Theatre: 43% attendance amongst the target population

Popular/rock concert: 40% attendance amongst the target population
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Count % Count %

22,154 31% 1,276,429 28% 108

1,475 2% 93,630 2% 98

9,111 13% 538,748 12% 106

11,232 15% 619,653 14% 113

18,147 25% 1,055,569 23% 107

5,413 7% 376,990 8% 90

6,960 10% 406,603 9% 107

7,334 10% 440,514 10% 104

24,132 33% 1,360,903 30% 111

28,775 40% 1,703,685 38% 106

31,570 43% 1,820,757 40% 108

1,326 2% 119,121 3% 70

c―

Museums and heritage attendance in the past 12 months

Count % Count %

19,304 27% 1,241,961 27% 97

4,435 6% 251,297 6% 110

15,185 21% 870,276 19% 109

Selby Local Authority
Yorkshire and the 

Humber Index

IndexVisited in past 12 months

72,632Adults 15+ estimate 2017 4,540,021

4,540,02172,632

Museums

Archaeological sites

Stately homes/castles

Selby Local Authority

Jazz concerts

Comedy shows

Attended in past 12 months

Art gallery once a month or more

Ballet

Classical concerts

Contemporary dance

Art galleries

Opera

Plays

Popular/rock concert

Theatre

Theatre once a month or more

Adults 15+ estimate 2017

Yorkshire and the 

Humber

0%
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15%

20%

25%

30%

Museums Archaeological sites Stately homes/castles

Selby Local Authority Yorkshire and the Humber
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Cinema visits

Count % Count %

55,870 77% 3,451,667 76% 101

10,667 15% 648,729 14% 103

8,128 11% 585,174 13% 87

16,762 23% 1,088,354 24% 96

Index
Selby Local Authority

2018 Experian Ltd

2018 Experian Ltd, Sources: 2011 Census Data: England and Wales - ONS, Scotland - NRS, N.Ireland - NISRA. Licenced under the Open Government Licence v2.0. Crown Copyright

Cinema visits

72,632

Yorkshire and the 

Humber

Adults 15+ estimate 2017 4,540,021

Ever go to the cinema

Go every two or three months

Go once or more a month

Never go

Note: The figures in  this section of the report are based on the Target Group Index survey.  This is a nationally representative 

sample which is then modelled to describe the likely characheteristics of smaller populations.  As such, it should be used as a 

broad indication of likely behaviour within your target area rather than providing 'actual' figures.

0%
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60%

80%

100%

Ever go to the cinema Go every two or three
months

Go once or more a
month

Never go

Selby Local Authority Yorkshire and the Humber

© The Audience Agency 2019 8



Demographics

● Age profile: the dominant adult age group is 45 - 49.

●

●

●

●

●

●

●

Population and Households

Age structure

Ethnic origin: 2% are from a Black, Asian or mixed ethnic group, compared with 11% of the 

base population.

Health: 84% are not limited in their day-to-day activities by ill health or disability.

Family structure: 39% of all families in households have dependent children in their family.

Social grade (based on households with a least one 16-64 year old): A/B/C1 households make 

up  53% of all households in the target area, compared with 48% of households in the base 

area. C2/D/E households make up 47% of households in the target area, compared with 52% of 

households in the base area.

Employment: 58% of those who are economically active are in full/part time work or self-

employed, compared with 54% of the base population. Of those who are economically inactive, 

60% are retired, compared with 47% of the base population.

Education: 26% of those aged 16+ have achieved Level 4 qualifications and above (e.g. Higher 

Education/Higher diploma), compared with 23% of the base population.

Newspaper readership: the most read daily newspaper amongst the target population (adults 

15+) is The Daily Mail.

Unless otherwise specified, the following demographics describe all usual residents within the target 

population.
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Count % Count %

0 - 17 17,481 21% 1,128,735 21% 98

18 - 24 6,265 8% 534,607 10% 74

25 - 34 8,766 11% 668,632 13% 83

35 - 44 12,169 15% 720,793 14% 107

45 - 54 13,342 16% 725,788 14% 116

55 - 64 11,420 14% 630,607 12% 115

65 - 74 7,702 9% 463,849 9% 105

75 - 84 4,554 5% 296,421 6% 97

85+ 1,750 2% 114,301 2% 97

Ethnicity

Count % Count %

82,077 98% 4,691,956 89% 111

626 1% 84,558 2% 47

493 1% 385,964 7% 8

212 0% 80,345 2% 17

41 0% 40,910 1% 6

White

Mixed/multiple ethnic group

Age group

Yorkshire and the 

Humber Index

Other

All usual residents 83,449 5,283,733

Ethnicity
Selby Local Authority

Yorkshire and the 

Humber Index

Selby Local Authority

All usual residents 83,449 5,283,733

Black/Black British

Asian/Asian British

0%

20%

40%

60%

80%

100%

White Mixed/multiple
ethnic group

Asian/Asian British Black/Black British Other

Selby Local Authority Yorkshire and the Humber
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Health

Count % Count %

6,020 7% 478,358 9% 80

7,658 9% 515,291 10% 94

69,771 84% 4,290,084 81% 103

Families with dependent children

Count % Count %

15,778 61% 864,888 58% 106

10,126 39% 638,371 42% 92

87

93

98

Household family status

199,983

Index

Selby Local Authority
Yorkshire and the 

Humber Index

13%

Yorkshire and the 

Humber

All usual residents 83,449

3,205 12%

17%

Dependent children in family, 

youngest aged 5 to 11

3,829

Dependent children in family, 

youngest aged 12 to 18
3,092 12% 12%

All families in households 25,904 1,503,259

5,283,733

Day-to-day activities limited a lot

Dependent children in family, 

youngest aged 0 to 4

182,297

15% 256,091

No dependent children in family

Any dependent children in family

Long-term health problem or 

disability

Selby Local Authority

Day-to-day activities limited a little

Day-to-day activities not limited
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No dependent
children in family

Any dependent
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aged 0 to 4

Dependent children
in family, youngest
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Dependent children
in family, youngest

aged 12 to 18

Selby Local Authority Yorkshire and the Humber
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Approximated social grade

Count % Count %

5,869 23% 308,284 19% 123

7,592 30% 481,281 29% 102

6,351 25% 366,047 22% 112

5,682 22% 484,952 30% 75

Employment and qualifications

Economic activity

Count % Count %

41,990 92% 2,325,386 88% 105

9,293 20% 564,578 21% 95

26,298 58% 1,435,376 54% 106

115

126

106

113

2,154 5% 187,755 7% 66

1,576 3% 136,834 5% 67

Index

Index

Approximated social grade
Selby Local Authority

Yorkshire and the 

Humber

AB

C1

DE

All Household Reference Persons 

aged 16 to 64
25,494 1,640,564

Selby Local Authority

Self-employed with employees: 

Part-time
285 1% 14,356

Yorkshire and the 

HumberEconomically active

Employed or self-employed: all

C2

3%

Self-employed without employees: 

Full-time
3,167 7%

Self-employed without employees: 

Part-time
1,468

1%

1,479 3%

Employee: Part-time

Employee: Full-time

Self-employed with employees: 

Full-time

3% 80,424 3%

67,831

162,821 6%

45,720 2,649,975

Unemployed

Full-time student

Economically active: Total
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Occupation

Count % Count %

125

6,669 15% 374,316 15% 100

104

104

5,473 13% 298,008 12% 103

91

84

104

4,620 11% 302,767 12% 86

Economically inactive

Count % Count %

9,710 60% 570,173 47% 130

63

2,182 14% 166,214 14% 100

1,586 10% 174,493 14% 69

750 5% 85,711 7% 67

Professional occupations

Skilled trades occupations

Elementary occupations

220,859

Index

Index

9%

Process, plant and machine 

operatives
3,984 9% 214,439 9%

2,428,074

Sales and customer service 

occupations
3,323 8%

Caring, leisure and other service 

occupations
3,821 9% 234,333

Economically inactive: Total 1,225,244

Yorkshire and the 

Humber

10%

12% 228,653 19%
Student (including full-time 

students)
1,883

Retired

43,286

Looking after home or family

Long-term sick or disabled

16,111

Other

Economically inactive
Selby Local Authority

All usual residents aged 16 to 74 

in employment

11%

Administrative and secretarial 

occupations
4,932 11% 265,208 11%

Managers, directors and senior 

officials
5,336 12% 240,292 10%

Selby Local Authority
Yorkshire and the 

HumberOccupation type

Associate professional and 

technical occupations
5,128 12% 277,852
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Highest qualification level

Count % Count %

14,431 21% 1,104,692 26% 82

103

108

3,402 5% 181,690 4% 118

100

112

2,927 4% 210,014 5% 88

TGI Media

National newspapers looked at yesterday (dailies)

Count % Count %

481 1% 34,374 1% 87

3,903 5% 212,717 5% 115

2,084 3% 181,276 4% 72

171 0% 12,154 0% 88

935 1% 71,630 2% 82

1,065 1% 54,877 1% 121

43 0% 4,362 0% 62

1,278 2% 89,599 2% 89

1,079 1% 62,675 1% 108

3,250 4% 262,601 6% 77

1,622 2% 95,773 2% 106

72,632

Daily newspapers read

Yorkshire and the 

Humber

Daily Express

Daily Mail

Daily Mirror

Daily Record

Daily Star

Daily Telegraph

Financial Times

i (newspaper)

The Guardian

The Sun

The Times

Adults 15+ estimate 2017 4,540,021

68,135

Selby Local Authority

Index

2018 Experian Ltd

2018 Experian Ltd, Sources: 2011 Census Data: England and Wales - ONS, Scotland - NRS, N.Ireland - NISRA. Licenced under the Open Government Licence v2.0. Crown Copyright

Index

No qualifications

Apprenticeship

Other qualifications

All usual residents aged 16 and 

over
4,285,941

Please note: Apprenticeship data is not counted as a separate variable for areas within Scotland

For more information about the classifications given above, please see the Ofqual website: http://ofqual.gov.uk/qualifications-

and-assessments/qualification-frameworks/levels-of-qualifications/

Highest qualification achieved

Yorkshire and the 

Humber

Level 4 and above (e.g. Higher 

Education and Higher diplomas)
17,786 26% 998,718 23%

Level 3 (e.g. AS and A Levels, 

Advanced and Progression 

diploma)

8,731 13% 547,480 13%

Level 1 (e.g. GCSEs graded D-G, 

Foundation diploma)
9,535 14%

Level 2 (e.g. GCSEs graded A*-C, 

Higher diploma)
11,323 17% 662,318 15%

581,029 14%

Selby Local Authority
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This report is based on mapping and profiling tools provided by Experian.

The information contained within this report is not intended to be used as the sole basis for any business decision, and 

is based upon data which is provided by third parties, the accuracy and/or completeness of which it would not be 

possible and/or economically viable for Experian to guarantee.  Experian’s services also involve models and techniques 

based on statistical analysis, probability and predictive behaviour.  Accordingly, Experian is not able to accept any 

liability for any inaccuracy, incompleteness or other error in this report.
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Inputs Activities Participation Short-term (1 year) Medium-term (2-4 years)          Long-term (5-10 years) 

GOAL: Selby 950 will be the catalyst that creates a vibrant and sustainable cultural ecology in Selby, which ensures every  
resident and visitor can access, enjoy and be inspired by high quality culture all year around.  

Selby 950 Logic Model 

OUTCOMES OUTPUTS 

• Selby District Council staff 

• Selby Abbey Community  
Engagement Co-ordinator 

• Heritage Ambassadors 

• Artists / arts organisations 

• Creative professionals 

• Cultural sector partners 

• Community / voluntary  
sector partners 

• Educational partners 

• Volunteers 

• Funding and sponsorship 

• Venues 

• Outdoor sites 

• Selby 950 Visual Identity  

• Existing research 

• Local businesses 

• Suppliers 

• Selby District Council 
commissions / projects 

• Cultural sector partner 
projects 

• Community / voluntary 
sector partner projects 

• Educational partner  
projects 

• Local business partner 
projects 

• Accessibility offered at 
events  

• Mentoring of local artists 
and creatives via project 
associate roles 

• Skills development via 
educational partnerships  

• Selby 950 Working 
Group 

• Professional Practitioner 
Group (Name TBC?) 

• Marketing of Selby 950 
and associated projects 

• Communications activity 
linked to Selby 950 and           
associated projects 

• Documentation 

• Number and type of  
projects 

• Geographic spread of 
projects 

• Number and profile of 
people engaged 
(audiences) 

- Attendees 

- Participants 

• Number and profile of 
SDC staff involved in 
delivery 

• Number and profile of 
artists involved in      
delivery 

• Number and profile of 
cultural sector partners 
involved in delivery 

• Number and profile of 
community / voluntary 
sector partners involved 
in delivery 

• Number and profile of 
educational partners  
involved in delivery 

• Number and profile of 
volunteers supporting 
projects 

• Number of local      
businesses supporting  
projects 

• Media coverage  

Selby 950 provides people with a high 
quality cultural experience 

Selby 950 increases people’s         
understanding of the District’s   
heritage and they value it more 

Selby 950 creates strong partnerships 
between Selby District Council and 
cultural partners 

Selby 950 acts as a catalyst for the 
capacity building of Selby’s cultural 
sector 

Selby 950 develops the confidence 
and ambition of Selby’s cultural sector 

Selby 950 creates opportunities for 
social interaction between residents 
and communities across Selby  
District   

Selby District’s image is enhanced 
among the residents and visitors who 
engage with Selby 950 

The Selby 950 programme           
successfully develops new audiences 
for the District’s cultural offer 

Selby District’s cultural sector gain a 
clear understanding of current      
audience and potential audiences 

Expenditure in Selby increases as a 
result of Selby 950 

Selby 950 acts as a catalyst for local 
education providers to support  
cultural events in the District 

Selby 950 acts as a catalyst for local 
business to support cultural events in 
the District 

People’s engagement and             
participation with Selby’s cultural   
offer increases year-on-year 

People’s confidence to attend and 
take part in a range of activities    
increases through participation 

Culture is embedded across Selby 
District Council’s long-term policies 
and strategies 

Selby District Council commits to  
continued investment in the District’s 
cultural infrastructure 

Selby’s District has a clearly defined 
and developed cultural offer (Product, 
Price, Place, Promotion and          
Partnerships) that responds to its  
audiences wants and needs 

Existing and new audiences for the 
District's cultural offer continue to be 
developed 

Selby District is home to at least one 
Arts Council England National       
Portfolio organisation 

Selby District is seen as a desirable 
place to live, visit and do business 

Local education providers support of 
the District’s cultural sector grows 

Local business support of the        
District’s cultural sector grows 

 

 

 

Selby District’s has a distinct cultural 
offer that is accessible to all 

Selby District’s cultural sector is    
sustainable 

Residents have an increased sense of 
civic identity, pride and trust 

 

 

 

 


