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1. Welcome to Selby 950 
 

 Introducing Selby 950 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 
Selby 950 was a town-wide celebration commemorating the 950th anniversary of 
the founding of the magnificent Selby Abbey and the fantastic heritage of the 
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 celebrating a significant anniversary.  

This chapter seeks to present the vision, aims and objectives for Selby 950, which 
informed the evaluation programme. 

Selby Shines! 

From Vikings and Romans to royal births and dissolution, from fire and floods 
to ship building and thriving industries, the resilient market town of Selby has 
witnessed it all. 

It is without doubt that much of Selby’s rich heritage can be traced back to 
the founding of Selby Abbey, so it was only right that the town proudly 
celebrated the Abbey and the town’s heritage in 2019, to mark 950 years 
since the Abbey’s founding. 

The story behind Selby Abbey’s founding is nothing short of fascinating and 
was at the heart of the 2019 celebrations. 

Benedict, a Monk from Auxerre in France was thought to have experienced a 
vision by God where he was called by Selby Abbey’s patron saint, St 
Germain, to start a new monastery at Selebiae and that the site would be 
marked by the presence of three swans. 

After Benedict’s extensive journey from France to Selby, Benedict was said to 
have seen three swans alighting from the river, at the bend of the river Ouse 
– and so, the site for Selby’s beloved Abbey was set. 

Benedict’s story doesn’t stop there though – there are tales of a stolen 
finger, wrong turns, mistaken identity, visits to Salisbury and much more. 



	 2 

Figure 1: Selby 950 Logic Model 
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 Selby 950 Logic Model 

To visualise the vision, aims and objectives for Selby 950 a logic model for the 
programme was designed. A logic model is a graphic which seeks to represent 
the theory of how a programme will produce its outcomes, through presenting 
the shared relationships among the resources (inputs), activities, outputs, 
outcomes and impact for the programme. In short, it depicts the relationship 
between the programme’s activities and its intended effects. 

The Selby 950 Logic Model can be seen in Figure 1. 

 Evaluation Methodology  

The following sections outline the approach taken to evaluating Selby 950. 

1.3.1 Evaluation Framework 

Utilising the Selby 950 Logic Model detailed in Section 1.2 and Figure 1, an 
evaluation framework was designed to organise and link evaluation questions, 
outcomes or outputs, indicators, data sources, and data collection methods. 

The evaluation framework for Selby 950 has been included in Appendix 1 of this 
report. A summary of the impact areas, outcomes and outputs is provided as a 
summary in Figure 2. 

1.3.2 Project Evaluation 

A range of primary and secondary data was collected through the project 
evaluation undertaken for Selby 950.  

Primary research used both qualitative and quantitative research methodologies 
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 were: 

• 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 
• Selby District Council staff. 

A summary of the primary research undertaken is provided in Table 1. 
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Figure 2: Selby 950 Evaluation Framework 
  OUTCOMES INDICATOR 
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Selby 950 provides 
people with a high-
quality cultural 
experience 

The proportion of people who would recommend a similar project to friends, family members and/or colleagues 

The Net Promoter Score for the project 

The proportion of people who rate the quality of the project highly 

The proportion of people who rate the whole experience of the Selby 950 project highly 

The proportion of residents who agree that the project was an enjoyable experience 

Examples of what audiences liked and felt could have been improved about the project 

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

The historical value attached to Selby Abbey: It's historical importance and the need to preserve it for the future 

The symbolic value attached to Selby Abbey: It's meaning to Selby and residents' identity 

The spiritual value attached to Selby Abbey: It's role as a place of worship 

The aesthetic value attached to Selby Abbey: It's beauty and being a source of inspiration 

The social value attached to Selby Abbey: It's ability to host events that connect people and generate pride in the area 

The extent to which people's knowledge and understanding of the history of Selby has increased  

Examples of what people have learnt about the history and heritage of Selby through the project 

The number of people who state the project was as a catalyst to further heritage-based learning 

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

The proportion of people who state that the project was a catalyst to visiting Selby Abbey 

The proportion of people who have visited Selby Abbey in the previous 12 months 

The average number of visits to Selby Abbey in the previous 12 months 

The proportion of people who agree the Selby 950 project has made them more interested in attending future arts and 
cultural events in Selby 

The proportion of people who agree they would like to take part in a similar project in future 

Examples of how the project made people think and/or feel differently about arts, culture and heritage 

Examples of artistic skills and knowledge gained through participation in Selby 950 projects 
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  OUTCOMES INDICATOR 

C
U
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U
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SE
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R  

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

Examples of the most beneficial parts of working in partnership with SDC on Selby 950 related activity 

Examples of the most challenging aspects of working in partnership with SDC on Selby 950 related activity 

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

Number of local partners delivering Selby 950 events/activities who feel they achieved their desired measures of success  

Number of local partners who agree Selby 950 enabled them to secure public funding 

Number of local partners who agree Selby 950 enabled them to secure private funding 

Number of local partners who agree Selby 950 enabled them to access heritage that they otherwise would not have 
been able to  
Number of local partners who agree Selby 950 enabled them to perform, exhibit or deliver activity in venues where they 
otherwise would not have been able to 

Number of local partners who agree that Selby 950 enabled them to develop new partnerships or networks 

Number of local partners who agree Selby 950 provided press and media coverage that they otherwise would not have 
attracted 

Number of local partners who increased existing knowledge and skills through Selby 950 

Number of local partners who have gained new knowledge and skills through Selby 950 

Examples of the types of knowledge and skills developed or gained by local partners through Selby 950 

Key lessons learnt by local partners from their Selby 950 experience that they will use to inform their future work 

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

Number of local partners who agree Selby 950 made them more ambitious with the types of events and activities they 
delivered in 2019 
Number of local partners who agree Selby 950 enabled them to try something new, which they otherwise would not 
have done 

Number of local partners who agree that Selby 950 enabled them to be more innovative 

Number of local partners who agree they are more confident in developing cultural events and activities as a result of 
Selby 950 

The proportion of local partners who agree that their organisation's profile is improving as a result of Selby 950 
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  OUTCOMES INDICATOR 

C
U

LT
U

RA
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SE
C

TO
R  Selby District's 

cultural sector gain 
a clear 
understanding of 
current audience 
and potential 
audiences 

Audience demographics of Selby 950 audiences 

Geographical spread of audiences for Selby 950 

Audience Spectrum Segments for Selby 950 audiences 

Group composition of Selby 950 audiences 

Visitor type (day visitor or staying visitor) for Selby 950 audiences 

Average number of days for visitor stay for Selby 950 audiences 

Average number of nights for visitor stay for Selby 950 audiences 

All motivations to attend or take part in Selby 950 commissions/projects 

Main motivation to attend or take part  in Selby 950 commissions/projects 

Engagement in arts, culture and heritage in previous 12 months by Selby 950 audiences 

Examples of barriers to engagement for Selby 950 audiences 

The proportion of local partners who agree they have a better understanding of who their current audiences are as a 
result of Selby 950 
The proportion of local partners who agree they have a better understanding of who their potential audiences are as a 
result of Selby 950 

SE
LB

Y 
D

IS
TR

IC
T Selby 950 creates 

opportunities for 
social interaction 
between residents 
and communities 
across Selby 
District 

The proportion of residents who agree the project gave everyone the chance to share and celebrate together 

Examples of how the project resulted in an opportunity to share and celebrate together 

The proportion of residents who agree the project gave them the opportunity to meet people they would not normally 
have met 

Examples of how the project resulted in an opportunity to meet new people 

The proportion residents who agree the project had a positive impact on the local community 

Examples of how the project resulted in a positive community impact 
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  OUTCOMES INDICATOR 

SE
LB

Y 
D
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TR
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T 

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

The proportion of residents who agree the project made them feel proud to live in Selby District 

The proportion of residents who agree the project projected a positive image of Selby District as a place to live, do 
business and visit 

The proportion of visitors who agree Selby 950 enhanced their image of Selby as a visitor destination 

The proportion of visitors who agree Selby 950 made it more likely that they will visit Selby for a short break or holiday in 
the next two years 
The proportion of visitors who feel Selby 950 has made it more likely that they will recommend Selby as a place to visit to 
their friends and family 

Examples of how the project resulted in projecting a more positive image of Selby 

Examples of how the project resulted in feelings of pride 

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

The proportion of teachers who agree that taking part in the Selby 950 project has made their school more interested in 
taking part in future arts and cultural projects 

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

The number of local businesses who state that they support cultural (arts or heritage) events in the District 

The ways in which local businesses support cultural (arts or heritage) events in the District 

Expenditure in 
Selby District 
increases as a 
result of Selby 950 

Total inward investment to Selby created by Selby 950 (direct impact) 

Visitor spend by those attending Selby 950 projects (indirect impact) 

Retained value after deadweight and leakage are accounted for 

Return on investment  
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  OUTPUTS INDICATOR 

A
C

TI
V

IT
IE

S 

Selby 950 
Programme 

Total number of SDC Selby 950 commissions/projects 
Total number of Selby 950 commissions/projects delivered by local partners 
Geographical spread of all commissions/projects 
Discipline(s) of all commissions/projects 
Genre(s) of all commissions/projects 
Heritage type(s) of all commissions/projects 

Access Access provisions provided at events 

Delivery Teams 

Total number of staff (permanent and temporary) 
Total number of arts, culture and heritage professionals 
Total number of volunteers 
Total number of volunteer hours 
Economic value of volunteers 

Audience 
(attendees and 
participants) 

Total audience 
Total number of attendees  
Total number of participants  

Marketing and 
Communications 

Marketing and communications activity undertaken by Selby 950 
Marketing and communications responsible for awareness 
Website analytics 
Social media analytics 
The proportion of people who are aware of Selby 950 
The proportion of people who know what Selby 950 is 
The proportion of people who are aware the project is part of the Selby 950 programme 

Partnerships 
Total number of partners 
Partner type (existing or new) 
Partner organisation type 

Media Report 
Print coverage 
Broadcast coverage 
Online coverage 
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Table 1: Primary Research for Selby 950 
Respondent Group Research Methodology Sample  
Audiences 
(attendees and participants) 

Post-event surveys1 
(Quantitative and qualitative) 328 

Under 16 participants 
Post Selby Sings and Parade2 
(Quantitative and qualitative) 

116 

Teachers 
Post Selby Sings3 
(Quantitative and qualitative) 

3 

Arts, Culture & Heritage 
Professionals 

Depth Interviews (Qualitative) 11 
Economic Impact Assessment Survey4 10 

Community Partners 
End of year survey5 
(Quantitative and qualitative) 

8 

Local Businesses 
2 x post event and 1 x end of year survey6 
(Quantitative and qualitative) 

40 

Selby District Council Core 
Project Team 

Focus Group7 (Qualitative) 6  
Economic Impact Assessment Survey 7 

 
An activity log was also created to keep a record of key output and participation 
data. This was updated throughout the course of the Selby 950 project and 
gathered information on: 

• Number of permanent staff involved with Selby 950 

• Number of arts, culture & heritage professionals commissioned for Selby 950 

• Number of temporary staff involved with Selby 950 

• Number of volunteers supporting Selby 950 

• Data linked to exhibitions, publications, events/performances and 
participation: 

– Project name 
– Post code(s) where activity took place 
– Date(s) activity was delivered 
– Number of days or sessions for each activity 
– Target audience information 
– Artistic disciplines and types of heritage involved in the activity 
– Access provisions implemented for the activity 
– Audience and participant numbers. 

	  

	
1 Templates of all audience and participant surveys are provided in Appendix 2. 
2 Templates of all under 16s surveys are provided in Appendix 3. 
3 Templates of the Selby Sings teacher survey is provided in Appendix 4. 
4 A template of the Economic Impact Survey is provided in Appendix 5. 
5 A template of the Community Partner end of project survey is provided in Appendix 6. 
6 Templates of all the Local Business Surveys are provided in Appendix 7. 
7 The focus group analysis and discussion guide are provided in Appendix 8. 
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Secondary research utilised the following data sources to gather additional 
information and insight:  

• Selby 950 social media analytics (Facebook and Twitter) 
• SDC website analytics 
• SDC social media analytics (Facebook and Twitter) 
• Project Report on Selby Treasures 
• Selby Abbey Experience Survey. 

1.3.3 Limitations of the Research 

There are limitations to the research, which it is important to highlight from the 
start. However, it should be noted that despite these limitations it has been 
possible to get a rich level of feedback that should be extremely useful to SDC in 
its planning and development of the district’s cultural offer, as well as providing a 
baseline on which future research can be built. 

The sample sizes for each survey vary and therefore many of the findings 
presented in this report should be treated with a level of caution, particularly: 

• Audience Surveys: project level findings, linked to audience and participant 
feedback are all below a sample size of 100, with sample sizes for Selby 
Treasures (40 respondents) and Hidden Histories (10 respondents) being 
small relative to the size of audience. 

• Local Business Surveys – the majority of responses to the local business 
surveys were received after the first event – Tour de Yorkshire Stage 1 Finish 
(33), with very few responses post Parade (2 respondents) and to the survey 
distributed in March 2020 (5 respondents) to reflect on the year as a whole. 

• Community Partner Surveys – the sample size for the Community Partner 
Survey, also distributed in March 2020, was low (8 respondents, with 5 
completing the survey in full). However, the total number of Community 
Partners on the distribution list for SDC was only 14, so this represents a good 
response rate of 35% (completing the survey in full). 

In terms of audience surveys, the feedback from all six Selby District Council 
(SDC) projects has been combined into one data set, to provide the total sample 
size of 328 referenced in Table 1. This was made possible as consistent 
questioning was used throughout the survey to link back to the evaluation 
framework and logic model. As such, the overall sample size for Selby 950 is 
strong, falling just short of the ideal 383. 

These sample sizes were limited by the distribution methods that had to be 
adopted for the surveys, in order for the evaluation programme as a whole to 
remain within budget8; the reliance on existing SDC channels and new Selby 950 
ones that are still in their infancy; and the Covid-19 pandemic and subsequent 
lockdown that came into force in March 2020. 

	
8 The evaluation budget covered all stages of evaluation, from research design to fieldwork, through to analysis 
and the evaluation report write up. Research design, as detailed within the evaluation methodology, needed to 
gather feedback on six separate projects and within each project a range of stakeholders. 



	 11 

Had more budget been available it would have been possible to commission a 
research agency to undertake fieldwork with respondent groups, either face-to-
face (interviewer led or self-completion) or by Computer Aided Telephone 
Interviews (CATI) . This not only results in higher response rates, but also allows 
for quota sampling, whereby targets can be set for gathering feedback from 
certain sub-groups within the audience, e.g. males and females, by age group, 
residents and visitors.  

As this was not possible, all audience surveys (attendee and participant) were 
done as online surveys, distributed via email and social media. Community 
Partners and Local Businesses surveys were also created as online surveys and 
distributed by email through SDC channels and, in the case of the Local Business 
Surveys, social media . All surveys were therefore reliant on individuals seeing 
emails/posts and choosing to clickthrough. Responses to online surveys are 
traditionally much lower than face-to-face or CATI methodologies and can also 
be more open to bias in the people who choose to respond9.   

To mitigate against the low response rate for audience surveys, the approach 
taken was for staff, volunteers and in the case of Tour de Yorkshire, a fieldwork 
agency, to collect contact details onsite from attendees (once these individuals 
had opted-in to receive the survey in line with Market Research Society (MRS) 
Society and General Data Protection Regulation (GDPR) guidelines. This was 
achieved through sign-up sheets administered by staff, volunteers or 
fieldworkers; or through specially designed postcards that were used across 
multiple events. 

This worked successfully for a number of commissions, but in some instances the 
number of contact details collected was low due to staff and volunteers having to 
undertake other roles and responsibilities alongside this task. This then directly 
impacts on the potential sample size that is achievable - as a general rule it is 
expected that only 10% of those providing contact details will go on to complete 
the survey. 

In addition to this, Selby 950’s Facebook and Twitter pages were utilised to post 
a link to the online surveys. This distribution method relied on people liking or 
following the Selby 950 social media pages, the post reaching their news feed 
and them engaging with the post, so was limited in its reach. 

	  

	
9 Survey response and non-response studies have shown that trends in who responds to surveys do indeed exist, 
at least with regard to traditional modes of survey administration. In general, more educated and more affluent 
people are more likely to participate in surveys than less educated and less affluent people (Curtin, Presser, and 
Singer, 2000; Goyder, Warriner, & Miller, 2002; Singer, van Hoewyk, & Maher, 2000), women are more likely to 
participate than men (Curtin et al 2000; Moore & Tarnai, 2002; Singer et al 2000), younger people are more likely 
to participate than older people (Goyder, 1986; Moore & Tarnai, 2002), and white people are more likely to 
participate than non-white people (Curtin et al 2000; Groves, Singer, & Corning, 2000; Voight, Koepsell & Daling, 
2003). Relevance of the survey topic has also been shown to influence response rates (Groves et al, 2000), as 
has response burden (Goyder, 1987) survey fatigue (Saxon et al, 2003), and even such factors as the focus of the 
study, the methods of contact, the methods of data collection, and the wording of the questionnaire title 
(Dillman, 2000; Dillman & Frey, 1974; Goyder, 1987; Hox & Deleeuw, 1994; Lund & Gram, 1998; Miller, 1991). 
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It was also not possible to undertake supplementary qualitative research with 
audiences, beyond the open-ended questions within the surveys, within the 
budget available. This often adds an extra level of depth and insight to an 
evaluation programme, by providing the ‘why?’ behind the responses given in 
quantitative research. 

In regard to the Covid-19 pandemic, this began to take a grip around the time 
that the Community Partner Survey and final Local Business Survey were 
distributed, with the resultant lockdown seeing many of these organisations and 
businesses having to shut. It is assumed that this will have had some impact on 
the availability of many individuals and organisations to respond. 

 Report Structure 

The Selby 950 Evaluation has two main areas of exploration - Process Evaluation 
and Outcomes Evaluation: 

The Process Evaluation focuses on the implementation process and attempts to 
determine how successfully the project followed the strategy laid out in the logic 
model. It considers the inputs, activities and outputs laid out in the logic model. 

The Outcomes Evaluation focuses on measuring the change that has occurred, 
from a specific activity, on a range of stakeholders. It considers the outcomes laid 
out in the logic model. 

Both process and outcomes learnings are considered alongside one another in 
each of the chapters detailed below. 

1.4.1 Chapters  

Chapter 2 provides an overview of the activities that took place during Selby 950. 
The report then moves on to focus on four main impact areas that have been 
identified: 

• Chapter 3: Selby 950 – Audiences 
• Chapter 4: Selby 950 – Society 
• Chapter 5: Selby 950 – Arts, Culture & Heritage 
• Chapter 6: Selby 950 – Local Economy. 

The final chapter, Chapter 7, details the conclusions and recommendations 
highlighted throughout the preceding chapters. 
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2. Selby 950: Activity 
 

2.1. Introduction to Activity 

As detailed in the Logic Model in Figure 1 of the previous chapter, a number of 
activities had to be undertaken by the Selby 950 team in order for the intended 
outcomes of Selby 950 to be delivered. 

This chapter provides details of this activity, including an overview of the Selby 
950 delivery team, the Selby 950 Programme and the partners involved that 
enabled this incredible year of celebration to take place. It utilises the Activity 
Log1, mentioned in Chapter 1, which was kept throughout the lifetime of the 
project to capture output data for Selby 950.  

2.2. Selby 950 Delivery Team 

2.2.1. Selby District Council and Temporary Staff 

The team for Selby 950 was a small one, with all permanent staff on the project 
being employees of SDC. Other team members, with specific expertise, were 
brought on board temporarily to work across the whole programme or on 
specific projects where additional support was required.  

Table 2 below provides a summary of these staff and their roles. 

Table 2: Permanent and Temporary Staff 
Staff Category Part time / Full time Roles 

Permanent Staff 9 part time 

Project Conception & Planning 
Project Management 
Partnerships & Development2 
Marketing & Communications 
Community Engagement 
Business Engagement 
Legacy Planning 

Temporary Staff 6 part time 
1 x Co-ordinator 
3 x Evaluation Consultants (Selby 950) 
2 x Event Managers (Pilgrim) 

 
 

  

 
1 The completed Activity Log for Selby 950 is provided in Appendix 9. 
2 Partnerships & Development includes all fundraising activity for Selby 950. 
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SDC team members were: 

• Culture, Visitor & Creative Economy Project Manager 
• Tourism Development Officer 
• External Funding Co-ordinator 
• Partnerships Project Officer 
• Partnerships Project Officer 
• Head of Community, Partnerships and Customers 
• Partnerships Manager 
• 2 x Communications & Marketing Officers. 

In addition to the official members of the SDC Selby 950 team, staff from the 
following Council departments supported delivery of the programme via their 
day-to-day roles: 

• Finance 
• Contracts & Procurement 
• Planning 
• Legal 
• Assets. 

Temporary staff who were hired on a freelance/contractor basis were: 

• Hazel Colquhoun, Independent Arts Consultant – In addition to working as 
programmer on Selby 950, Hazel also had a secondary role co-ordinating each 
project. This involved developing and implementing project plans, maintaining 
relationships with and between project team members, liaison with project 
partners and venues, supporting budget management and offering support to 
non-SDC programming and community partners. 

• Courtney Consulting Ltd: Emma Courtney, and associates Elinor Unwin and 
Shaun Romain – Emma, Elinor and Shaun were commissioned to deliver the 
evaluation programme for Selby 950, utilising the findings to also produce an 
Audience Development Plan that will inform future planning and development 
of the district’s cultural sector. 

• Dock Street Events: Chris Clay and Jenny Hutt – Dock Street Events were 
contracted to provide technical, operations and event management for Nayan 
Kulkarni’s, Pilgrim commission. 

2.2.2. Arts, Culture & Heritage Professionals 

In addition to temporary staff, 30 arts, culture and heritage professionals were 
commissioned or contracted across Selby 950 or to specific commissions. Table 
3 provides a breakdown of these individuals by commission and their roles. 
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Table 3: Arts, Culture & Heritage Professionals 
Commission Part time / Full time Roles 

Selby 950  3 Part time 
1 x Cultural Programmer 
1 x Designer 
1 x Photographer 

Selby Sings 6 Part time 

1 x Musician 
1 x Producer 
1 x Heritage Workshop Lead  
1 x Arts Administrator 
1 x Photographer 
1 x Filmmaker 

Parade 8  Part time 

1 x Artistic Director & Festival Producer 
1 x Composer & Co-director 
1 x Visual Artist & Co-director 
1 x Choreographer 
1 x Dramaturgist 
1 x Visual Artist/Designer Maker 
2 x Filmmaker 

Pilgrim 3 Part time 
2 x Artists 
1 x Filmmaker 

Selby Treasures 3 Part time 
1 x Curator 
1 x Artist 
1 x Archivist 

Hidden Histories 2 Part time 
1 x Writer 
1 x Designer 

The Unknown 5 Part time 
2 x Writers and Directors 
1 x Producer 
2 x Actors 

 
Further details on the individual arts, culture and heritage professionals are 
provided below. 

Arts, Culture & Heritage Professionals - Selby 950 

• Hazel Colquhoun, Independent Arts Consultant – In addition to co-ordinating 
projects for Selby 950, Hazel was also responsible for Programming the Selby 
950 year in collaboration with SDC. This involved shaping the artistic and 
cultural direction of the Selby 950 programme and identifying the appropriate 
arts, culture and heritage practitioners to deliver each project. 

• Mat Lazenby (Creative Director), LazenbyBrown Branding & Website Design 
Agency –  Mat created Selby 950’s visual identity and he and his team 
designed all of the marketing collateral for the programme. 

• Duncan Lomax (Photographer), Ravage Productions – Duncan was the official 
photographer for Selby 950. 
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Arts, Culture & Heritage Professionals - Selby Sings 

• Sam Dunkley (Musician), Performing Arts etc. – Sam led the song writing and 
singing workshops with participating primary schools, as well as taking the 
lead role in the planning and development of the final concert, for which he 
was also Rehearsal Manager and Conductor. 

• Benjamin Field (Filmmaker), Performing Arts etc. – Benjamin was the official 
filmmaker for the video clip documenting the Selby Sings project. 

• Brian Slater (Photographer), Performing Arts etc. – Brian was the official 
photographer documenting the Selby Sings project. 

• Alison Povey (Producer) – Alison undertook stage and event management 
(including stage build/strike) and worked closely with Sam to manage the 
needs of the schools and the participating children. 

• Steven Parker (Heritage Workshop Lead), Drax – Steven led the heritage 
workshops with participating primary schools.  

• Hannah Hebden (Arts Administrator), Selby Museum Centre – As Centre 
Manager at Selby Music Centre, Hannah provided arts administration support 
for the Selby Sings commission, playing a central role in connecting project 
partners to the schools who took part and taking on an advisory role where 
required. 

Arts, Culture & Heritage Professionals - Parade 

• Bev Adams (Artistic Director & Festival Producer), Tony Wade (Visual Artist & 
Co-director) and Charlie Wells (Composer & Co-director), Edgelands Arts – 
Bev project managed the Parade commission and along with colleagues Tony 
and Charlie, conceived the aesthetic and storyline, and composed the music. 
They also supported local artists to deliver the programme of participatory 
workshops, led the community drop-in sessions in final week of the project 
and were responsible for the production of the parade itself.  

• Gemma Fisher (Choreographer), The Theatre & Dance Academy – Gemma led 
on community engagement activity that focused on dance and movement. 
She developed relationships with a range of local groups and organisations to 
deliver community-based workshops, as well as with students from her own 
academy. 

• Louise Record (Dramaturgist), Just Drama - Louise led on community 
engagement activity that focused on drama. She developed relationships with 
a range of local groups and organisations to deliver community-based 
workshops. 

• Leilah Vyner (Visual Artist/Designer Maker), Dragon Willow – Leilah led on 
the delivery of community-based workshops to create willow sculptures for 
Parade. 

• Ben Porter and Joel Porter (Filmmakers) – Official filmmakers for 
documentation of the Parade project. 
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Arts, Culture & Heritage Professionals - Pilgrim 

• Nayan Kulkarni (Artist) – Nayan developed, directed and created the artwork 
for the illumination project for Selby 950, which included working with a range 
of local partners to undertake research and development activity in Selby 
District and elsewhere in Yorkshire. Nayan also engaged with students from 
Selby College during the development of his commission.  

• Peter Wearing (Filmmaker) – Peter was Assistant Director of Photography and 
Second Camera Operator on the project. In addition to undertaking some 
filming, he was responsible for tracking daily progress against the filming 
production schedule and arranging logistics. 

• Oisin O’Brien (Artist) – Oisin was location filming assistant for the project. This 
involved scouting for locations; liaising with owners, residents and caretakers 
of the sites at which filming took place; creating movement orders and taking 
care of the health and safety of team. He also did some field sound recording. 

Arts, Culture & Heritage Professionals – Selby Treasures 

• Michala Pearson (Curator) – Michala was responsible for the project 
management of the commission. She researched objects from Selby Museum’s 
old collection (dispersed when the museum closed in the 1960s) and managed 
a series of loans from Regional Museums. She also received and documented 
personal objects loaned by members of the public, and managed and curated 
the pop-up museums, community-based workshops and celebratory 
exhibition for the project.  

• Simon Grennan (Artist) – Simon created portraits of members of the public 
and imagined owners of the old museum pieces collected by Michala, as well 
as collaborating with Michala on ideas for creative consultation and 
community engagement. He also designed and produced the Selby Treasures 
exhibition brochure.  

• Virginia Arrowsmith (Archivist), North Yorkshire County Records Office 
(NYCRO) – Virginia created a range of additional activities to support the 
events programme delivered alongside the Selby Treasures exhibition at 
Selby Abbey. This included a Family Fun Day, trails, challenges and activities 
for families. She also sourced material held at the Archive, which linked 
directly to the personal objects loaned by members of the public, e.g. a 
marriage certificate linked to wedding photos. 

Arts, Culture & Heritage Professionals – Hidden Histories 

• Angela Bridge (Writer) – Angela undertook research into both the well-known 
and the lesser-known histories of Selby and undertook community 
engagement activity to collect the memories and stories of local people. She 
utilised this information to develop and create the text, poetry and narratives 
for the project.  
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• Mat Lazenby (Designer) – Mat collaborated with Angela to select the histories 
and memories to be showcased in the project, designing, producing and 
installing the vinyls at each of the locations chosen. A series of small-scale 
projections were also designed for the project but have not yet been installed 
because of the advent of the COVID-19 pandemic. It is possible that these will 
be installed later in the year, once the lockdown rules have been rolled back. 

Arts, Culture & Heritage Professionals – The Unknown 

• Manic Chord Theatre - Dave Cartwright and Sam Berill (Writers and Directors), 
accompanied by a Producer and two actors, delivered their existing touring 
production, The Unknown, in Selby during the October half-term holidays.  

2.2.3. Selby 950 Volunteers 

Volunteers were also recruited to support Selby 950 on an informal basis. They 
assisted with technical support, front of house duties, audience recruitment for 
evaluation, and marketing support. In total there were: 

• 43 Selby 950 volunteers across all the commissions; 
• Providing a total of 428 volunteer hours (equivalent to 61 days); and 
• A volunteer value of £3,050 (based on £50 per day)3. 

Volunteers included members of staff from across the whole of SDC, students 
from Selby College and members of the general public.  

The majority of volunteers worked on supporting the Selby Treasures 
Celebratory exhibition. This involved 19 volunteers who contributed 294 hours of 
time, equating to approximately £2,100 of in-kind value. 

2.3. Selby 950 Programme 

2.3.1. Selby District Council Projects 

SDC produced and delivered six projects for the Selby 950 programme – five of 
which were commissions for new work and one being the host town for a major 
sporting event. All commissions of new work took an art-based approach to 
celebrating the heritage of Selby Town. Figure 3 provides a summary description 
of each of the six projects, whilst Table 4 provides a breakdown of key 
information. 

In addition to these projects, SDC programmed Manic Chord Theatre, a Leeds 
based company that creates contemporary theatre through lyrical and physical 
languages, to perform their play The Unknown, in the grounds of Selby Abbey. 

It should be noted that to increase accessibility to the Selby 950 programme, all 
activities were free to attend and/or take part in; and six of the seven projects 
took place outdoors (at least in part). Selby Sings was the only project to take 
place entirely indoors, with workshops delivered in schools and the final concert 
in Selby Abbey. 

 
3 Calculation based on guidance from the National Lottery Heritage Fund. 
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Figure 3: Selby 950 Commissions 

 

Tour de Yorkshire 2019: Stage 1 Finish (2 May 2019)
A chance to experience the Tour de Yorkshire riders complete 
the race's Heritage Stage, as they sprinted across the finish line 
outside Selby Abbey. Family entertainment was programmed 
from 1pm, including performances on the Minster FM roadshow 
stage by Selby High School and The Theatre & Dance Academy; 
sporting activities in Selby Park; and finishing off with a free 
outdoor cinema screening of The Greatest Showman. 

Selby Sings (4 July 2019) by Performing Arts Etc
A singing and songwriting project celebrating Selby Abbey, that 
worked with ten primary schools from across the district. Each 
school investigated the history of the Abbey and worked with 
professional songwriters to write and arrange their song, which 
they then performed alongside others schools in a mass 
performance at Selby Abbey.

Parade (31 July 2019) by Edgelands Arts
A promenade event through the town on Saint Germain's Day. 
This outdoor event celebrated the history of Selby - in particular 
the founding of Selby Abbey, telling rich and marvellous tales of 
visions, saints and great travels. Parade featured music, 
puppets, movement and banners, and involved participants 
from across Selby in its creation and delivery.

Pilgrim (22-24 November 2019) by Nayan Kulkarni
A video projection artwork that illuminated the front of Selby 
Abbey over three winter evenings. A floating and interweaving 
story unfolded on the historic building, based on a journey 
across land and water to the Abbey, Pilgrim explored the 
ancient and modern landscapes, routes and waterways around 
the town, as well as the magnificence of the Abbey itself. 

Selby Treasures (4 November 2019 - 9 February 2020)
by Michala Pearson, Curator and Simon Grennan, Artist
A series of community group workshops and pop-up museum 
events in shops, libraries and workplaces, where local residents 
were invited to visit and bring along their objects and stories 
and be drawn by the artist. This culminated in a museum-quality 
exhibition at Selby Abbey at the beginning of 2020, with an 
accompanying events programme.

Hidden Histories (13 December 2019- present)
by Angela Bridge, Writer and Mat Lazenby, Designer
A project of unexpected streetscape installations that tells 
stories, recounts memories and presents historical snippets of 
the town, at the sites where they happened. From well-known 
episodes in Selby's history to special stories of Selby residents.
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Table 4: Activities Delivered via Selby 950 SDC Commissions 
Activity Type Commission Discipline Genre Heritage type 

5 x exhibitions 

Pilgrim Visual art Video 
Nature 
Historic buildings and monuments 

Selby Treasures: 
• Pop ups 
• Celebratory exhibition 
• Portrait Banner tour 

Museum 
Visual art 

Drawing Community heritage 

Hidden Histories 
History 
Visual art 
Literature 

Design 
Poetry 

Community heritage 
Oral history 

4 x publications 

Selby Sings: 
• Songbook 
• CD of Concert 

Music Singing 
Historic buildings and monuments 
Commemorations and celebrations 

Selby Treasures:  
• Brochure 

History 
Literature 

Narrative Community heritage 

Hidden Histories:  
• Six postcards 

Literature  History Community heritage 

4 x productions 

Tour de Yorkshire N/A Community event Historic buildings and monuments 

Selby Sings Music Singing 
Historic buildings and monuments 
Commemorations and celebrations 

Parade Outdoor arts Carnival parade 
Historic buildings and monuments 
Commemorations and celebrations 

The Unknown Theatre Family theatre Historic buildings and monuments 
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Activity Type Commission Discipline Genre Heritage type 

4 x learning and 
participation 

Selby Sings 
History 
Music 

Singing 
Historic buildings and monuments 
Commemorations and celebrations 

Parade 
History 
Combined arts 

Crafts; dance; drama; 
carnival arts  

Historic buildings and monuments 
Commemorations and celebrations 

Selby Treasures 
Museum 
Visual art 

Drawing Community heritage 

Hidden Histories History N/A 
Community heritage 
Oral history 

1 x digital 
Selby Treasures  
Online Museum 

Museum 
Visual art 

Drawing Community heritage 
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2.3.2. Geographic Spread of the Selby 950 Programme 

Maps 1 to 4 provide a visual reference of where activity took place across all of 
the projects. Map 1 shows all activity combined together, whilst Maps 2 to 4 are 
maps by activity type. To access the online interactive map click here. 

These maps show the majority of activity took place in Selby Town, in and around 
the town centre. Stage 1 of the Tour de Yorkshire; schools workshops linked to 
Selby Sings; community group workshops linked to Parade; and community 
group workshops linked to Selby Treasures took Selby 950 out to the wider 
district. 

Map 1: Selby 950 – All Activity 

 

Map 2: Selby 950 – Exhibitions 
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Map 3a: Selby 950 – Productions (Zoom Out) 

 

Map 3b: Selby 950 – Productions (Zoom In) 
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Map 4a: Learning & Participation (Zoom Out) 

 

Map 4b: Learning & Participation (Zoom In) 

 

To ensure the connection of Selby 950 to Selby Abbey was not lost, all projects 
involved events and activities hosted by the Abbey – either inside the Abbey 
itself; within the Abbey grounds; or in the public space immediately adjacent to 
it, with Selby Abbey acting as a backdrop: 

• Tour de Yorkshire – Stage 1 Finish: the finish line was outside the Abbey 
• Selby Sings: the final concert took place inside Selby Abbey 
• Parade: the parade terminated at the West entrance to Selby Abbey 
• Pilgrim: the artwork was projected on to the West elevation of the Abbey 
• Selby Treasures: the celebratory exhibition was hosted in the Abbey 
• Hidden Histories: some installations in Market Place adjacent to the Abbey 
• The Unknown: the play was performed in the grounds of the Abbey. 
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2.3.3. A Special Note on Selby Treasures 

Selby Treasures was unique within the Selby 950 programme in terms of its “call 
to action”. People were invited to loan personal objects to the exhibition, create 
an object label for it and have their portrait drawn with it. Information provided 
by the delivery team stated that: 

• 109 objects were brought to pop-up museums and community group sessions 
– 21 were displayed in the final exhibition at the Abbey.  

• 8 objects from Regional Museums were displayed in the final exhibition 
alongside people’s personal objects. 

• A further 28 people brought objects to be recorded for the archive when 
attending activity linked to the exhibition’s event programme – 10 of these 
objects were added to exhibition display . 

2.3.4. Community Partner Projects 

A Community Partnership was established, intended to steer the programme of 
activity and ensure as many individuals and organisations as possible were able 
to programme their own events and activities throughout the year.  

To assist community partners that programmed their own events and activities, 
SDC created a toolkit, which was available to download from the SDC website. 
This toolkit included Selby 950 branding (logo, banner ads, copy about Selby 950 
and images); an engagement pack containing themed designs, templates, 
patterns and colour schemes for the year; and an offer to promote events and 
activities on the Selby 950 social media platforms. 

Table 5 provides details of all the Community Partners who informed the Selby 
950 team at SDC that they were delivering events or activities for Selby 950, 
including details of the events or activities they delivered and where they took 
place. It shows that: 

• A total of 12 different individuals/organisations delivered events/activities 
• The majority of events and activities took place at Selby Abbey. 

In addition, there were a number of activities which took place as part of the 
celebrations that did not appear in the printed programme and were not listed 
on SDC’s Community Partner list. Activities included a Selby 950 T-shirt design 
competition by Selby Big Local; several exhibitions, including one by Em People ; 
flag/pennant making by local primary schools; Selby 950 themed projects for the 
Year 7 Enterprise Day at Selby High School;  and the creation of a new 950 beer 
from a local brewery. 

In March 2020, all community partners on the SDC Community Partner list were 
emailed an online survey in order to gather further details about the events/ 
activities that they programmed as part of Selby 950. The total number of 
responses is small and below what was hoped, however, relative to the number 
of partners on the list the response rate was good (35% response rate in terms of 
completed surveys). It is assumed that the response rate was not higher due to 
the timing of the survey coinciding with the COVID-19 outbreak.  
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Table 5: Community Partners Selby 950 Events and Activities 
Individual/Organisation Events/Activities Venue Postcode 
Abbots Staith Heritage Trust • Selby 950 Celebration Feast Selby Abbey YO8 4PU 

Angela Bridge, Local Writer 

• Monologues 9504:  
– Workshops 
– Writing competition 
– Published leaflet  

Selby Abbey YO8 4PU 

David Lewis, Selby Historian • Selby 950 Themed Walk Selby Town Centre YO8 

Inspiring healthy lifestyles 
• Series of Picnics in the Park  
• (Brass Bands and children's entertainment) in the Park 

Selby Park YO8 4PW 

Selby Abbey 

• Living History Day 
• Community Tea Party  
• Selby 950 Breakfast 
• Selby Abbey 950th Anniversary Concert  
• Children's banner making project 

Selby Abbey YO8 4PU 

Selby Children's Literature Festival 
• Selby 950 Poetry competition  
• Selby 950 Poetry and accompanying book 

Selby Abbey YO8 4PU 

Selby Civic Society 

• 50th Anniversary Film Festival and Exhibition 
• 50th Anniversary Exhibition 
• 950 Years of Selby Abbey (Talk) 
• 1969 “That was the year that was!” (Talk) 

Selby Town Hall 
Civic Centre  
Portholme Church 
Selby Town Hal 

YO8 4AJ 
YO8 9FT 
YO8 4QH 
YO8 4AJ 

Selby College • Selby 950 Exhibition by Art Students  Selby Abbey YO8 4PU 
Selby District Association of Voluntary Services • Community Tea Party Selby Abbey YO8 4PU 
Selby Hands of Hope • Selby Hands of Hope Charity Dinner and Dance  Selby Abbey  YO8 4PU 
Selby Library • Programme of Selby 950 themed events  Selby Library YO8 4EQ 

Selby Town Hall 
• A night with Rory Bremner  
• Brass at Christmas 

Selby Abbey YO8 4PU 

 
4 One of the projects that received a £950 grant from Selby Town Council 
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Equally, the fact that a number of Community Partners had not informed SDC of 
their events/activities and provided contact details for the project lead meant it 
was not possible to get a fully comprehensive view of how many 
events/activities were delivered in total. However, through responses received 
to the survey, combined with online research into the additional activities 
mentioned, it has been estimated that a minimum of 55 events/activities were 
delivered by 17 community partners. 

Within the survey, as well as being asked about the number of events and 
activities they had delivered, respondents were asked to define what type of 
events or activities they had delivered. Chart 1 shows the breakdown by type.  

This shows that exhibitions and participatory projects were the most common 
type of event or activity, most closely followed by talks/lectures. 

On a respondent-by-respondent basis, the combination of events and activities 
by type were: 

• Participatory project; Other 
• Exhibition 
• Talk / lecture; Other 
• Exhibition; Participatory project; Publication; Talk / lecture 
• Exhibition; Participatory project; Production / performance. 

Chart 1: Events/Activities Delivered by Community Partners 

 
Base: 5 

They were also asked to specify which disciple or artform were the focus of their 
events and activities. Chart 2 illustrates the responses provided, highlighting that 
visual art was the most frequently represented discipline. 

Other disciplines represented were linked to sport and access provision. 
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Chart 2: Discipline Represented by Events/Activities 

   
Base: 5 

Community Partners were also asked if they had employed or contracted any 
additional staff in order to deliver their Selby 950 related activities. One partner 
stated that they had taken on one additional member of staff on a temporary 
basis. 

Three partners had commissioned/contracted artists or creative practitioners 
and two partners had commissioned/contracted heritage practitioners to deliver 
their Selby 950 events and activities: 

• 13 artists/creative practitioners were contracted across all three partners: 
– One partner had contracted 11 artists/creative practitioners 
– The other partners had each contracted 1 artist/creative practitioner. 

• 4 heritage practitioners had been contracted across two partners: 
– One partner had contracted 3 heritage practitioners 
– The other partner had contracted 1 heritage practitioner. 

Two partners involved volunteers in their delivery of Selby 950 events and 
activities: 

• In total, 46 volunteers were engaged in supporting these two partners 
– One partner was supported by 30 volunteers 
– The other by 16 volunteers. 

• In total, 525 volunteer hours were utilised (75 volunteer days) 
– One partner utilised 480 volunteer hours (69 volunteer days) 
– The other 45 volunteer hours (6 days). 

• Based on a daily rate of £50, this equates to a value of £3,750. 

2.4. Partnerships 

In order for Selby 950 to take place and be as accessible as possible, a number of 
other key partnerships – both new and existing were also developed by the Selby 
950 team.  
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These partners are listed in Table 6 and represent a range of organisation types – 
from the local authority to local and community voluntary organisations, from 
local businesses to tourism partners, and from education providers to cultural 
organisations. 

In total, 15 existing partnerships supported Selby 950, either overall or on specific 
commissions, whilst four new partnerships were established. Their support 
included funding; in-kind support; hosting activities linked to the SDC projects 
within their venues; and advice, support, training and services linked to 
accessibility. 

2.5. Selby 950: Marketing and Communications 

The Selby 950 team at SDC worked with LazenbyBrown to create a visual identity 
for Selby 950. This was utilised throughout the year on a variety of marketing 
materials. Media activity was also secured through press releases issued by the 
SDC Marketing & Communications Team. 

A list of the marketing collaterals produced, and details of their distribution is 
provided in Table 7. 

Ahead of Pilgrim, a Pilgrim Neighbourhood Event was also programmed, where 
businesses and residents were invited to find out more about the project. 

Media activity that took place in response to the press releases issued included: 

• Selby Times: regular Selby 950 articles, including a Selby 950 front cover 
wrap, an anniversary piece, a Parade piece, an article for The Unknown, 
information about the Pop-up Museums and lots of Tour de Yorkshire 
coverage. 

• York Press: various Tour de Yorkshire and Selby 950 articles. 

• Yorkshire Post: a Selby 950 article, a front cover for The Magazine, front cover 
for Pilgrim and articles on Parade and Selby Treasures. 

• BBC Look North: evening news coverage and interview for Selby 950 and 
Parade. 

• BBC Radio York: live broadcast from Parade and lots of coverage throughout 
the year, including Selby Treasures being a location for Finders Keepers. 

• Minster FM: roadshow stage at Tour de Yorkshire, and online articles for 
Parade, Pilgrim and Selby Treasures. 
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Table 6: Other Selby 950 Partnerships 
Partner Type Part time / Full time Organisation Type 

Existing Partners 

• Selby Abbey 
• Selby Town Hall 
• Welcome to Yorkshire 
• Minster FM 
• BBC Radio York 
• Drax 
• Selby Civic Society 
• Selby Town Enterprise Partnership 
• Selby District Disability Forum 
• Sainsbury's 
• Selby Library 
• Selby College 
• Selby Town Council 
• Inspiring Healthy Lifestyles 
• Selby Big Local 

• Cultural: Museums & Heritage sites (Non-NPO) 
• Cultural: Other arts & cultural organisations 
• Other: Tourism Agency 
• Other: Radio Station 
• Other: Radio Station 
• Other: Local Business 
• Cultural: Other arts & cultural organisations 
• Other: Enterprise Partnership 
• Other: Community Interest Company 
• Other: Local Business 
• Cultural: Libraries & Library Services 
• Other: Further Education 
• Other: Local Authority 
• Other: Social Enterprise 
• Other: 10 Year Big Lottery Funded Programme (supported by Local Trust) 

New Partners 
• LazenbyBrown 
• Rigid Containers 
• Castle Communication Services 

• Other: Brand & Web Design Agency 
• Other: Local Business 
• Other: Training organisation 
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Table 7: Marketing and Communications Activity for Selby 950 
Marketing Material Produced Distributed Notes 
Selby 950 Promotional Postcard 10,000 8,000 Distributed to shops, businesses & cafes/tearooms in town, the Abbey, Selby Town 

Hall, Railway Station, the Civic Centre, Customer Contact Centre, Selby Library, York 
Visitor Information Centre, Drax, Sainsbury's, River Mills Ballroom, Leisure Centre, The 
Summit, Civic Society, Selby College - and other community partners. Also 
distributed at Selby Sings, Selby Treasures Pop Up Museum, Selby Treasures 
Celebratory Exhibition and Pilgrim 

Selby 950 Souvenir Programme 5000 4,500 

Selby 950 Pin & Enamel Badges 1000 9,500 

Each child participating in Selby Sings received a pin badge. Partners, participants & 
those involved in delivery each received an enamel badge. 500 remaining - had 
planned to do a 'favourite moment of Selby 950' competition for the remaining 
badges but Covid-19 hit 

Selby 950 Lamppost Banners 16  On lampposts along the high street – The Crescent, Park Street and Gowthorpe 
Selby 950 Feather Flags 4  Placed on the Market Place and outside the Abbey during events 
Selby 950 Pull Up Banners 4  Placed in the Abbey year-round 
Selby 950 Flags 3  Flown at Selby Abbey, Selby Civic Centre and Selby Town Hall 
Parade Leaflet 200 200 Hand delivered to each shop and/or business in the town centre 

Pilgrim Neighbourhood Leaflet 300 300 Hand delivered to each shop and/or business in the town centre, as well as 
residential properties surrounding Selby Abbey and the Market Place 

Pilgrim VIP Goody Bags 300 300 
The goody bags each contained a Souvenir Brochure, a Pilgrim leaflet, a Postcard, a 
pin badge and an enamel badge (brochures and postcards accounted for in the 
above totals) 

Selby Treasures Volunteer Bag 20 20 
The goody bags each contained a Souvenir Brochure, a Selby Treasure Exhibition 
Brochure, a Postcard, a Selby Abbey Mug and an enamel badge (brochures and 
postcards accounted for in the above totals) 

Pilgrim - keepsake leaflet 2,000 2,000 Available in the Abbey and handed out by volunteers over the 3 nights 
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This was all supplemented with event listing information and media releases on: 

• The Selby 950 pages within the SDC website 

• Posts and event listings on Selby 950 social media pages 

• Posts on the SDC social media pages 

• Event Listings on third party websites, including: 
– VisitYork.org 
– Yorkshire.com 
– Selby, Tadcaster and Goole Mumbler and York Mumbler 
– Families Online-Mid Yorkshire. 

In order to test which of the approaches to marketing and communications were 
most effective, a question linked to how audiences became aware of the event or 
activity they attended and/or participated in was asked within the online survey. 

In addition to this, and to inform future marketing and communications strategy, 
local businesses and community partners were asked which marketing and 
communications approaches they find most effective for reaching their customers 
and audiences. External team members also provided insight into this area of 
activity through the depth interviews that took place. 

The following sections detail the feedback gathered from each group. 

2.5.1. Audiences  

Chart 3 shows how audience members who attended or participated in Tour de 
Yorkshire, Parade, Pilgrim, Selby Treasures and Hidden Histories became aware 
of the event. 

It highlights that there were five principal ways in which people became aware, 
with three of these being linked to social media: 

• Selby 950 Facebook (14.9%) 
• Friends/family/colleagues - told me in person (14.0%) 
• Selby District Council Facebook (10.1%) 
• Other organisations social media (10.1%) 
• Advertising and printed promotional material (8.0%). 

When comparing how audiences became aware of individual projects (Table 8), 
the data highlights that these same five channels were common across all 
projects. The only exception was Tour de Yorkshire, where websites and media 
also played an important role: 

• Other organisation’s social media (17.6%) 
• Other organisation’s website (14.2%) 
• TV (10.8%) 
• Friends/family/colleagues - told me in person (8.5%) 
• Selby District Council Facebook (8.5%) 
• Newspaper (8.5%). 
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Chart 3: How Audiences Became Aware of Selby 950 

 
Base: 274 

It is also of note that ‘Friends/family/colleagues - told me in person’ was also 
important for Selby Treasures (9.0%), whilst ‘Passing by’ was important for 
Hidden Histories (35.7%).  

Where audiences specified the organisation’s through which they found out 
about events, or ‘Other’ means, there is also some interesting insight: 

• Tour de Yorkshire: Welcome to Yorkshire was mentioned by a number of 
audience members. 

• Parade: Selby Abbey’s weekly groups, their website, social media and onsite 
printed information were mentioned by numerous audience members, as was 
The Theatre & Dance Academy (one of the project partners), and Just Drama 
(another of the project partners). 

• Pilgrim: Selby Abbey channels and information and SDC staff were mentioned 
by numerous audience members. 

• Selby Treasures: Selby Abbey channels and information were mentioned by 
numerous audience members, and the Selby Past & Present Facebook page. 
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Table 8: Marketing Channels by Commission 
Marketing Channels Tour de Yorkshire 

(Base: 18) 
Parade 

(Base: 8) 
Pilgrim 

(Base: 12) 
Selby Treasures 

(Base: 8) 
Hidden Histories 

(Base: 0) 
N % N % N % N % N % 

WOM - in person 15 8.5% 26 15.0% 33 21.3% 7 10.4% 1 7.1% 
WOM - via social media 3 1.7% 10 5.8% 13 8.4% 6 9.0% - - 
Selby 950 - Facebook - - 36 20.8% 33 21.3% 14 20.9% 4 28.6% 
Selby 950 - Twitter - - 10 5.8% 7 4.5% 2 3.0% - - 
www.selby.gov.uk 13 7.4% 6 3.5% 9 5.8% 3 4.5% - - 
Selby District Council - Facebook 15 8.5% 20 11.6% 16 10.3% 7 10.4% 1 7.1% 
Selby District Council - Twitter 6 3.4% 3 1.7% 2 1.3% 2 3.0% - - 
Other website 25 14.2% 4 2.3% 1 0.6% - - - - 
Other organisation social media 31 17.6% 16 9.2% 7 4.5% 5 7.5% - - 
Advertising / printed promotional material 11 6.3% 14 8.1% 14 9.0% 7 10.4% 1 7.1% 
Newspaper 15 8.5% 5 2.9% 9 5.8% 5 7.5% - - 
TV 19 10.8% 1 0.6%  0.0% - - - - 
Radio 10 5.7% 2 1.2% 1 0.6% 1 1.5% - - 
Passing by  - - - - 5 3.2% - - 5 35.7% 
Don't remember 3 1.7% 2 1.2% 1 0.6% 1 1.5% 2 14.3% 
None of the above - - 2 1.2%  0.0% 1 1.5% - - 
Other 10 5.7% 16 9.2% 4 2.6% 6 9.0% - - 
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Selby Sings was not included in this analysis as the question was not asked of 
audiences. This is because the concert was an invitation only event, with each 
child who took part being offered two tickets each for their family members 
and/or friends to attend. This was managed through the schools. 

Despite the marketing and communications activity undertaken for Parade and 
outlined within Table 7 above, in relation to Parade, within the post-event survey 
feedback, it was mentioned by numerous people that the event had needed 
better advertising.  

“I think it would have been nice if more groups had been involved in it. It was 
nice to see the miners in there, but I would have liked to see some mental 

health charity represented. I also didn't see much in the way of publicity about 
it. They could have put information up in local shops and cafes.”  

(Parade – Audience Survey) 

“It could have been promoted more. It was a shame as more people would have 
definitely attended with me.” (Parade – Audience Survey) 

“A lot of people that I spoke to knew nothing about it.  The publicity was not 
great.” (Parade – Audience Survey) 

“Several people I spoke to after the event were not aware that it was to or had 
taken, place … Apart from seeing the 950 flags on lampposts, which gave no 
date of the event, some people were unaware of the timetable of the events. 

For my part I took many photographs which I shared on social media.” (Parade – 
Audience Survey) 

In terms of Parade participants, the community engagement activity had been 
effective in raising awareness. Selby Abbey Drama Group and Just Drama were 
the most likely way that participants became involved, whilst Selby Abbey Family 
Funtime Group, Selby Abbey Choir and Selby Community House Friendship Friday 
were also mentioned.  

2.5.2. Local Businesses 

To gain insight from local businesses, each Local Business Survey asked, ‘Which 
of the following communication channels do you find are most effective in 
reaching your customers?’.  

Chart 4 provides a breakdown of the responses provided to this question across 
the three surveys. This illustrates that social media, word of mouth, printed 
promotional materials and direct e-mail are considered the most effective 
communication channels by local businesses. 
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Chart 4: Communication Channels for Local Businesses 

 
Base: 28 

In the end of year survey, businesses were also asked ‘How could businesses best 
be made aware of similar projects and events in future?’.  

Chart 5 provides a breakdown of the responses provided to this question. Please 
note that the sample size for this survey was extremely small, so findings should 
be treated with caution. However, of the responses provided, it suggests that 
direct contact from event organisers is the best and most effective way to let 
businesses know about similar projects and events in future. 

Chart 5: Communication Channels to Reach Local Businesses 
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2.5.3. Community Partners 

As with local businesses, community partners were asked, ‘Which of the 
following communication channels do you find are most effective in reaching your 
audiences?’.  

Chart 6 provides a breakdown of the responses provided. Again, please note that 
the sample size for this survey was very small, so findings should be treated with 
caution. However, from the feedback received there is a suggestion that social 
media and word of mouth are considered the most effective communication 
channels by community partners. 

Chart 6: Communication Channels for Community Partners 

 
Base: 5 
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“With the schools having a presence, going into the schools so they can meet 
you and listen to what you have to say. I think you do really have to sell it to 

them. You can’t rely on the school to push it with the same enthusiasm that you 
would.” (Parade) 

“When I did my evaluation [for a series of workshops I ran] asking people how 
they found out about the workshops it was Facebook and local newspaper.” 

(Parade) 

“Using sites already existing on Facebook, like Past and Present and local 
history sites, that did attract more people coming forward to give information 

and give memories and have the little conversations that I had with them.” 
(Hidden Histories) 

“[Face-to-face] meetings really worked in terms of getting info, establishing 
rapport, future relationships and fostering inclusivity, and felt, for me, more 

cohesive and rewarding.” (Hidden Histories) 

2.5.5. Website Analytics 

Although Selby 950 did not have its own website or microsite, Selby 950 specific 
pages were created on the SDC website and a dedicated Selby 950 section was 
added to the Welcome to Yorkshire website. 

Analytics of the web pages linked to Selby 950 have been provided by the 
Council’s Marketing & Communications team (Table 9). Definitions of key terms 
are provided below: 

• Page views: Instances of an Internet user visiting a particular page. 

• Unique page views: Number of sessions during which the specified page was 
viewed at least once 

• Entrances: Total number of visitors who entered the website on the specified 
page. 

• Bounce rate: Percentage of visitors to a page who navigate away from the 
page after viewing only that page 

• % Exit: Percentage of visitors who left your website from the specified page. 
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Table 9: SDC Website Analytics – Selby 950 Content 

Page Title Page Views Unique Page 
Views 

Average Time 
on Page Entrances Bounce Rate Exit 

Selby 950  2,398 (48.49%) 1,783 (47.52%) 00:00:54 1,318 (55.29%) 47.17% 38.99% 
Selby 950 Toolkit  516 (10.43%) 402 (10.71%) 00:01:19 149 (6.25%) 46.00% 35.66% 
Carnival parade planned for Selby 
950 celebrations 432 (8.74%) 357 (9.51%) 00:03:02 313 (13.13%) 67.73% 67.13% 

See Selby Abbey in a new light for 
Selby 950 388 (7.85%) 320 (8.53%) 00:02:02 146 (6.12%) 76.03% 64.43% 

Celebrating Selby 950 321 (6.49%) 266 (7.09%) 00:01:30 193 (8.10%) 64.77% 55.76% 
Selby 950 Downloads 301 (6.09%) 196 (5.22%) 00:01:44 27 (1.13%) 52.00% 25.91% 
Carnival style parade planned for 
Selby 950 celebrations 142 (2.87%) 109 (2.91%) 00:02:07 72 (3.02%) 68.06% 57.04% 

Selby 950: Aliens head to Selby 99 (2.00%) 73 (1.95%) 00:03:51 31 (1.30%) 61.29% 43.43% 
Join the Selby 950 carnival! 91 (1.84% 74 (1.97%) 00:00:53 20 (0.84%) 65.00% 37.36% 
Major funding boost from the 
National Lottery for Selby 950 87 (1.76%) 72 (1.92%) 00:01:32 44 (1.85%) 75.00% 54.02% 

Help support the Selby Abbey 
950th anniversary celebrations and 
Heritage Lottery grant bid 

62 (1.25%) 59 (1.57%) 00:00:50 56 (2.35%) 64.29% 74.19% 

Get TDY and Selby 950 ready – 
free window dressing workshop 41 (0.83%) 29 (0.77%) 00:02:29 10 (0.42%) 40.00% 29.27% 

Selby950 37 (0.75%) 5 (0.13%) 00:00:42 2 (0.08%) 0.00% 5.41% 
Celebrate Selby 950 12 (0.24%) 2 (0.05%) 00:03:05 1 (0.04%) 0,00% 0.00% 
Share your Selby Treasures as 
special Selby 950 events 10 (0.20%) 2 (0.05%) 00:01:34 1 (0.04%) 100.00% 10.00% 

Selby 950 – details announced for 
‘Pilgrim’ illumination event 8 (0.16%) 3 (0.08%) 00:01:42 1 (0.04%) 100.00% 25.00% 

TOTAL/AVERAGE 4,945 3,752 00:01:21 2,384 54.85% 44.17% 
Compared to total for Selby 
District Council website overall 

% of Total: 0.23% 
(2,143,584) 

% of Total: 0.25% 
(1,520,328) 

Av. for view: 
00:01:51 (-27.39%) 

% of Total: 0.36% 
(669,091) 

Av. for view: 
33.67% (62.92%) 

Av. for view: 
31.21% (41.50%) 
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This data highlights that: 

• Overall, Selby 950 did not generate a huge amount of traffic to the SDC 
website – this may be indicative that the general public are not naturally 
inclined to search for ‘what’s on’ and/or arts, heritage and cultural content on 
a local authority website. 

• Where page content is a media release, dwell time tends to be longer, which 
may link to the positive tone and level of detail provided within the media 
release being more appealing to users. 

• Selby 950 as a whole event appears to have been the greatest catalyst for 
users visiting the SDC website (entrances), compared to more specific stories 
linked to the Selby 950 projects and commissions.  

• With the significantly lower number of entrances on all other Selby 950 web 
pages, and the higher exit % on many of these pages, there is a suggestion 
that on entering the main Selby 950 web page some users went on to view at 
least one other Selby 950 page to learn more about specific opportunities or 
events. 

• Bounce rate is quite high overall, suggesting that users were clicking through 
from a specific link, reading the content and then exiting the site rather than 
exploring Selby 950 content more fully. 

• The unique page views versus page views statistics, suggest that many users 
were visiting the same page multiple times within the same session, which 
may signal some level of deeper engagement or interest with the content. 

The dedicated Selby 950 section  on Welcome to Yorkshire has had a total of 
3,862 page views since it went live in February 2019. A link to the section  was 
provided on the Welcome to Yorkshire home page in July2019. Selby 950 was 
also promoted by Welcome to Yorkshire in two of their monthly e-newsletters, 
which have 88,000 subscribers.    

2.5.6. Social Media Analytics 

In February 2019, a decision was taken to set up standalone social media pages 
for Selby 950, which sat independently of the SDC social media pages. These 
were created on two platforms – Facebook and Twitter. 

This decision was taken to allow a more focused and direct conversation with the 
public about Selby 950, as well as allowing the programme to develop a voice 
that was more informal, conversational and attuned to a visitor-led approach.  

SDC, however, also continued to post content linked to Selby 950 on its own 
Facebook and Twitter pages. 

Social media analytics from both the Selby 950 and SDC Facebook and Twitter 
pages are presented in the following sections.   
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Selby 950 – Likes and Followers 

As mentioned, the Selby 950 Twitter and Facebook pages were not set up until 
February and April of 2019, respectively. As such, all data provided is from the 
point of set up onwards.  

Charts 7 and 8 show the followers and likes for each platform and show that: 

• From a start point of zero, over an 11-month period, the Selby 950 Facebook 
page managed to attract a total of 428 followers and 412 likes. 

• The greatest growth in Facebook followers and page likes took place 
between May and July 2019, aligning with the Tour de Yorkshire and Parade 
project dates. There was then a plateau followed by a couple more growth 
spurts in October when The Unknown was programmed, and Pilgrim was on 
the horizon. 

• From a starting point of zero, over a 13-month period, the Selby 950 Twitter 
page managed to attract a total of 214 followers. 

• There was fairly rapid and consistent growth, relative to the time period as a 
whole, between February 2019 and July 2019, before plateauing and then 
having further growth spurts from October to November 2019 and December 
2019 to January 2020. As with Facebook, this aligns with when Tour de 
Yorkshire, Parade, The Unknown and Pilgrim took place or were announced. 

Chart 7: Selby 950 Facebook Page Likes and Followers 
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Chart 8: Selby 950 Twitter Followers 

 

Content, Viewing Figures and Engagement 

Tables 10-13 provide additional insights into the use of the Selby 950 and SDC 
Facebook and Twitter pages. They show that: 

• In general, the greater the number of new content uploads the greater the 
number of viewing figures, impressions and engagements (though this is by 
no means absolute). 

• A small number of high-quality, well-timed posts (or maybe even one) can be 
responsible for generating significantly more activity on social media pages 
than a high number of less engaging posts. 

Table 10: Selby 950 Facebook Analytics 

Month 
Number of 

New Content 
Uploads 

Total Viewing 
Figures 

Impressions 
on Posts 

Engagements 
with Posts 

Apr-19  75 136 1 
May-19 21 246 715 25 
Jun-19 20 10,680 17,050 890 
Jul-19 33 18,383 29,036 1,166 
Aug-19 16 12,137 19,244 1,364 
Sep-19 4 533 830 69 
Oct-19 19 11,382 14,081 508 
Nov-19 24 30,985 32,656 2,257 
Dec-19 8 17,709 19,422 2,812 
Jan-20 11 10,055 10,302 728 
Feb-20 9 11,980 12,996 1,705 
Mar-20 1 95 94 8 
TOTAL 166 124,260 156,562 11,533 
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Table 11: Selby 950 Twitter Analytics 

Month 
Number of 

New Content 
Uploads 

Impressions 
on Posts 

Engagements 
with Posts 

Apr-19 12 5,015 183 
May-19 24 14,194 211 
Jun-19 22 19,141 521 
Jul-19 15 12,007 329 
Aug-19 34 26,613 535 
Sep-19 15 8,332 134 
Oct-19 2 1,024 17 
Nov-19 12 12,112 180 
Dec-19 24 24,920 329 
Jan-20 6 7,367 181 
Feb-20 11 10,646 190 
Mar-20 11 7,150 129 
TOTAL 192 149,323 2,951 

 
Table 12: SDC Facebook Analytics 

Month 
Number of 

New Content 
Uploads 

Total Viewing 
Figures 

Impressions 
on Posts 

Engagements 
with Posts 

Jan-19 11 22,687 35,413 1,403  
Feb-19 5 4,423 6,241 141  
Mar-19 13 25,655 41,320 1,356  
Apr-19 21 88,496 151,191  8,051  
May-19 25 75,369 119,608  6,401  
Jun-19 12 21,236 33,870  1,663  
Jul-19 9 29,301 45,987  2,179  
Aug-19 4 10,793 15,692  618  
Sep-19 1 1,177 1,684  73  
Oct-19 9 17,463 23,253  820  
Nov-19 8 40,100 43,174  3,188  
Dec-19 0 0 0 0  
Jan-20 1 8,420 8,826 591 
Feb-20 1 1,271 1,341 42 
TOTAL  120  346,391 527,600  25,893  
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Table 13: SDC Twitter Analytics 

Month 
Number of 

New Content 
Uploads 

Impressions 
on Posts 

Engagements 
with Posts 

Jan-19 6 21,256 180 
Feb-19 4 6,415  73 
Mar-19 7  19,201  261 
Apr-19 17 54,474  600 
May-19 14 59,938  897 
Jun-19 7 71,413  659 
Jul-19 6 45,380  394 
Aug-19 4 7,923  85 
Sep-19 1 2,149  53 
Oct-19 4 11,246  132 
Nov-19 7 16,643  333 
Dec-19 0 0  0 
Jan-20 1 1,366 9 
Feb-20 0 0 0 
TOTAL 78 317,404 3,676 

 
Top Performing Posts 

Information provided on the top performing posts from the Selby 950 and SDC 
Facebook and Twitter pages5 provides further insight (Tables 14 to 17) into the 
type of content that attracts attention and engagement from visitors to and 
followers of the page – this includes: 

• Multiple photos and/or video clips  
• Project-specific visuals as opposed to generic visuals 
• Text containing direct and rhetorical questions  
• Text containing nouns such as ‘stories’ and ‘memories’ 
• Text containing a “call to action” 
• Text that is celebratory and contains a message of thanks 
• Special announcements.  

 
5 Screenshots of top performing posts are provided in Appendix 10. 
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Table 14: Selby 950 Facebook – Top Performing Posts (Ranked by Reactions, Comments, Shares) 

Content No of Impressions 
Engagements 

Clicks 
Reactions, 

comments, shares 
Parade: 31/07/2019 
Post-event announcement about the day of the parade with accompanying 
photos of the event and reference to Selby Abbey’s Living History Day, thanking 
those involved and those who attended with links to delivery partners and 
funders.  

4,391 
983 

(534 photo views) 
306 

Hidden Histories: (17/12/2019) 
Announcement of the Hidden Histories project, including a short description of 
the project and referencing two sites with accompanying photos. Call to action to 
find the other locations. 

13,775 
3,145 

(1,412 photo views) 
274 

Pilgrim: (25/11/2019) 
Celebratory post looking back on the Pilgrim weekend with photos from the event 
and thanking everyone involved in the project and who attended. Call to action to 
complete the audience survey. 

5,668 
369 

(174 photo views) 
89 

Hidden Histories: (28/06/2019) 
Call to action linked to the Hidden Histories project with a short video clip. 
Includes a short description of the project and the ask to the public to share their 
stories and memories of Selby. 

4,635 
(2,077 video views) 

588 
 

87 

Parade: (11/07/2019) 
Post inviting people to attend free drop-in sessions linked to the Parade project 
with image of the leaflet detailing date, time, location and activity of each session. 

6,067 
431 

(259 photo views) 
83 

Pilgrim: (21/11/2019) 
Photos of illuminated swans in town centre windows which were part of trail. 
Includes a call to action to find all 19 and references the Pilgrim project taking 
place the same weekend. 

7,963 
754 

(195 photo views) 
72 

Hidden Histories: (05/02/2020) 
Post utilising rhetorical questions to explore readers knowledge of the Hidden 
Histories project with accompanying photos of the sites. Includes a call to action 
to complete the audience survey. 

7,775 
1,079 

(617 photo views) 
68 
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Content No of Impressions 
Engagements 

Clicks 
Reactions, 

comments, shares 
Tour de Yorkshire: (05/06/2019) 
Post thanking businesses and community groups for decorating the town for TdY 
and announcing Selby is shortlisted for the Best Dressed Host. Includes call to 
action to vote and images of some of the decorated shopfronts. 

1,368 
115 

(25 photo views) 
48 

Selby Treasures: (25/01/2019) 
Announcement about the opening of the Selby Treasures exhibition with 
accompanying photos, with details of opening times, free entry and the 
exhibition’s content. 

2,294 
254 

(141 photo views) 
42 

The Unknown: (14/10/2019) 
Announcement about free performances of The Unknown by Manic Chord in Selby 
Abbey grounds during the half-term holiday, with a call to action to book tickets 
and promotional image. 

2,273 
94 

(8 photo views) 
40 

Selby Treasures: (31/01/2020) 
Reminder that the Selby Treasures exhibition is still open with images of the 
exhibition and objects on display. Call to action to complete the audience survey. 

1,499 
 

81 
(35 photo views) 

21 
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Table 15: Selby 950 Twitter – Top Performing Posts (Ranked by Reactions, Comments, Shares) 
Content No of Impressions Engagements 
Tour de Yorkshire: 2 May 2019 
Photo of three people dressed as swans riding their bikes past Selby Abbey for TdY. 

4,789 150 

Hidden Histories: December 2019 
Tweet announcing the Hidden Histories project, including a short description of the project and 
referencing two sites with accompanying photos. Call to action to find the other locations. 

2,342 119 

Selby 950 at Enterprise Day: June 2019 
Photos and tweet about Selby 950 project delivered as part of Year 7 Enterprise Day at Selby High 
School. 

2,087 116 

Selby Treasures: January 2020 
Announcement of the opening of the Selby Treasures exhibition at Selby Abbey with photos and 
information on dates, opening times and links to funding partners. 

3,712 102 

Lamppost Banners: May 2019 
Tweet with accompanying photo about the installation of the Selby 950 lamppost banners designed by 
LazenbyBrown. 

1,367 76 

The Unknown: October 2019 
Announcement about free performances of The Unknown by Manic Chord in Selby Abbey grounds 
during the half-term holiday, with a call to action to book tickets and image of promotional material. 

2,184 34 

Selby Sings: July 2019 
Tweet announcing the Selby Sings concert, with short description of what the schools involved have 
been doing on the project and links to delivery partners and video clip on SDC Twitter feed. 

3,141 26 

Pilgrim: November 2019 
Tweet announcing another evening of the Pilgrim project through sharing of a link on the Selby Abbey 
Twitter feed. 

6,019 21 
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Table 16: SDC Facebook – Top Performing Posts (Ranked by Reactions, Comments, Shares) 

Content No of Impressions 
Engagements 

Clicks Reactions, 
comments, shares 

Pilgrim: (22/07/2019) 
Announcement and short description of the illumination project to take place later 
in the year (with visual interpretation). Includes thanks to Drax for their 
sponsorship of the event and a link to more detailed information. 

10,504 
1,095 

(63 photo views) 
572 

Pilgrim: (22/07/2019) 
Announcement about the event’s access provisions. 

11,495 
1,120 

(95 photo views) 
473 

Tour de Yorkshire: (02/05/2019) 
Post celebrating the response of residents to TdY with video clip. 

7,042 
(4,359 video views) 

1,003 384 

Pilgrim: (22/11/2019) 
Live post about the event with video clip 

12,252 
(4,910 video views) 

933 345 

Tour de Yorkshire: (05/05/2019) 
Post and video clip celebrating the welcome given to TdY riders by residents  

10,123 
(3,857 video views) 

1,232 259 

Selby Treasures Exhibition: (24/01/2020) 
Post about one of the items to be displayed as part of the Selby Treasures 
exhibition at Selby Abbey (with accompanying photo), with further information 
about exhibition dates, opening times and free entry. 

8,420 
566 

(95 photo views) 
190 

Parade: (29/07/2019) 
Post reminding people about the upcoming Parade with a short description of 
who would be taking part and what audiences will see. Includes photos of 
community members making things that will appear in the parade. 

9,289 
 

1,066 
(451 photo views) 

162 

Selby Treasures Pop Ups: (04/11/2019) 
Post about one of the items SDC would be contributing to the Selby Treasures 
pop up at Selby Library (with accompanying photo). Includes a call to action 
inviting residents to bring along their objects. 

9,135 
770 

(203 photo views) 
113 

Tour de Yorkshire: (26/04/2019) 
Post announcing the film title that would be shown following the TdY finish. 

8,466 
1,035 

(58 photo views) 
112 

Pilgrim: (25/11/2019) 
Post thanking people for attending the event and sharing photographs. 

2,507 
286 

(190 photo views) 
108 
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Table 17: SDC Twitter – Top Performing Posts (Ranked by Engagements) 
Content No of Impressions Engagements 
Pilgrim: November 2019 
Video clip providing a preview of the Pilgrim illumination event, with dates, event times, free entry and 
a nod to access provisions. Also provides @ to funders and sponsors of the event. 

6,539 
(885 Media Views) 

131 

Funding Announcement for Selby 950: (June 2019) 
Funding announcement for Selby 950, with a summary of the activity programmed, with links provided 
to the funders supporting the year. 

10,562 95 

Tour de Yorkshire: July 2019 
Video clip of an interview with a Selby businessman who embraced the opportunity presented by TdY, 
sharing the impact it had on his business.  

26,185 
(2,147 Media Views) 

95 

Tour de Yorkshire: June 2019 
Tweet thanking businesses and community groups for decorating the town for TdY and announcing 
Selby is shortlisted for the Best Dressed Host. Includes call to action to vote for Selby.  

16,650 86 

Tour de Yorkshire: May 2019 
Video clip of the TdY Stage 1 Finish event in Selby to reminisce about the day. 

19,300 
(2,175 Media Views) 

58 

Pilgrim: October 2019 
Tweet inviting residents and businesses in Selby to the Neighbour Event linked to Pilgrim. Includes 
event date, time and location and a brief summary of the event content. Includes image of leaflet. 

3,329 33 

Tour de Yorkshire: March 2019 
Count down until the TdY Stage 1 Finish event in Selby, with reminder that it is part of the Selby 950 
celebrations. Link provided to SDC website’s Selby 950 pages. 

4,763 15 
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2.6. SDC Project Team Learnings and Insight 

In addition to the data presented throughout this chapter, part of the focus group 
discussion that took place with members of the Selby 950 project team at SDC 
sought to undertake a process evaluation of the activity delivered during the 
year. 

Key findings from this discussion6 provide the following learnings and insight:  

• The Selby 950 programme was unique from other activity that has taken place 
in Selby because of the focus it placed on Selby Abbey, positioning this 
beautiful, iconic and historic building as a USP for the town – the previous 
anniversary celebrations for when Selby Abbey was 900 years old took a much 
broader approach. The decision taken to have this focus was seen as a key 
part of the programme’s success. 

“It was actually putting the Abbey out there as the USP for Selby.” 

“There were two different ways of approaching it. You could just do a 
programme of events and it’s a festival and it’s Selby 950, because it happens 

to be taking place in the year of 950, or you can do events which are 
specifically telling the story of the Abbey and connected to the history of the 

Abbey … A decision was taken then, that it was important that it had to be 
connected to the Abbey. That was very different to the decision that was taken 

for Selby 900 where there was a much broader festival … It’s about things 
which are absolutely unique, authentic and specific to our place, and that’s 

what makes it special.” 

• Hazel Colquhoun was praised for her contributions to developing and 
producing the programme alongside SDC team members, with particular 
mention being made of the practitioners she was able to bring on board. 

“Hazel recommended some wonderful practitioners for us, very appropriate 
practitioners for what we wanted to do and what we wanted to achieve.” 

• The partnerships that developed through Selby 950 – new and existing, 
internal and external – were instrumental in the team being able to achieve 
their overall vision for Selby 950. Particular praise was bestowed upon Selby 
Abbey, Drax, Selby Music Centre, Selby College, Selby High School, Selby 
Town Hall and other teams within SDC. 

“For Selby Sings, the Music Hub were absolutely fantastic. Really supportive, 
really proactive, were really clear about what they could do and just did it.” 

“The Abbey team … were so embracing of us. Their diary got ridiculous, as they 
had so many community groups wanting to host things in the Abbey, wanting 
to be part of things with the Abbey … Throughout all of that they remained so 

graceful and so welcoming and full of hospitality.” 

  

 
6 A full write up of the focus group is provided in Appendix 8. 
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 “The College worked with us on so many aspects through the year … Right 
through, from the students doing the canapés at the VIP event for Pilgrim, 

through to delivering their own activity … They did an exhibition of their own, 
they worked with Nayan on some of the material, one of the students was there 

as a filmmaker for Pilgrim, they participated in the volunteering with us.” 

“We have a really good relationship with Chris, who’s the venue manager at the 
Town Hall … He was really committed to supporting 950.  

“I don’t think we can thank our Assets team enough for some of the things they 
did for us, they were brilliant … They continued to pull it out the bag.”  

• Much of the SDC team involved in Selby 950 went above and beyond in terms 
of their contribution to the year – picking up tasks outside their official roles 
and responsibilities and even volunteering time to make sure that the events 
could be delivered. This was motivated by a sense of ownership of the 
project, a desire to give something back to the town, and the chance to be 
involved in something unique for Selby. For those new to the town it was also 
a chance to learn more about the town where they worked. 

“The absolute flexibility of a team that look after each other and support each 
other ... It absolutely would not have been achievable [without them].” 

“We just wanted to be involved and be part of something that we’d actually 
been in the planning of it … and to actually see it deliver, and do something for 
the town … I actually wanted to be involved more than I was allowed to be.” 

“You’ll maybe have caught that I’m not a Selby person, so its brilliant to actually 
learn a lot about the history of Selby and the background, and meeting the 

people and communities, getting involved within a new town.”  

“We’re never going to do anything like that again, of course we’re not, and it 
was brilliant to be able to be part of [it].” 

• The partnership with the Selby District Disability Forum (SDDF) allowed the 
team to make a step change in terms of the accessibility of their events, 
providing accessible toilets, a Mobiloo, accessible viewing areas and 
designated blue badge parking at outdoor events. The learning gained from 
the advice and support of SDDF has led to an ambition to ensure that access 
provision is better planned and budgeted for in future plans, especially 
sensory access.  

“It’s opened my eyes, it’s been really educational from my point of view, 
looking at how we plan going forward and how we embed everything that 

we’ve learnt this year … How we can make some really straightforward planning 
decisions that opens up the opportunity for different audience members.” 

“We feel like we’ve established a baseline, a minimum of things we must 
include in planning for all events going forward.” 
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• The main challenges to successfully delivering Selby 950 activity were time, 
funding and staffing. The yearlong celebration had to planned and developed 
in a very short timeframe, with initial plans being developed by SDC staff 
members who had other roles to fulfil. Officers to deliver the Visitor Economy 
Strategy (of which Selby 950 is one action) were not in post until October 
2018, and the overall size of the team was very small for the level of activity 
desired. Having to deliver existing activity alongside Selby 950 stretched this 
small team further, leading to a feeling everything was being done backwards 
and reactively. 

“The timing, the amount, the volume of what we were taking on, the tininess of 
our team that was then taking on the hugeness … It was a big ambitious 

programme, it was put together incredibly quickly, everything had to be done 
backwards. It almost always comes down to time and resource.” 

“The idea was that we would have enough people in place that we would run it 
in parallel with everything else, but of course it became all-consuming.” 

• It was also highlighted that the SDC team were not an events team, so it was a 
massive learning curve for them to work on such a programme. Equally, as a 
local authority with little experience of delivering cultural programmes and 
events, SDC’s systems and processes were not set up in a way that made 
delivery easy. Issues around procurement and planning were referenced, 
though the team praised how their colleagues had worked with them to adapt 
these systems and processes to make things happen. These adjustments to 
the systems and processes have now become a legacy of Selby 950, so that 
projects such as this can happen more seamlessly in future. 

“Overall, across the whole thing … We’re not an events team. Everybody [was] 
trying to do their day job at the same time as being stewards or supporting 
events, or running up the high street with brochures … A big challenge is the 
resource you need to put on a programme … We don’t have that resource.” 

“The Arts Council advised us to include confirmed artists for each element of 
the programme before we submitted the application, so we were having to do 

lots of things parallel and backwards, and without the support of the 
procurement team guiding us through it all it absolutely could not have 

happened … As a result of it, they are moving on with additional changes and 
enshrining some of the things that we did last year as ways that we will work 

going forward.” 
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3. Selby 950: Audiences 
 

3.1. Introduction to Audiences 

This chapter provides details on the audiences who engaged with the Selby 950 
Programme detailed within the preceding chapter.  

As well as estimated audience numbers for the projects delivered by SDC and, 
where available, community partner events and activities, it provides insight into 
the profile of the audience and audience development insights gathered, 
including motivations for and barriers to engagement. 

3.2. Audiences Numbers for Selby 950 

3.2.1. Selby District Council Projects 

For all SDC projects, with the exception of The Unknown, Selby Sings and Selby 
Treasures, where it was possible for staff and/or volunteers to undertake counts 
at entry points, attendee numbers have been estimated. As all other projects 
were free, non-ticketed and had no designated point of entry or exit, other 
methods of audience estimation had to be utilised: 

• For the Tour de Yorkshire – Stage 1 Finish, a third of the total Day 1 figure was 
applied to Selby, given that it was the finishing point and would therefore 
have a more concentrated crowd (as would Doncaster where the race began). 
The total figure for day 1 was 160,000 – a figure provided by Welcome to 
Yorkshire, via Yorkshire & Humberside Police. 

• For Parade, Jacob’s Method1 was followed, utilising photographs from the day 
to estimate crowd density along the parade route and applying these figures 
to the length of the route. 

• For Pilgrim a market research agency, Information by Design, was contracted 
to supply fieldworkers to undertake audience counts onsite over the three 
evenings of the event. Counters circulated around pre-determined counting 
points throughout the evening and figures collected were multiplied up to 
generate an estimated audience count.   

• For participant numbers, those leading the activity were given a project-
specific activity log to record how many participants engaged with each of 
their activities. These were then submitted to the evaluation team at the end 
of the project. 

	  

	
1 https://en.wikipedia.org/wiki/Crowd_counting 
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• The only exception was Tour de Yorkshire, due to the short lead-in time 
between the evaluation team being contracted and the event taking place. 
The figure of 80 is estimated on the basis that eight local groups took part in 
community activity for the event, with an estimate of 10 participants per group 
being involved. 

• It should also be noted that the audience numbers cannot account for people 
attending more than one project and, where applicable, attending an 
individual project on more than one occasion. For example, Pilgrim took place 
over three concentrated nights. In the post-event survey, respondents were 
asked on which dates they attended. 8 of the 76 respondents (10.5%) 
attended on more than one date, as the total number of answers was greater 
than the total number of respondents. This suggests that a proportion of the 
audience attended on at least two of the three days. 

As such the total audience number In Table 18 should not be read as 73,730 
individuals, but rather a total collective audience where a proportion of the 
audience would have engaged with Selby 950 on more than one occasion. 

A breakdown of the audience by project and audience type is provided below. 

Table 18: Audience Numbers - SDC Projects 

Project Attendees Participants 
Total 

Audience 
Tour de Yorkshire 53,334 80 53,414 
Selby Sings 422 2702 692 
Parade 2,000 360 2,360 
Pilgrim 7,877 3 7.877 
Selby Treasures 2,0934 593 2,686 
Hidden Histories 6,5705 6 6,570 
The Unknown 131 7 131 

TOTAL 72,427 1,303 73,730 

 

	  

	
2 All were primary school children from the ten schools across Selby District, who took part in the project 
3 There were no official participants on Pilgrim, though Nayan Kulkarni did collaborate with other artists and 

a student from Selby College on aspects of the project. 
4 Sum of 126 attendees for pop-up museums in November 2019 and 1,967 attendees for the exhibition at 

Selby Abbey in January – February of 2020. 
5 See Chapter 6 for details of audience numbers for Hidden Histories 
6 See Chapter 6 for details of audience numbers for Hidden Histories 
7 No participatory activity was programmed for The Unknown, though Manic Chord Theatre did connect 

with a local boy who visited the production on several occasions and was invited to help with sound 
production on one of the shows. 
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3.2.2. Community Partner Projects 

Within the Community Partner Survey distributed in March 2020, respondents 
were asked to provide information on the size of their audiences. Given the small 
response rate and the fact that only three of five respondents were able to 
provide this information, the figure presented in the table below gives a minimum 
audience for Community Partner events and activities delivered as part of the 
year. As many more Community Partners than this delivered activity for Selby 
950, it can be safely assumed that the overall figure would be much higher had all 
partners provided a response to the survey and recorded their audience figures. 

Table 19: Audience Numbers – Community Partner Projects 

Partner Attendees Participants Total 
Audience 

Selby Abbey 1,000 1,000 2,000 
Selby Library 249 22 271 
Selby College 200 20 200 
TOTAL 1,449 1,042 2,471 

 

3.3. Audience Profile for Selby 950 

For all Selby 950 projects programmed by SDC, audiences were asked to provide 
demographic information, with the exception of The Unknown, where a scaled 
down questionnaire was administered directly by SDC8.  

Where people were happy to share this information via the online post-event 
audience and participant surveys, the data has been collated from across all 
projects and is presented within the below analysis. 

In addition, an analysis has also been provided by project. It should be noted that 
the sample size for all commissions is small, but especially so for Selby Treasures 
and Hidden Histories, relative to the audience size.  

In addition, the findings are based on individuals who chose to respond to the 
survey. As mentioned in Chapter 1, Section 1.3.3, the methodology utilised for 
gathering audience feedback can bias the type of people who respond (e.g. age 
group, gender ethnic group, disability status). As such, the profile of respondents 
to the survey may not be a completely accurate representation of the overall 
audience profile for each of the Selby 950 events. 

As such, the findings by project should be treated as indicative, rather than 
conclusive. 

	
8 The Unknown was a latter edition to the Selby 950 Programme and as such was not part of the contract 

agreed with the external evaluators Courtney Consulting Ltd. 
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3.3.1. Age of Audience 

Chart 9 shows the age range of respondents aged 16 and above, who attended 
or participated in Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby 
Treasures and Hidden Histories. 

It highlights that there was a good spread of ages across all of the events, with 
the majority of audiences being aged 35 to 59 years (3 in 5 respondents): 

• 40-44 years was the most highly represented age group (13.4%); 
• 45-49 years and 55-59 years the second highest (12.7%); 
• 35-39 years the third highest (11.6%); and 
• 50-54 years the fourth highest (10.3%). 

Chart 9: Age Profile of Selby 950 Audiences 

  
Base: 292 

Table 20 presents the age profile of respondents by project. Across all projects 
there is a good mix of age groups. However, on a project-by-project basis there 
are differences in the age groups that represent the most significant proportion 
of respondents. 

• Tour de Yorkshire: more than half are aged 40-59 years (56.3%) 
• Selby Sings: half are aged 35-44 years (50%) 
• Parade: two-thirds are aged 30-64 years (67.1%) 
• Pilgrim: more than half are aged 35-49 years (51.4%) 
• Selby Treasures: almost two-thirds are aged 55-69 years (61.8%) 
• Hidden Histories: more than a quarter were aged 60-64 years (28.6%). 

For Selby Sings, all participants involved in the project were Key Stage 2 students 
(aged 8-11 years) from ten primary schools across Selby District. 
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Table 20: Age Profile by Project 

Age Group 
Tour de Yorkshire 

(Base: 78) 
Selby Sings 
(Base: 24) 

Parade 
(Base: 79) 

Pilgrim 
(Base: 70) 

Selby Treasures 
(Base: 34) 

Hidden Histories 
(Base: 7) 

N % N % N % N % N % N % 
20 - 24 years 1 1.3% - - 1 1.3% - - 1 2.9% 1 14.3% 
25 - 29 years 2 2.6% - - 3 3.8% 5 7.1% - - - - 
30 - 34 years 8 10.3% - - 10 12.7% 4 5.7% 2 5.9% - - 
35 - 39 years 3 3.8% 7 29.2% 10 12.7% 13 18.6% - - 1 14.3% 
40 - 44 years 9 11.5% 5 20.8% 9 11.4% 11 15.7% 4 11.8% 1 14.3% 
45 - 49 years 14 17.9% 2 8.3% 8 10.1% 12 17.1% 1 2.9% - - 
50 - 54 years 12 15.4% 2 8.3% 8 10.1% 5 7.1% 2 5.9% 1 14.3% 
55 - 59 years 9 11.5% 1 4.2% 8 10.1% 9 12.9% 9 26.5% 1 14.3% 
60 - 64 years 4 5.1% 2 8.3% 7 8.9% 3 4.3% 5 14.7% 2 28.6% 
65 - 69 years 4 5.1% 4 16.7% 5 6.3% 3 4.3% 7 20.6% - - 
70 - 74 years 6 7.7% 1 4.2% 6 7.6% 2 2.9% 2 5.9% - - 
75 - 79 years 3 3.8% - - 1 1.3% 2 2.9% 1 2.9% - - 
80 - 84 years 2 2.6% - - 3 3.8% 1 1.4% - - - - 
Prefer not to say 1 1.3% - - - - - - - - - - 
TOTAL 78 100% 24 100% 79 100% 70 100% 34 100% 7 100% 

 
Table 21: Gender Profile by Project 

Gender 
Tour de Yorkshire 

(Base: 79) 
Selby Sings 
(Base: 24) 

Parade 
(Base: 79) 

Pilgrim 
(Base: 70) 

Selby Treasures 
(Base: 35) 

Hidden Histories 
(Base: 7) 

 N % N % N % N % N % N % 
Female 39 49.4% 20 83.3% 67 84.8% 54 77.1% 20 57.1% 5 71.4% 
Male 39 49.4% 4 16.7% 12 15.2% 15 21.4% 14 40.0% 2 28.6% 
Prefer not to say 1 1.3% - - - - 1 1.4% 1 2.9% - - 
TOTAL 79 100% 24 100% 79 100% 70 100% 35 100% 7 100% 
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3.3.2. Gender of Audience 

Chart 10 shows the gender of respondents aged 16 and above, who attended or 
participated in Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures 
and Hidden Histories. 

It shows that the majority of respondents are female, with more than twice the 
number of females to males (almost two and a half times).  

Chart 10: Gender Profile of Selby 950 Audiences 

 
Base: 292 

When comparing the gender of respondents by project (Table 21): 

• Tour de Yorkshire: there was an even split of males to females (49.4%) 
• Selby Sings: 83.3% of respondents were female 
• Parade: 84.8% of respondents were female 
• Pilgrim: 77.1% of respondents were female 
• Selby Treasures: 57.1% of respondents were female 
• Hidden Histories: 71.4% of respondents were female. 

3.3.3. Ethnic Group 

Chart 11 shows the breakdown by ethnic group of respondents aged 16 and 
above, who attended or participated in Tour de Yorkshire, Selby Sings, Parade, 
Pilgrim, Selby Treasures and Hidden Histories. 

It shows that virtually all respondents self-identify as White: English/Welsh/ 
Scottish/Northern Irish/British, with White: Other White background the only 
other ethnic group with more than 1% representation (1.7%). 

When looking at the ethnic groups of respondents for each project (Table 22), 
there are no differences of note to the above findings for the overall data set. 
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Chart 11: Ethnic Group Profile of Selby 950 Audiences 

 
Base: 289 

3.3.4. Disability and Long-term Limiting Illness 

Chart 12 shows whether respondents who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden Histories 
considered themselves limited by a disability or long-term illness that had lasted 
or was expected to last more than 12 months. 

It shows that 1 in 10 respondents were limited by a disability or long-term illness, 
with the majority of these respondents stating that they were limited a little 
(8.5%) and a small percentage that they were limited a lot (2.0%). 

Chart 12: Disability Amongst Selby 950 Audiences 

 
Base: 293 

When comparing disability and long-term illness of respondents by project (Table 
23), the finding that those who were limited a little outweighed those who were 
limited a lot held true across all projects. However overall figures varied as 
follows: 

• Tour de Yorkshire: 10.3% respondents were limited by disability or illness 
• Selby Sings: 12.5% respondents were limited by disability or illness 
• Parade: 13.8% respondents were limited by disability or illness 
• Pilgrim: 8.7% respondents were limited by disability or illness 
• Selby Treasures: 5.8% respondents were limited by disability or illness 
• Hidden Histories: 14.3% respondents were limited by disability or illness.

95.5%

White: English/Welsh/Scottish/Northern Irish/British
White: Irish
White: Other White background
Mixed: Other mixed/multiple ethnic background
Prefer not to say

8.5%

87.0%

Yes, limited a lot
Yes, limited a little
No
Prefer not to say



	 60 

Table 22: Ethnic Group Profile by Project 

Ethnic Group 
Tour de Yorkshire  

(Base: 77) 
Selby Sings 
(Base: 23) 

Parade 
(Base: 79) 

Pilgrim 
(Base: 69) 

Selby Treasures 
(Base: 34) 

Hidden Histories 
(Base: 7) 

N % N % N % N % N % N % 
White: British 72 93.5% 23 100% 75 94.9% 67 97.1% 32 94.1% 7 100% 
White: Irish - - - - - - 1 1.4% - - - - 
White: Other  - - - - 3 3.8% 1 1.4% 1 2.9% - - 
Mixed: Other  1 1.3% - - - - - - - - - - 
Prefer not to say 4 5.2% - - 1 1.3% - - 1 2.9% - - 
TOTAL 77 100% 23 100% 79 100% 69 100% 34 100% 7 100% 

 
Table 23: Disability Amongst Audience by Project 
Disability and/ 
or Long-term 
Limiting Illness 

Tour de Yorkshire 
(Base: 78) 

Selby Sings 
(Base: 24) 

Parade 
(Base: 80) 

Pilgrim 
(Base: 69) 

Selby Treasures 
(Base: 35) 

Hidden Histories 
(Base: 7) 

N % N % N % N % N % N % 
Yes, limited a lot 2 2.6% - - 1 1.3% 2 2.9% 1 2.9% - - 
Yes, limited a little 6 7.7% 3 12.5% 10 12.5% 4 5.8% 1 2.9% 1 14.3% 
No 68 87.2% 21 87.5% 67 83.8% 61 88.4% 32 91.4% 6 85.7% 
Prefer not to say 2 2.6% - - 2 2.5% 2 2.9% 1 2.9% - - 
TOTAL 78 100% 24 100% 80 100% 69 100% 35 100% 7 100% 

 
Table 24: Selby Residency Profile by Project 

Resident in 
Selby 

Tour de Yorkshire 
(Base: 82) 

Selby Sings 
(Base: 24) 

Parade 
(Base: 76) 

Pilgrim 
(Base: 72) 

Selby Treasures 
(Base: 36) 

Hidden Histories 
(Base: 8) 

N % N % N % N % N % N % 
Yes 63 76.8% 21 87.5% 68 89.5% 60 83.3% 28 77.8% 8 100% 
No 19 23.2% 3 12.5% 8 10.5% 12 16.7% 8 22.2% - - 
TOTAL 82 100% 24 100% 76 100% 72 100% 6 100% 8 100% 
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3.3.5. Residence 

Chart 13 shows whether respondents who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden Histories 
were UK and Selby residents. 

It shows that all respondents were UK residents, and that 4 out of 5 respondents 
were residents of Selby. 

Chart 13: UK and Selby Residency - Selby 950 Audiences 

 
Base: 298 

When comparing residency in Selby by project (Tables 24) it highlights that: 

• Three projects attracted a greater proportion of visitors than the average:  
– Tour de Yorkshire (23.2%) 
– Selby Treasures (22.2%) 
– Pilgrim (16.7%). 

• Three projects attracted a lesser proportion of visitors than the average: 
– Hidden Histories (0%) 
– Parade (10.5%) 
– Selby Sings (12.5%). 

Utilising post code data9 collected from respondents across all projects, it has 
also been possible to map audiences by project. Map 5 shows the geographic 
spread of audiences for all Selby 950 projects, whilst Maps 6 to 12 show the 
geographic spread by project. It should be noted that the post code provided by 
respondents was for their place of residence, not where they had travelled from 
that day. As such, those with a post code outside of Selby District may have been 
visiting the area for reasons other than Selby 950. 

An interactive version of the map can be accessed by clicking here.  

	
9 Post codes collected include all those who provided their post code at event when opting in to receives 

the post-event online audience survey and those who completed the online post-event survey via the links 
shared on social media for each commission. 
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Map 5: Selby 950 Audiences – All Activity 

 

 
Map 6a: Selby 950 Audiences – Tour de Yorkshire (Zoom Out) 
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Map 6a: Selby 950 Audiences – Tour de Yorkshire (Zoom In) 

 

 
Map 7: Selby 950 Audiences – Selby Sings 
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Map 8: Selby 950 Audiences – Parade 

 

 
Map 9: Selby 950 Audiences – Pilgrim 
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Map 10: Selby 950 Audiences – Selby Treasures 

 

 
Map 11: Selby 950 Audiences – Hidden Histories 
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Map 12: Selby 950 Audiences – The Unknown 

 
 

3.4. Group Composition 

Chart 14 shows whether respondents who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden Histories 
attended the event alone or as part of a group. 

It shows that the vast majority of respondents came with at least one other 
person, though almost 2 in 5 respondents came to events alone. 

Chart 14: Attended with Others  

 
Base: 323 

When comparing whether respondents attended alone or in groups by project 
(Table 25), there were significant differences: 

• Respondents attending Selby Sings and Pilgrim were more likely to attend 
with someone else than for other projects (96.2% and 93.3%, respectively). 

• Respondents attending Hidden Histories were more likely to have engaged 
alone than for all other projects (57.1%). 
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Table 25: Attended Alone or With Others by Project 

Attended with 
others 

Tour de Yorkshire 
(Base: 85) 

Selby Sings 
(Base: 26) 

Parade 
(Base: 90) 

Pilgrim 
(Base: 75) 

Selby Treasures 
(Base: 40) 

Hidden Histories 
(Base: 7) 

N % N % N % N % N % N % 
Yes 66 77.6% 25 96.2% 66 73.3% 70 93.3% 33 82.5% 3 42.9% 
No 19 22.4% 1 3.8% 24 26.7% 5 6.7% 7 17.5% 4 57.1% 
TOTAL 85 100% 26 100% 90 100% 75 100% 40 100% 7 100% 

 
Table 26: Day Visitors vs. Staying Visitors by Project 

Visitor Type 
Tour de Yorkshire 

(Base: 18) 
Selby Sings 

(Base: 3) 
Parade 

(Base: 8) 
Pilgrim 

(Base: 12) 
Selby Treasures 

(Base: 8) 
Hidden Histories 

(Base: 0) 
N % N % N % N % N % N % 

Just for the day 16 88.9% 2 66.7% 8 100% 7 58.3% 8 100.00% n/a n/a 
Stayed overnight 2 11.1% 1 33.3%   5 41.7% - - n/a n/a 
TOTAL 18 100% 3 100% 8 100% 12 100% 8 100% n/a n/a 

 

Table 27: Average Number of Days and Nights for Staying Visitors by Project 

Length of stay 
Tour de Yorkshire 

(Base: 2) 
Selby Sings 

(Base: 1) 
Parade 

(Base: 0) 
Pilgrim 

(Base: 5) 
Selby Treasures 

(Base: 0) 
Hidden Histories 

(Base: 0) 
Average no. days 2.5 2.0 n/a 2.0 n/a n/a 
Average no. nights 1.5 1.0 n/a 1.4 n/a n/a 

 

 

 

 



	 68 

Chart 15 illustrates the average group size that attended Selby 950, where groups 
consisted of two or more people. It highlights that the average group size was 
3.7 people, with Parade and Selby Treasures attracting the largest average 
group size and Tour de Yorkshire and Hidden Histories the smallest average 
group size.  

Chart 15: Average Group Size – Overall and by Project 

 
Respondents who attended with others were asked to state how many members 
of their group were adults (aged 16 and above) and how many were children 
(aged < 16 years). From those who provided a response, the most common 
groups compositions in terms of adult to child ratio were: 

1) One adult to one child 
2) Two adults with no children 
3) One adult to two children 
4) Two adults to one child. 

When doing a comparison by project one adult and one child was the most 
common group composition for all projects with the exception of Selby Sings 
where it was two adults. 

3.5. Visitors to Selby for Selby 950 

Chart 16 shows whether respondents who were visiting Selby when they 
attended or participated in Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby 
Treasures and Hidden Histories were day visitors or staying visitors.  

It shows that the vast majority of visitors were just visiting for the day, with 16.3% 
(n=8) saying they stayed overnight. 

NB: the sample size for visitors to Selby across both the combined dataset and by 
project is very small, so findings should be treated with caution. 
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Chart 16: Day vs. Staying Visitors 

 
Base: 49 

When comparing whether visitors were day visitors or staying visitors by project 
(Table 26): 

• Visitors attending Pilgrim were much more likely to be staying visitors than for 
all other projects (41.7% | n=5, versus 58.3% | n=7 who were day visitors); and 

• Visitors attending Parade and Selby Treasures were all day visitors. 

Staying visitors, of which the overall sample size is extremely small at eight 
respondents, were asked how many days and how many nights they stayed 
during their visit. On average they stayed the following length of time:  

• Average number of days: 2.1 
• Average number of nights: 1.4. 

There was very little difference in the average number of days and nights stayed 
on a project-by-project basis (Table 27). 

3.6. Audience Segmentation for Selby 950 

Audience Spectrum segments the whole UK population by their attitudes 
towards culture, and by what they like to see and do. It was developed by The 
Audience Agency in partnership with Experian. 

There are 10 different Audience Spectrum profiles, which are summarised in 
Figure 4. More detailed descriptions of each segment are provided in Appendix 
10. 

To better understand the audience profile for Selby 950, all post code data 
collected from respondents ‘at event’ and via post-event online surveys were 
collated, and an Audience Spectrum Plus Profile Report commissioned from The 
Audience Agency. The resulting data was compared to a thirty-minute drive time 
from Selby Abbey. 

The data shared with The Audience Agency contained 500 postcodes, 466 of 
which were valid and used in this analysis. All 466 were matched to an Audience 
Spectrum segment. 

The results of this profile report are provided in Table 28 and Chart 17. 

83.7%

16.3%

Just for the day
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Figure 4: Audience Spectrum Segments   

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The three most prominent Audience Spectrum segments are Dormitory 
Dependables, Trips & Treats and Facebook Families – 59% of all respondents 
belong to one of these groups. These segments are most closely followed by Up 
Our Street, Home & Heritage and Commuterland Culturebuffs.  

The most over-represented segments amongst respondents are Dormitory 
Dependables (23%, compared to 18% in the 30-minute drive time), Trips & Treats 
(23%, compared to 18%), and Commuterland Culturebuffs (10%, compared to 8% 
in the 30-minute drive time). 

The most under-represented segments amongst respondents are Experience 
Seekers (3%, compared to 10% in the 30-minute drive time), Heydeys (2%, 
compared to 5%), and Kaleidoscope Creativity (1%, compared to 2% in the 30-
minute drive time). 
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Table 28: Audience Spectrum Profile 

Audience Spectrum 
Segment 

Selby 950 Audience 
30 Minute 
Drivetime Index 

N % % 
Metroculturals 3 1% 1% 73 
Commuterland Culturebuffs 46 10% 8% 129 
Experience Seekers 14 3% 10% 32 
Dormitory Dependables 106 23% 18% 128 
Trips & Treats 108 23% 18% 127 
Home & Heritage 56 12% 13% 92 
Up Our Street 57 12% 12% 102 
Facebook Families 60 13% 13% 98 
Kaleidoscope Creativity 5 1% 2% 46 
Heydeys 11 2% 5% 44 

 466 380,440 

 
Chart 17: Audience Spectrum Profile 
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Maps 13 and 14 show the location of visitors, based on the data. As before, it 
should be noted that the postcodes used to create these maps usually reflect 
where each visitor lives, not necessarily where the person has travelled from that 
day. 

On pinpoint maps, each visitor is plotted on the map by postcode which, on 
average, covers approximately 15 households. If multiple visitors share a 
postcode they will only appear as one dot on the map.  

The pinpoint map highlights that visitors were found right across Great Britain, 
but with the greatest concentration of visitors residing in Selby District and 
surrounding areas. 

The count map shows how many visitors live in each postal sector found within 
the dataset. This illustrates how there was a high concentration of visitors in 
postcode sectors around Selby Abbey, especially when compared with 
elsewhere. 

Map 13: Pinpoint Map of Visitors to Selby 950 
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Map 14: Count Map of Visitors to Selby 950 

 

3.7. Engagement in Arts, Culture and Heritage 

Chart 18 shows whether respondents who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden Histories 
had attended and/or participated in arts, culture and heritage activities in the 
previous 12 months anywhere and specifically in Selby District.  

It shows that: 

• Across all arts, culture and heritage disciplines the number of people 
attending events and activities was much higher than those who participated 
in them. 

• Selby residents often leave the district in order to attend arts, culture and 
heritage events, with much higher numbers having attended anywhere, 
compared to within Selby District. 

• Four disciplines fall within the top five across all categories – 
Museum/historical attraction, Music, Outdoor events and Heritage/local 
history events: 

– Attended anywhere in the past 12 months: Museum/historical attraction 
(n=154); Film (n=147); Music (n=137); Theatre (n=128%) and; Outdoor events 
(n=127). 

– Participated anywhere in the past 12 months: Outdoor events (n=1); Music 
(n=17); Museum/historical attraction (n=14); Heritage/local history event 
(n=14); and Theatre (n=12). 

– Attended/participated in Selby District in the past 12 months: Outdoor 
events (n=71); Heritage/local history events (n=71); Music (n=59%); 
Museum/ historical attraction (n=41); and Film (n=31%). 
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Chart 18: Arts, Culture and Heritage Engagement 

 
When comparing audience engagement with arts, culture and heritage by 
project, across all projects at least two (but most commonly three) of the four 
disciplines that are most popular overall were also in the top five for attendance 
and participation anywhere and/or in Selby District. All four of the disciplines 
listed above – Museum/historical attraction, Music, Outdoor events and 
Heritage/local history events – are represented across projects: 

• Tour de Yorkshire: for both attendance and participation anywhere, 
Museum/historical attraction, Outdoor events and Music are in the top five 
across categories; whilst Heritage/Local history events are also popular within 
Selby. Film, Theatre and Festivals also make an appearance in the top five 
across categories. 
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• Selby Sings: for attendance anywhere, Museum/historical attraction, Outdoor 
events and Music are in the top five across categories; whilst Heritage/Local 
history events are also popular within Selby. Film, Theatre, Festivals and 
Ballet/dance also make an appearance in the top five across categories. 

• Parade: for both attendance and participation anywhere, Museum/historical 
attraction, Outdoor events, Heritage/local history events and Music are in the 
top five across categories. Film, Theatre, Visual arts/crafts and Ballet/dance 
also make an appearance in the top five across categories. 

• Pilgrim: for both attendance and participation anywhere, Museum/historical 
attraction, Outdoor events, Heritage/local history events and Music are in the 
top five across categories. Film, Theatre, Visual arts/crafts and Festivals also 
make an appearance in the top five across categories. 

• Selby Treasures: for both attendance and participation anywhere, Museum/ 
historical attraction, Outdoor events, Heritage/local history events and Music 
are in the top five across categories. Theatre and Visual arts/crafts also make 
an appearance in the top five for attendance anywhere in the previous 12 
months. 

• Hidden Histories: for both attendance and participation anywhere, 
Museum/historical attraction, Outdoor events, Heritage/local history events 
and Music are in the top five across categories. Film also makes an appearance 
in the top five for attendance anywhere in the previous 12 months. 

When looking at responses of Selby residents only to the questions regarding 
engagement with arts, culture and heritage in the previous 12 months, again the 
four same disciplines that are most popular overall routinely come up – Museum/ 
historical attraction, Music, Outdoor events and Heritage/local history events. 
The main difference is in the category attended anywhere in the past 12 months, 
where Heritage/local history events does not appear – instead Film and Theatre 
appear. In terms of participation anywhere in the past 12 months, Theatre and 
Visual arts/crafts are also in the top five, whilst for attendance and/or 
participation in Selby in the past 12 months, Film appears. 

3.8. Awareness of Selby 950 

Awareness of Selby 950 was tested with two stakeholder groups through post-
event online surveys – audiences and local businesses. 

3.8.1. Audience Awareness of Selby 950 

Chart 19 shows whether respondents who attended or participated in Tour de 
Yorkshire, Parade, and Hidden Histories had heard of Selby 950. This question 
was not asked across all events to control questionnaire length throughout the 
year. Instead, it was asked at these events as they were the first in the calendar, 
just over midway through the year, and one of the last projects of the year – 
allowing responses to be charted over time. 
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It shows that: 

• Overall, 3 in 4 respondents attending events were aware of Selby 950. 

• As the year progressed, awareness of Selby 950 appeared to grow: 
– 57.8% were aware of Selby 950 at Tour de Yorkshire 
– 97.7% were aware of Selby 950 at Parade 
– 100% were aware of Selby 950 at Hidden Histories. 

Chart 19: Audience Awareness of Selby 950 

 
Base: 173 

Chart 20 shows responses from those who said ‘Yes’ they were aware of Selby 
950, to a follow up question about whether they were aware that the event they 
attended was part of the Selby 950 celebrations: 

• Overall, 9 in 10 respondents attending events were aware the event was part 
of Selby 950. 

• Again, as the year progressed, the proportion of respondents who knew the 
event they were attending was part of Selby 950 also grew: 
– 79.2% were aware Tour de Yorkshire was part of Selby 950 
– 98.8% were aware Parade was part of Selby 950 
– 100% were aware Hidden Histories was part of Selby 950. 
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Chart 20: Aware Commissions as Selby 950 Activity 

 
Base: 135 

Those who were aware of Selby 950 were asked what they knew about Selby 
950: 

• 92 of 115 recognised it was attached to the 950th anniversary of Selby Abbey;  

• 53 of 115 people knew it was a series of events to celebrate this anniversary; 

• 5 people mentioned only that they had seen Selby 950 banners in relation to 
what they knew about Selby 950; and 

• 3 people mentioned they knew a lot about Selby 950, but did not specify 
exactly what this knowledge was. 

3.8.2. Local Business Awareness of Selby 950 

Chart 21 shows whether local businesses following Tour de Yorkshire, Parade and 
in March 2020 (at the end of the Selby 950 celebrations) were aware of Selby 
950. Overall, almost 3 in 4 local businesses were aware of Selby 950.  

Chart 21: Local Business Awareness of Selby 950 

 
Base: 40 
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It should be noted that the majority of responses to the Local Business Surveys 
were received in response to the survey sent out following Tour de Yorkshire (33 
of 40). As such, an analysis has not been undertaken by event.  

However, indicatively, it appears that local businesses responding to the surveys 
that took place following Parade and via the End of Year Survey had higher 
awareness levels than following the first event in the Selby 950 calendar (100% 
said ‘Yes’ following Parade; and 80% said ‘Yes’ in the End of Year Survey), 
suggesting that awareness grew amongst local businesses over the course of the 
year. 

All businesses who were aware of Selby 950 were asked to explain their 
understanding of the programme: 

• 18 of 40 recognised it was attached to the 950th anniversary of Selby Abbey; 
and 

• 9 of 40 knew it was a series of events to celebrate this anniversary. 

3.9. Motivations 

Questions linked to motivations were tested with three stakeholder groups 
through online surveys – audiences, local businesses and community partners. 
External team members also provided insight into motivations through the depth 
interviews that took place. 

The following sections detail the feedback gathered from each group. 

3.9.1. Audiences 

Chart 22 provides details of respondents’ motivations for attending or 
participating in Tour de Yorkshire, Parade, Pilgrim, Selby Treasures and Hidden 
Histories, as well as their main motivation for engagement. It highlights that there 
are four principal motivations that were commonly picked as one amongst many, 
i.e. when respondents ticked all the motivating factors that were a catalyst to 
their engagement: 

• To enjoy the atmosphere (17.7%) 
• To be entertained (12.7%) 
• To do something new/out of the ordinary (10.5%) 
• To spend time with friends/family (9.8%). 

When looking at respondents’ main motivation to engage, three of the four listed 
above appear again, whilst two additional motivations appear: 

• To enjoy the atmosphere (24.5%) 
• The discipline is an important part of who I am (12.2%) 
• To do something new/out of the ordinary (11.2%) 
• To spend time with friends/family (9.8%) 
• For a special occasion (7.1%). 
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Chart 22: Motivations and Main Motivation to Engage  

 
Base: 294 

When comparing all motivations (Table 29) by project, the data highlights that 
across the majority of events the motivations for engaging were similar, with all 
four principal motivations being mentioned for Tour de Yorkshire, Parade and 
Pilgrim. The main differences between the overall picture and by project were: 
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• Tour de Yorkshire: ‘Cycling is an important part of who I am’ was important. 

• Parade: ‘For a special occasion’ was important. 

• Pilgrim: ‘To be inspired’ was important. 

• Selby Treasures: ‘Local history is an important part of who I am’ and ‘To learn 
something’ were important, alongside ‘To enjoy the atmosphere’ and ‘To try 
something new / out of the ordinary’.  

• Hidden Histories: ‘Local history is an important part of who I am’, ‘To learn 
something’, ‘For reflection’ and ‘Other’ were important, alongside ‘To be 
entertained’. 

Selby Sings was not included in this analysis as the question was not asked. This 
is because the concert was invitation only, managed directly through the schools. 
The principal motivation was therefore assumed to be supporting the child/ 
children performing in the concert. 

When comparing main motivations (Table 30) by project, the data highlights that 
there was a variation across all commissions: 

• Tour de Yorkshire: ‘To enjoy the atmosphere’ and ‘Other’ were the two main 
motivations. The three main reasons given under the ‘Other’ category were to 
support Selby, just to see it and because it is an event they enjoy each year. 

• Parade: ‘To enjoy the atmosphere’, ‘For a special occasion’ and ‘Other’ were 
the three main motivations. The two main reasons given under the ‘Other’ 
category were to support a friend or family member taking part in the Parade 
and to support a local event. 

• Pilgrim: ‘To try something new/out of the ordinary’, ‘To enjoy the 
atmosphere’, and ‘To spend time with friends and family’ were the three main 
motivations. 

• Selby Treasures: ‘Local history is an important part of who I am’ and ‘Other’ 
were the two main motivations. The three main reasons given under the 
‘Other’ category were ‘To see my object/portrait in the exhibition’, ‘To show 
my object/portrait to others’ and ‘To see a friend/family member’s 
object/portrait’. 

• Hidden Histories: ‘Local history is an important part of who I am’ and ‘Other’ 
were the two main motivations. The main reasons given under the ‘Other’ 
category was ‘Curiosity to discover what the installation was.’ 
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Table 29: All Motivations by Project 

Motivations 
Tour de Yorkshire Parade Pilgrim Selby Treasures Hidden Histories 

N % N % N % N % N % 
To spend time with friends/family 26 9.8% 31 10.7% 40 12.2% 7 4.7% 1 2.6% 
For a special occasion 16 6.0% 25 8.7% 13 4.0% 1 0.7% - - 
For peace and quiet - - - - 1 0.3% 2 1.3% - - 
To be intellectually stimulated 2 0.8% 4 1.4% 12 3.7% 12 8.1% 2 5.3% 
To be entertained 34 12.8% 42 14.5% 49 15.0% 8 5.4% 3 7.9% 
To be inspired 17 6.4% 14 4.8% 26 8.0% 6 4.0% 1 2.6% 
To do something new/out of the ordinary 23 8.7% 30 10.4% 45 13.8% 12 8.1% 2 5.3% 
To learn something 6 2.3% 14 4.8% 21 6.4% 24 16.1% 6 15.8% 
To enjoy the atmosphere 62 23.4% 51 17.6% 58 17.7% 16 10.7% 2 5.3% 
For reflection - - 3 1.0% 11 3.4% 8 5.4% 3 7.9% 
Discipline is an important part of who I am 22 8.3% 5 1.7% 13 4.0% 30 20.1% 6 15.8% 
To escape from everyday life 6 2.3% 3 1.0% 4 1.2% 1 0.7% - - 
For academic reasons 1 0.4% - - - - 3 2.0% 1 2.6% 
For professional reasons 5 1.9% 5 1.7% 4 1.2% 2 1.3% 1 2.6% 
To entertain my children 10 3.8% 14 4.8% 10 3.1% 2 1.3% 1 2.6% 
To educate/stimulate my children 12 4.5% 17 5.9% 15 4.6% 4 2.7% 1 2.6% 
I was just passing by 3 1.1% 7 2.4% - - - - - - 
Other 20 7.5% 24 8.3% 5 1.5% 11 7.4% 8 21.1% 
TOTAL 265 100% 289 100% 327 100% 149 100% 38 100% 
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Table 30: Main Motivation by Project 

Motivations 
Tour de Yorkshire 

(Base: 85) 
Parade 

(Base: 87) 
Pilgrim 

(Base: 75) 
Selby Treasures 

(Base: 39) 
Hidden Histories 

(Base: 8) 
N % N % N % N % N % 

To spend time with friends/family 2 2.4% 7 8.0% 11 14.7% 1 2.6% - - 
For a special occasion 3 3.5% 14 16.1% 4 5.3% - - - - 
To be intellectually stimulated - - - - - - 1 2.6% - - 
To be entertained - - 5 5.7% 5 6.7% - - - - 
To be inspired - - - - 3 4.0% - - - - 
To do something new/out of the ordinary 5 5.9% 7 8.0% 20 26.7% 1 2.6% - - 
To learn something - - - - 2 2.7% 3 7.7% - - 
To enjoy the atmosphere 38 44.7% 16 18.4% 15 20.0% 3 7.7% - - 
For reflection - - 1 1.1% 1 1.3% - - 1 12.5% 
Discipline is an important part of who I am 7 8.2% 2 2.3% 5 6.7% 19 48.7% 3 37.5% 
To escape from everyday life - - 1 1.1% - - - - - - 
For academic reasons - - - - - - 2 5.1% - - 
For professional reasons 4 4.7% 3 3.4% 1 1.3% 2 5.1% - - 
To entertain my children 2 2.4% 3 3.4% 2 2.7% - - - - 
To educate/stimulate my children 3 3.5% 5 5.7% 3 4.0%   - - 
I was just passing by 3 3.5% 5 5.7%   - - - - 
Other 18 21.2% 18 20.7% 3 4.0% 7 17.9% 4 50.0% 
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Other reasons audiences gave for engaging with specific projects were: 

• Tour de Yorkshire 
– To support Selby or the event 
– Just to see it 
– Being inconvenienced by road closures. 

• Parade 
– A family member was performing Parade  
– Supporting a local event 
– Connection of the event to Selby Abbey. 

“To help build a stronger community.” (Parade Audience Survey) 

• Pilgrim 
– To revisit Selby where they had previously lived    
– A love for Selby Abbey. 

“Wanted to join in some element of the 950 year celebration as I now live 
outside the area.” (Parade Audience Survey) 

For Hidden Histories, as well as asking motivations for going to look at the 
installations, audience were asked if they had planned to visit the streetscapes 
(Chart 23). The responses show that in the majority of cases (5 of 7) a visit to the 
project was not pre-planned, but instead something they just happened across. 

Chart 23: Hidden Histories – Planned vs. Unplanned Visits  

 
Base: 7 

3.9.2. Local Businesses 

Businesses were asked whether they had decided to change their opening hours 
in response to the business opportunity presented by Selby 950 projects.  

As the majority of responses were received following the Tour de Yorkshire 
event, the overall findings from across the surveys is highly biased. This event 
was unique in the impact it had on the town centre, due to the extent and 
longevity of the road closures and traffic restrictions. Also, there was the 
imposition of the temporary structures put in place, including roadside safety 
barriers, advertising and sponsorship banners, staging, accessible viewing areas, 
VIP areas, big screens, marquees, portable/mobile toilets and event dressing and 
activity. As such, the survey findings have not been included within the analysis. 
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Despite this, the findings do suggest that at least a proportion of local businesses 
are willing to respond to the opportunity presented by arts, culture and heritage 
programmes/projects taking place in Selby and will adapt their opening hours 
accordingly if they can see the benefit in doing so. Benefits that seem to appeal 
to them are the expectation of increased footfall, which in turn should lead to an 
increase in revenue. 

On the flip side, events involving extensive road closures and traffic restrictions, 
and the installation of temporary structures, can negatively affect some 
businesses. In turn, this may run the risk of affecting overall attitudes and 
behaviours towards other arts, culture and heritage programmes/projects in 
future. As such, there is a need to manage and mitigate the impact of road 
closures and traffic restrictions when it is a requirement of a programme/ project 
or to look for ways that road closures and traffic restrictions can be avoided.  

3.9.3. Community Partners 

Community Partners were asked, ‘Which of the following best describes your/ 
your organisation's motivations for choosing to put on events and activities linked 
to the Selby 950 celebrations?' 

Chart 24 provides a breakdown of the responses given in terms of all motivations 
that acted as a catalyst to them becoming involved. Principal motivations were: 

• To be part of the Selby 950 celebrations 
• To reach new audiences,  
• To raise the profile of Selby Abbey  
• To raise the profile of Selby District. 

Following on from this, Community Partners were asked to choose their main 
motivation. Chart 25 shows that being part of the Selby 950 celebrations 
outweighed the other motivations.  
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Chart 24: All Motivations to Programme Activity  

 
Base: 8 

Chart 25: Main Motivation to Programme Activity  

 
Base: 8 
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3.9.4. Arts, Culture & Heritage Professionals 

As with the marketing and communications activity discussed in Chapter 2, the 
depth interviews that took place with arts, culture and heritage professional also 
asked them to share their insights into what motivated different audiences 
(individuals or groups) to engage with their projects. 

Common motivations that came up across all projects were: 

• Locating projects in non-traditional spaces frequented by the public  
• Having a visually arresting set up and using signage to attract attention 
• People’s desire to be part of a community event 
• The chance to be part of something different or out of the ordinary 
• The chance to raise awareness of their group or organisation.  

“The visual nature of the pop-ups with the life size banners and objects 
attracted attention and allowed us to start conversations about heritage and 

Selby with ease. Choosing public locations such as the foyer of Sainsburys gave 
us the opportunity to engage with people who might not necessarily have 

come to a specific heritage event.” (Selby Treasures) 

“[The teacher] thought it was important that the children got the opportunity 
to be involved with a once in a lifetime event for the local community, so she 
saw it from a pride aspect and also a cultural, and just a good experience for 

the kids.” (Parade) 

 “From her Young Farmers point of view… she’s really into the farming 
community and she wants everyone to be proud of that and be aware of the 
fact that there is this really thriving farming community in the area.” (Parade) 

Where the question was specific to schools the following were important: 

• The link to Selby and the Abbey  
• Existing links between some schools and the Abbey 
• Fully funded and free to take part in activity 
• A topic with a clear learning value, e.g. local history 
• Having something to keep (and use again) at the end of the project 
• Involvement of education partners with an established reputation  
• Involvement of expert practitioners 
• Word of mouth recommendation. 

“The schools loved it because they’ve got the historic side of it and the song 
writing and practical side.” (Selby Sings) 

“They come away with their own historical thing – their own song that they’ve 
actually made themselves and they get a recording of it … It can go towards 

their Ofsted inspections and things like that.” (Selby Sings) 
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This was supported by feedback from teachers on their Selby Sings experience. 
They gave the following reasons for taking part in a post-event survey: 

• Local history focus  
• Music skills 
• Enjoyment 
• Selby Abbey connection 
• Community event. 

3.10. Barriers to Engagement 

Arts, culture and heritage professionals were also asked to share their insights 
into what they felt the main barriers to engagement were in regard to their 
projects. Answers that came up through the depth interviews were: 

• Lack of awareness of what is available 
• Lack of collaborative working across the district 
• Negative attitudes that exist within the population towards the district 
• Disability and limiting illness  
• Timing of events 
• Lack of confidence to try something new/different 
• Lack of lead-in time 
• Sense that it’s “not for the likes of me”. 

“It’s like, “Oh, it’s Selby?”. They never seem to back these things until you really 
push them … I’ve got the kids involved. The kids are great, they’re a lot better 

than the adults, they’ll embrace these things socially. You’ll get the adults there 
and after it’s happened they’ll be like, “Oh wasn’t it super!”, but in the lead up 

they’re reticent to just embrace it really.” (Parade) 

“This is a very bold statement, but Selby, in parts, can be very cliquey and 
businesses don’t want to collaborate, because they have some sense of fear 

that there’s going to be some sort of stealing of children, for like all these 
holiday activities … People need to realise that collaboration can build 

businesses and build communities and that message is not clear.” (Parade) 

“The businesses that I’ve reached out to that would’ve been perfect to get 
involved, they’re always saying there is not enough time, and I try to say, “All 

you have to do is point your people in the right direction and I’ll do all the 
work”, but that’s the stumbling block they just didn’t see it like that.” (Parade) 

“It was a real shame that the Selby Scouts and Guides Association weren’t 
represented because so many children in the Selby area do take part in that. 

They didn’t get involved because, really it came down to two things. Timing – 
they didn’t have enough time to organise it as a committee … Really they would 

have been better being contacted a year before … Also, the fact that it was a 
Wednesday, so because the Guide leaders tend to work … they would struggle 

to have the Guide leaders and they wouldn’t let the kids go on their own.” 
(Parade) 
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“A lot of [older people] have mobility issues. They’re very social, but because of 
their mobility issues they’ll go to the pub, stay at home and maybe do a couple 

of other things, but that’s it.” (Parade) 

“The Selby Swans [would] usually have five or six months notice for something 
like that.” (Parade) 

“I think that often it’s that they don’t feel it’s for them, they feel excluded in 
some way.” (Selby Treasures)  

Specific feedback in relation to barriers to engagement with schools included: 

• Costs, both direct costs and secondary costs (e.g. transport, extra staffing) 
• Lack of lead-in time 
• Location of a project  
• The place of arts in the curriculum and Ofsted reporting framework 
• The Head Teacher’s view of arts and culture 
• Awareness of what is available 
• How active schools are in seeking things out. 

“[Schools are] spending two grand on one particular class, but if they can use 
that money to spread across it’s great. They will spend money, but if it’s 

something they can have free then that’s brilliant.” (Selby Sings) 

“Last year, one of our [staff members] … was trying to involve primary schools 
in something that looked really good … but they left it too long to actually get 

in touch with schools and get them on board, because they had all signed up to 
[something else], so timing and planning and giving the schools plenty of time… 

So, if you’re going to be doing something in the autumn term it has to be 
planned back at Easter.” (Selby Sings) 

“The best thing is for people to go to them because of transport costs. Some 
schools are very lucky in that they can walk up to the Abbey, but if not you’ve 
got to provide a coach for children to get to a venue. If the workshops can be 

done in schools that a much greater draw for them.” (Selby Sings) 

“Often if you have something that has the benefit of being free, you don’t have 
the benefit of any marketing behind that to tell people that it exists. Because of 

everything we do here being free, it’s hard for us to invest money in 
marketing.” (Selby Sings) 

3.11. SDC Project Team Learnings and Insight 

In addition to the data presented throughout this chapter, part of the focus group 
that took place with members of the Selby 950 project team at SDC discussed 
audiences for Selby 950. 

It was part of the original hopes and expectations for the year that the Selby 950 
programme would help to build audiences for arts, culture and heritage within 
the district. This included encouraging local residents who travel to other cities 
such as York and Leeds to engage with arts, culture and heritage, to instead 
enjoy what was on offer on their own doorstep. 
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Key findings from the discussion around audiences provide the following 
learnings and insight:  

• In terms of audience numbers for the events, there was a palpable feeling that 
the year had been incredibly successful, outperforming any expectations. 
Pilgrim was singled out as having a particular impact in this area, and Parade 
was name checked as where a turning point occurred for the town. 

“The audiences we achieved were substantially in excess of where we had 
pitched it, and that’s partly because we didn’t know where to pitch it, as no 

one had done anything like that before.” 

“There was a moment during Pilgrim … There were literally thousands of people 
standing in the street looking at public art in Selby, and I was proud. I thought 
my heart would burst, as I would not have thought that would’ve happened in 

that way.” 

“It was the audiences, the turnout. So, Parade, we had a first inkling when we 
turned the corner [into Gowthorpe] … a lot of people have turned out, but then 

at Pilgrim … the audience figures went up through to the Sunday.” 

• The year was an excellent means through which to experiment with 
programme ideas and take risks, to see how best to develop Selby’s future 
offer for both residents and visitors. 

“It’s been very much a test bed for so many areas of our work … Certainly from 
my point of view, a visitor economy side, it’s been a fantastic test bed.”  

• The decision to make all events free to attend and predominantly take place in 
outdoor public spaces was central to the success of Selby 950, as it helped to 
mitigate against the financial, physical and institutional barriers that many 
potential audiences face. It also increased the likelihood of audiences just 
stumbling across the projects. Working with the Selby District Disability Forum 
across the year, to address access needs, also helped the team to mitigate 
other physical and sensory barriers to engagement.  

“We set out for it to be as accessible as it possibly could be … one of the 
decisions was that everything that we put on should be free … that definitely 
enabled people to come who might not have otherwise have come, and the 

fact that we did most of it outside … because it didn’t require people to take a 
decision to go into a venue. There was that notion that you could stumble on 

it.” 

• Creating a sense of curiosity can be key to attracting audiences to projects, 
including those who might not otherwise engage. For example, excitement 
built for Pilgrim through the test nights that took place in the couple of days 
before the event. This created an intrigue and momentum. The unusualness of 
the event and the wow factor was also vital to its success with audiences, 
with many choosing to attend more than once over the three-day run.  

“The observation at Pilgrim … The number of people we saw as repeat people, 
not just one performance, but over days was phenomenal … The breadth of 
people that came, so even the naughty kids that we knew off the ASB, they 

stopped to watch it. It was a cross-section.” 
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• Having the right artists, cultural and heritage professionals leading projects, 
who know how to interact with their audiences and take an interest in them, 
can result in much deeper levels of engagement for those audiences. 

“Taking, The Unknown, there was one boy … he came to nearly every 
performance because he lived in one of the houses that overlooked the Abbey, 

and his mum was telling us how he really likes drama … Manic Chord kind of 
took him under their wing and let him do some of the sound production for one 

of the shows.” 

• Ensuring all cultural experiences are of a high-quality and inspirational is 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. 

“There was one lady who was contacting us on the Selby 950 Facebook, 
because the community tea party was in the programme … so I was able to go 

back and say people have been invited, but you’re very welcome, it’s not 
closed to the public … She went along, and she’s just sent a really lovely email 
saying she’d had the nicest afternoon and felt so proud. But then she sent one 

after the illumination [Pilgrim] …  she asked if she could have a [lamp post 
banner] because the year had meant so much to her. She started with the 

Parade, then went to the community tea party, where the community choir was 
singing, so she joined the community choir off the back of that and then she did 
something else, and then went back into the Abbey for something and just had 

this huge sense of pride and involvement and wants a banner, because she’s 
creating a time capsule for her granddaughter of 950.” 

• 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 also acted as a marker that the programme was being positioned as a 
professional and ambitious one. Being high-quality in itself, the visual identity 
was felt to have sent a message that the events would also be of high-quality.  

“Mat’s visual identity for us and all of the material that he and his team 
produced was all absolutely beautiful … The quality of it all. The price he put on 

that was probably about a third of what I’d expect for commercial work 
delivered in that way … He did it because he wanted Selby to have something 

amazing.” 

“I think the quality of it was a bit of a turning point, really, because it just made 
people take it and us a bit more seriously as well.” 

“It gave distinctiveness to the whole festival.” 

• Word of mouth (including social media chatter) and local media coverage 
came up as two of the ways that audience awareness about events seemed to 
build. 

“One of the managers of one of the day centres for older people saw it on the 
news in the morning, on Look North, and he packaged up all of his residents and 
he took them all to see Parade. I met him at something afterwards and he was 

talking about how fantastic it was and how much they all loved it.” 
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“The social media chatter [for Pilgrim] as well … They’ll send one person to find 
out and they’ll tell their mates if it’s good or not.” 

• Time, staffing and resources were again cited as the biggest challenges to the 
team being able to develop audiences for Selby 950 more than they had 
managed to. Overall, there was a lack of time to build up enough steam ahead 
of Selby 950 as a year and the individual events it was made up of. 

“In an ideal world we’d have had our brand, our destination brand, our visitor 
economy brand and our voice in place before we were running head long with 
950 to be honest, because that lack of channels, we really felt that … Through 
to distribution and print, we don’t have information points. We physically took 
it to the shops and businesses in the town … They weren’t in the right places 

really.” 

“The issue isn’t the paying for the printing, the issue is always getting the print 
out … We had beautiful material, but distributing that material was a challenge. 

It’s not like in other towns where you’d take boxes round to your cultural 
venues and your audiences are there already … Those cultural venues don’t 

exist.” 

• There was also a need for Selby 950 to have its own identity, separated from 
SDC, in order to build and develop audiences. It was felt the corporateness of 
the local authority marketing and communication channels did not lend itself 
to the promotion of a celebratory programme of arts, culture and heritage. 
This realisation was not able to be addressed until the year had already 
started.  

“Originally we had corporate comms in place, but we had conversations around 
how it wasn’t a corporate message, it was a partnership message, so it was 

important we were not seen to be taking the credit for other people’s work … 
We took the decision to create the identity and social media channels for 950 … 

We didn’t have much time to build traction on those.” 

“That 950 channel has had a different personality … It has got the personality of 
culture, of the visitor economy, so it’s chatty. It is not about getting a message 
out, it’s about having a conversation … That’s a quite different type of comms.” 

“Our web channels, because all we’ve got is the corporate District Council 
website, which isn’t necessarily the first place people will think to go and look 
to get this kind of information, and the tone of the corporate channels … When 

we’re going with our message and it’s pitched against messages about the 
services we offer as a District Council, our message was lost.” 
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4. Selby 950: Society 
 

4.1. Introduction to Social Outcomes 

As detailed in the Logic Model in Chapter 1, there were a number of outcomes 
that Selby 950 hoped to achieve in the short-term. There is an element of 
crossover with some of these outcomes, in regard to which impact area they fall 
into (as more than one may be applicable). As such, a decision has been taken on 
where they best fit, which has been determined by the indicators lying 
underneath each outcome within the Evaluation Framework.    

The outcomes identified as social outcomes are: 

• Selby 950 provides people with a high-quality cultural experience; 

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

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

This chapter will analyse the data collected from all respondent groups to 
demonstrate the extent to which these short-term social outcomes were met by 
Selby 950.  

4.2. Cultural Experience Provided by Selby 950 

To establish whether audiences considered the cultural experience provided by 
Selby 950 to be of high-quality, audience and participant surveys included a 
series of questions linked to their satisfaction levels for the project they engaged 
with. 

4.2.1. Likelihood to Recommend 

Audiences for Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures 
and Hidden Histories were first asked to rate the event they attended on a scale 
of 0-10 in terms of the likelihood that they would recommend something similar to 
a friend, family member or colleague (with 0 being 'not at all likely' and 10 being 
'extremely likely'). Across all of the Selby 950 projects, audience satisfaction was 
very positive, with an average score of 8.5 out of 10. 

When comparing on a project-by-project basis, 7.3 out of 10 was the lowest 
average score, awarded to Hidden Histories (though it should be noted the 
respondent base for this survey was very small at 9); and 9.3 out of 10 was the 
highest average score for Selby Sings. All other commissions scored between 8.1 
and 8.9 out of 10. 

Chart 26 provides a full breakdown of average scores. 
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Chart 26: Mean Score for Selby 950 Overall and by Project 

 

Base: Selby 950 Combined – 316 | Tour de Yorkshire – 82 | Selby Sings – 26 | Parade – 85 | Pilgrim 
– 75 | Selby Treasures – 39 | Hidden Histories – 9  

4.2.2. Net Promoter Score 

Net Promoter Score (NPS) is a management tool used to gauge the loyalty of 
audiences and is another indicator of satisfaction. An NPS can be as low as !100 
(i.e. every respondent is a "detractor") or as high as +100 (i.e. every respondent is 
a "promoter"). NPS scores vary across different sectors, but a positive NPS (one 
that is higher than zero) is generally deemed good, an NPS of +50 is generally 
deemed excellent, and anything over +70 is exceptional. 

The NPS scores for Selby 950 overall and by project are provided in Table 31, 
whilst a visual for each is provided in Figure 51. This data shows that: 

• Selby 950 as a programme was deemed excellent with an NPS score of 51 
• Selby Sings was deemed exceptional with an NPS score of 77 
• Pilgrim was deemed excellent with an NPS score of 65 
• Parade was just short of being deemed excellent with an NPS score of 48 
• Selby Treasures was deemed good with a positive score of 36. 

	
1 Given the small sample size for Hidden Histories, this project has not been included within the NPS analysis. 
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Table 31: NPS Scores, Selby 950 Overall and by Project 

NPS Category 
Selby 950 
Combined 

Tour de 
Yorkshire Selby Sings Parade Pilgrim Selby 

Treasures 
(Base: 316) (Base: 82) (Base: 26) (Base: 85) (Base: 75) (Base: 39) 

Detractors (score of 0-6) 12.7% 17.1% 3.8% 13.9% 7.9% 17.9% 

Neutrals (score of 7-8) 23.4% 25.6% 15.4% 24.1% 19.7% 28.2% 

Promoters (score of 9-10) 63.9% 57.3% 80.8% 62.0% 72.4% 53.8% 

Net Promoter Score 51 40 77 48 65 36 
 

Figure 5: NPS Scores, Selby 950 Overall and by Project 
 
Selby 950 Combined  
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Tour de Yorkshire – Stage 1 Finish               Selby Sings 

   

Parade       Pilgrim 

       

Selby Treasures        
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4.2.3. Reaction to the Event 

Audiences aged 16 and above, who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden Histories 
were also asked to rate the overall quality of the project/event and their whole 
experience engaging with it, whether attending or taking part (Chart 27). 

3 in 5 respondents gave a rating of very good for both the whole experience and 
quality of the event, with a further 1 in 5 giving a rating of good.  

Chart 27: Overall Response to Selby 950 

 
Base: The whole experience – 313 | Quality of the event - 315 

They were also asked their level of agreement in response to the statement that 
‘Selby 950 was an enjoyable experience’ (Chart 28). 

Chart 28: Enjoyment Level of Selby 950 

 
Base: 232 

When comparing rating of overall quality of the project and their whole 
experience engaging with it by project (Table 32) all, with the exception of 
Hidden Histories, had at least 87% of respondents giving a rating of very good or 
good for both: 

• Selby Sings was the highest scoring project, with 100% of respondents rating 
both the quality of the event and the whole experience as very good or good. 

• Pilgrim was the second highest scoring project, with 93.3% of respondents 
rating the quality of the event and 92.0% the whole experience as very good 
or good.    

• Tour de Yorkshire was the third highest scoring project, with 91.3% of 
respondents rating the quality of the event and 89.8% the whole experience 
as very good or good.    

59.0%

59.1%

32.1%

31.6%

0% 20% 40% 60% 80% 100%

Quality of the event

The whole experience

Very good Good Neither good nor poor Poor Very poor Don't know

55.6% 35.3% 6.9%

0% 20% 40% 60% 80% 100%

Was an enjoyable experience

Strongly agree Agree Neither agree nor!disagree Disagree Strongly disagree
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• Parade was the fourth highest scoring project, with 89.4% of respondents 
rating the quality of the event and 89.4% the whole experience as very good 
or good.    

• Selby Treasures was the fifth highest scoring project, with 87.2% of 
respondents rating the quality of the event and 87.2% the whole experience 
as very good or good.  

• Hidden Histories was the lowest scoring project, with 77.7% of respondents 
rating the quality of the event and 77.8% the whole experience as very good 
or good.    

• Selby Sings and Pilgrim both received the highest proportion of very good 
ratings across both quality of the event (92.3% and 69.3%, respectively) and 
the whole experience (92.3% and 61.3%, respectively). 

• Parade also received a high proportion of very good ratings for the whole 
experience, comparative to other projects (60.0%).  

In regard to how much they agreed that they had found the project an enjoyable 
experience at least 87% of respondents strongly agreed or agreed that it had 
been enjoyable (Table 33): 

• Selby Sings was the highest scoring project, with 100% of respondents 
agreeing it had been an enjoyable experience. 

• Pilgrim and Parade were the second highest scoring projects, with 90.6% and 
90.5% of respondents agreeing it had been an enjoyable experience.    

• Hidden Histories was the third highest scoring project, with 88.9% of 
respondents agreeing it had been an enjoyable experience.    

• Selby Treasures was the lowest scoring project, with 86.9% of respondents 
agreeing it had been an enjoyable experience.    

• Selby Sings was also the project to receive the highest proportion of strongly 
agree responses (80.8%) to the statement it had been an enjoyable 
experience. 

• This was most closely followed by Parade and Pilgrim (57.6% and 56.8%, 
respectively). 
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Table 32: Satisfaction by Project 
 Tour de Yorks 

(Base: 81 | 79) 
Selby Sings 
(Base: 26) 

Parade 
(Base: 85) 

Pilgrim 
(Base: 75) 

Selby Treasures 
(Base: 39) 

Hidden Histories 
(Base: 9) 

N % N % N % N % N % N % 
Quality of the event  
Very good 44 54.3% 24 92.3% 46 54.1% 52 69.3% 17 43.6% 3 33.3% 

Good 30 37.0% 2 7.7% 30 35.3% 18 24.0% 17 43.6% 4 44.4% 

Neither Good nor Poor 3 3.7% - - 5 5.9% 2 2.7% 1 2.6% 1 11.1% 

Poor - - - - 3 3.5% 3 4.0% 3 7.7% 1 11.1% 

Very Poor 3 3.7% - - - - - - 1 2.6% - - 

Don’t know 1 1.2% - - 1 1.2% - - - - - - 

The whole experience 
Very good 43 54.4% 24 92.3% 51 60.0% 46 61.3% 15 38.5% 2 22.2% 

Good 28 35.4% 2 7.7% 25 29.4% 23 30.7% 19 48.7% 5 55.6% 

Neither Good nor Poor 3 3.8% - - 5 5.9% 3 4.0% 2 5.1% 1 11.1% 

Poor 1 1.3% - - 3 3.5% 3 4.0% 3 7.7% 1 11.1% 

Very Poor 3 3.8% - - 1 1.2% - - - - - - 

Don’t know 1 1.3% - - - - - - - - - - 

 
 
	  



	

	 100 

Table 33: Level of Enjoyment by Project 
 Tour de Yorks 

(Base: 0) 
Selby Sings 
(Base: 26) 

Parade 
(Base: 85) 

Pilgrim 
(Base: 74) 

Selby Treasures 
(Base: 38) 

Hidden Histories 
(Base: 9) 

N % N % N % N % N % N % 
“Selby 950 was an enjoyable experience” 
Strongly agree n/a n/a 21 80.8% 49 57.6% 42 56.8% 15 39.5% 2 22.2% 

Agree n/a n/a 5 19.2% 28 32.9% 25 33.8% 18 47.4% 6 66.7% 

Neither agree nor disagree n/a n/a - - 6 7.1% 5 6.8% 4 10.5% 1 11.1% 

Disagree n/a n/a - - 2 2.4% 2 2.7% 1 2.6% - - 

Strongly disagree n/a n/a - - - - - - - - - - 
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When looking at whether demographics influenced the ratings awarded to Selby 
950, there are a few interesting things to note (though it should be stressed that 
only a small number of respondents opted to score commissions less than good): 

• Those aged 55-59 years were more likely than other age groups to rate both 
the quality of the event and the whole experience as neither good nor poor, 
poor or very poor: 

– Quality of the event: 21.6% of 55-59 year olds opted for neither good nor 
poor, poor or very poor compared to 11.8% of 35-39 year olds (the next 
highest in terms of lower ratings). 

– The whole experience: 21.6% of 55-59 year olds opted for neither good nor 
poor, poor or very poor compared to 11.8% of 35-39 year olds (the next 
highest in terms of lower ratings). 

• Males were more a little more likely than females to rate the quality of the 
event and the whole experience as neither good nor poor, poor or very poor 
(8.2% vs. 6.3% for quality of the event and 10.7% vs. 6.4% for the whole 
experience). 

Within the audience surveys and via comments linked to posts about the project 
on Selby 950 and SDC social media pages, respondents also provided comments 
that link to their satisfaction with the event they attended. These are presented 
below on a project-by-project basis, where sufficient responses were provided.
  

Tour de Yorkshire  

 

 

 

 

“Overall I thought it was a brilliant experience and Selby did itself proud.” 
(Audience Survey – Tour de Yorkshire) 

“The event was amazing but everyone I know who works in town found it very 
difficult for work.  Perhaps a park and ride system could be arranged next 

time.” (Audience Survey – Tour de Yorkshire) 

“We struggled to see the finish as we had a pushchair with us and the streets 
were very busy, but we appreciated the screens and seating areas slightly away 

from the finish as did other people (some elderly ladies) that we spoke to.” 
(Audience Survey – Tour de Yorkshire) 

“The only spoil was weather.” (Audience Survey – Tour de Yorkshire) 

“Very much enjoyed the buzz generated with such a high-profile event.” 
(Audience Survey – Tour de Yorkshire) 

POSITIVE COMMENTS NEGATIVE COMMENTS 

Focused on it being an enjoyable 
event, which was well organised 
and supported by other activity. 

Focused on the bad weather, the 
restricted views experienced by 

some and road closures. 
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“We really needed maps of road closures, not just street listing. It made it a bit 
difficult to work out if I could get into town and park to watch the race, which 

in the end was really easy.” (Audience Survey – Tour de Yorkshire) 

Parade 
 

 

 

 

 

 
“It was very well organised.” (Audience Survey – Parade) 

“Unique parade as far as I’m concerned, very much appertaining to what it was 
about. Fitted the bill.” (Audience Survey – Parade) 

“Would’ve liked more to have happened in the market square and for longer. It 
just seemed to end and clear very quickly… [It] would’ve been nice to have a 

medieval market or something going on all day and the parade things displayed 
in the Abbey for a few days after the event.”  

(Audience Survey – Parade) 

“I did not think it lived up to my expectations.” (Audience Survey – Parade) 

“I thought the whole thing was very amateurish and could have been so much 
better.” (Audience Survey – Parade) 

“Perhaps more street stalls/coffee stalls etc. would increase the enjoyment and 
length of time that people participated. Most people stood around, watched 

the parade then went home.” (Audience Survey – Parade) 

“It was very spaced out coming down the street.  We had no idea what any of 
the elements were until explained better at the end.  There was no atmosphere, 

i.e. music whilst waiting or throughout (bar the repetitive church song at the 
start of the parade).” (Audience Survey – Parade) 

“Selby nailed it again.” (Facebook comment – Parade) 

“Fantastic day and it stayed fine for the parade too.”  
(Facebook comment – Parade) 

“Lovely to see this in Selby.” (Facebook comment – Parade) 

	  

POSITIVE COMMENTS NEGATIVE COMMENTS 

Focused on how the event involved 
local people, creating a real 

community vibe, and the overall 
atmosphere being positive. Some 

also praised the organisation. 

Focused on the quality and 
professionalism of the production, 
and a lack of supporting activity 

that could have made the day more 
of the event. 
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Pilgrim 

 

 

 

 

 

 

 
“We thoroughly enjoyed our experience with our family in Selby, enjoying the 

art at the Pilgrim. We loved the meal in a local restaurant afterwards, the 
people are friendly and welcoming. We will return to Selby soon.”  

(Audience Survey – Pilgrim) 

“It is useless to give a leaflet explaining it in the dark printed on black paper 
with nowhere to view it. There were no signs to say the Abbey was open or the 
way in. When we got home we read that shops were open, but there were no 
signs of this apparent on the night. The Marshalls did not help show us to the 
seating even though I was limping, and I could not see it for people stood in 

front of it.” (Audience Survey – Pilgrim) 

“Very positive experience that I shared with many other people through 
images, video and talking.” (Audience Survey – Pilgrim)  

“It was absolutely brilliant.  Completely different to how I had imagined and 
much better.” (Audience Survey – Pilgrim) 

“I think how the Abbey was opened up on a night, with the candles, the 
peaceful and welcoming atmosphere, the people, really made the event very 

special.” (Audience Survey – Pilgrim) 

“I think it could have been centred more on Selby and the local area, as 
opposed to the wider Yorkshire area … Why didn't they include things like 

swans, the shipbuilding, farming, etc.?” (Audience Survey – Pilgrim) 

“I wish more family friendly shops and cafes had been open.” 
(Audience Survey – Pilgrim) 

“It exceeded expectations and the level of modern art expected in a small town 
- it felt like something you would expect to see in an important European city.” 

(Audience Survey – Pilgrim) 

“Some people I later spoke to didn’t even realise the Abbey itself was open to 
look around.” (Audience Survey – Pilgrim) 

“Fantastically produced show which was a credit to the town.”  
(Audience Survey – Pilgrim) 

POSITIVE COMMENTS NEGATIVE COMMENTS 

Focused on it being a high-quality, 
positive experience that exceeded 

expectations and created an 
emotional response. References to 
artistic events in other European 

cities were also made. 

Focused on the lack of an obvious 
connection to Selby (town) and the 
need for better signage to things 
that were open, e.g. Abbey, local 
businesses. It was also felt more 
food and drink offers would have 

added to the experience. 
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"I have been recently bereaved and found the experience very moving. I like 
this style of artwork ... The experience positively illuminates my thoughts!” 

(Audience Survey – Pilgrim) 

“Amazing atmosphere and quite emotional.” (Audience Survey – Pilgrim)  

“It was wonderfully presented. Absolute credit to the artist. So well organised; 
minimal road closure (didn't disrupt town, but enough so you could wander 

around safely), food and drinks (always a joy!). The staff (security, Council) all 
looked so happy and proud to be there, even though the weather wasn’t great. 
Such a lovely community feeling. Made me feel very proud to call Selby home.” 

(Audience Survey – Pilgrim)  

“I’ve previously been twice to the light illuminations in Le Mans, France. It was 
wonderful to have something similar in my hometown against the backdrop of 

the Abbey. So proud.” (Audience Survey – Pilgrim) 

“I really enjoyed the experience though I did wonder if it could have been more 
specific to Selby. The story of St Germain and Benedict could have been told or 

something to do with swans.” (Audience Survey – Pilgrim) 

“Absolutely stunning. Good to see so many people out too.” 
(Facebook comment – Pilgrim) 

“Thank you. This was wonderful. More please.” 
(Facebook comment – Pilgrim) 

“It was absolutely fantastic! So good to see the town putting on another event 
that’s free for everyone. Well done!” (Facebook comment – Pilgrim) 

“Congratulations on providing yet another superb free event. Thank you.” 
(Facebook comment – Pilgrim) 

“Well done Selby, it was fantastic, really enjoyed it.” 
(Facebook comment – Pilgrim) 

Satisfaction Amongst Under 16s 

Key Stage 2 school students who took part in Selby Sings were asked to tick the 
face that best represented their feelings about the project across a range of 
statements – a smiley face was ‘Yes’, a neutral face was ‘Don’t know/Not sure’ 
and a sad face was ‘No’. Chart 29 shows their responses to the statements that 
link to their level of satisfaction having taken part. 

It shows that the majority of students both enjoyed the project and felt special as 
a result of taking part. Enjoyment of the project was particularly high, with 4 in 5 
stating they had enjoyed it. 
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Chart 29: School Student Satisfaction with Selby Sings 

 
Base: 109 

Under 16s who took part in Parade were also asked to undertake the same 
exercise outlined for Selby Sings above. Chart 30 shows the responses provided, 
again showing a high level of enjoyment and feeling special. 

Chart 30: Under 16s Satisfaction with Parade 

 
Base: 7 

Under 16s who took part in Parade were also asked what they most enjoyed 
about taking part in the project – from the workshops through to the final parade. 
The most common answer linked to taking part in something that was 
special/unique. Other answers linked to community were: 

• How fun it was (n=1) 
• Being part of a team (n=1). 

“Taking part in the ceremony and feeling like I was taking part in something 
special to celebrate the 950th anniversary. I also got my picture taken and 

shown in the Selby Times.” (Participant Survey, Under 16s – Parade) 

“The teamwork to put it together and the drama activities.” 
(Participant Survey, Under 16s – Parade) 

“Being part of something bigger.” (Participant Survey, Under 16s – Parade) 

They were also asked what they did not like taking part in the Parade project. 
The majority stated that there was nothing they did not like about the project. 
The only other answer to this question related to the timing of the Parade itself. 

“Doing it on a weekday because it meant my Mum couldn't watch.” 
(Participant Survey, Under 16s – Parade) 
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Satisfaction Amongst Teachers 

Teachers from schools who took part in Selby Sings were also asked to rate 
different elements of their experience of taking part in the project. Chart 31 shows 
a breakdown of their responses. It should be noted that only three responses 
were received for this survey. The chart highlights that: 

• The majority of project elements were rated very good or good by teachers. 

• The most praised aspects of the project were the live performance at Selby 
Abbey and the quality of the workshops with Performing Arts Etc., both 
scoring very good from all teachers. 

All three teachers who responded to the survey also strongly agreed that the 
project had been an enjoyable experience. 

Chart 31: Teacher Satisfaction with Selby Sings 

 
Base: 3 

4.2.4. Community Partners  

To provide a level of insight into how satisfied Community Partners were with 
Selby 950, they were asked to rate it using a star system, where 1 star is ‘Poor’ 
and 5 stars is ‘Excellent’.  

Across 5 Community Partner respondents: 

• An average score of 4.2 out of 5 was awarded 
• Scores of 4 or 5 out of 5 were the most frequently awarded. 
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4.3. Opportunities for Social Interaction Provided by Selby 950 

To assess the opportunities for social interaction brought about by Selby 950, a 
series of value statements were created about the community impact of the 
Selby 950 programme. These were asked of three respondent groups – 
audiences, local businesses and community partners. 

4.3.1. Community Impact for Audiences  

Chart 32 illustrates how audiences aged 16 and above, who attended or 
participated in Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures 
and Hidden Histories responded to the value statements. 

It shows high levels of agreement with the statements that ‘Selby 950 gave 
everyone the chance to share and celebrate together’ and ‘Selby 950 had a 
positive impact on the community’ (86.0% and 82.2% opting for strongly agree 
or agree, respectively) and a good level of agreement with the statement ‘Selby 
950 gave me the opportunity to meet people who I wouldn’t have normally met’ 
(49.7% opting for strongly agree or agree).  

Chart 32: Community Value Statements for Selby 950 

 
Base: Positive community impact – 277 | Opportunity to meet people – 286 |  
Chance to share and celebrate – 315 

When comparing agreement with the value statements by commission (Table 34) 
there were a few differences: 

• Selby Sings and Tour de Yorkshire received the highest level of agreement 
with the statement that they provided ‘…a chance to share and celebrate 
together’ (96.1% and 91.6%, respectively), compared to 88.3% for Parade (the 
next highest scoring project). Selby Sings also got the highest proportion of 
respondents stating strongly agree for this statement at 69.2%.  

• Selby Treasures and Tour de Yorkshire received the highest level of 
agreement with the statement that they ‘…gave me the opportunity to meet 
new people who I otherwise would not have met (60.5% and 57.5%, 
respectively), compared to 49.4% for Parade (the next highest scoring 
project). 
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Table 34: Value Statements on Community Impact of Selby 950 by Commission  
 Tour de Yorks 

(Base: 81 | 80) 
Selby Sings 
(Base: 39) 

Parade 
(Base: 85) 

Pilgrim 
(Base: 75 | 74) 

Selby Treasures 
(Base: 39 | 38) 

Hidden Histories 
(Base: 9) 

N % N % N % N % N % N % 
“Selby 950 gave everyone the chance to share and celebrate together” 
Strongly agree 39 48.1% 18 69.2% 36 42.4% 32 42.7% 8 20.5% 1 11.1% 

Agree 35 43.2% 7 26.9% 39 45.9% 30 40.0% 23 59.0% 3 33.3% 

Neither agree nor disagree 4 4.9% - - 6 7.1% 7 9.3% 4 10.3% 5 55.6% 

Disagree 1 1.2% 1 3.8% 1 1.2% 5 6.7% 3 7.7% - - 

Strongly disagree 2 2.5% - - 2 2.4% - - - - - - 

Don't know or N/A - - - - 1 1.2% 1 1.3% 1 2.6% - - 

“Selby 950 gave me the opportunity to meet people who I wouldn’t have normally met” 
Strongly agree 22 27.5% n/a n/a 18 21.2% 8 10.8% 9 23.7% 1 11.1% 

Agree 24 30.0% n/a n/a 24 28.2% 19 25.7% 14 36.8% 3 33.3% 

Neither agree nor disagree 24 30.0% n/a n/a 27 31.8% 31 41.9% 5 13.2% 5 55.6% 

Disagree 6 7.5% n/a n/a 12 14.1% 8 10.8% 6 15.8% - - 

Strongly disagree 2 2.5% n/a n/a 2 2.4% 8 10.8% 1 2.6% - - 

Don't know or N/A 2 2.5% n/a n/a 2 2.4% - - 3 7.9% - - 

“Selby 950 has had a positive impact on the community” 
Strongly agree 24 38.7% 13 54.2% 25 33.8% 32 44.4% 13 35.1% 2 25.0% 

Agree 27 43.5% 9 37.5% 35 47.3% 32 44.4% 14 37.8% 3 37.5% 

Neither agree nor disagree 6 9.7% 2 8.3% 11 14.9% 4 5.6% 5 13.5% 3 37.5% 

Disagree 1 1.6% - - 1 1.4% 2 2.8% 3 8.1% - - 

Strongly disagree 3 4.8% - - 1 1.4% - - - - - - 

Don't know or N/A 1 1.6% - - 1 1.4% 2 2.8% 2 5.4% - - 
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• Selby Sings and Pilgrim received the highest level of agreement with the 
statement that they had ‘… had a positive impact on the community’ (91.7% 
and 88.8%, respectively), compared to 82.2% for Tour de Yorkshire (the next 
highest scoring project). Selby Sings also got the highest proportion of 
respondents stating strongly agree for this statement at 54.2%. 

Qualitative feedback given on a project-by-project basis provides examples of 
how the projects resulted in an opportunity to meet new people, share and 
celebrate and how they had a positive community impact. 

“Another couple were looking at the book and they also asked me if I knew 
anything about it, I said I did, and the lady said did I know if James Gallagher 

was related to a Tony Gallagher. I said yes that Tony was James’ son. She then 
went on to tell me that her father had worked with Tony Gallagher at 

Cochranes shipyard in Selby during the war and they were great pals, I then 
told her that Tony was my dad, she was thrilled to make the connection.”  

(Quote from Selby Treasures Project Report) 

“You had people working together round a table just chatting to each other, 
who didn’t know each other … It builds, I’m not going to say they became best 
friends, but it just helps to add something, it just gives people a sense of people 

in their community.”  (Artist - Parade) 

“It’s lovely to be part of such a welcoming and caring community.”  
(Audience Survey – Parade) 

“I felt very emotional watching the parade and how it brought the residents 
and community groups together. The work to produce such a spectacular 
parade, which was made more special by the obvious enjoyment of those 
participating, was very creative, very well planned in terms of creating the 

story and clearly enjoyable to all involved.” (Audience Survey – Parade) 

“This brought the town together. Why not do things like May Day parade. Look 
into doing more things as a whole town.” (Audience Survey – Parade) 

“Really glad it happened - more similar events that bring the community 
together/celebrate the arts please.” (Audience Survey – Parade) 

“It was lovely to meet other people and have a chance to share my faith with 
others and to share it with the town.” (Participant Survey – Parade) 

“It was amazing how the community came together for this special day to see 
the parade and how much hard work had gone into it all and how proud I was 
of my daughter who was is the choir. Well done to all who made this happen.” 

(Facebook review – Parade) 

“Pleased it brought some visitors I spoke to from Lancashire and Barnsley. 
Pleased to see the turn out for support. Didn't they do well?” 

(Facebook comment – Parade) 
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One participant also mentioned how getting involved in Selby Treasures had 
enabled him to connect with family members he had not previously met. 

“I found two more family relatives and am meeting up with them to share 
memories and artefacts … and family history.”  

(Audience Survey – Selby Treasures) 

When looking at whether demographics influenced the level of agreement given 
to value statements about the community impact of 950: 

• Those aged 20-24 years and over 70 years of age were more likely to agree 
that the Selby 950 event they attended had ‘… given everyone the chance to 
share and celebrate together’ than other age groups – 100% of 20-24 year 
olds, 70-74 year olds, 75-79 year olds and 80-84 year olds. 

• Those aged 45-49 years and over 65 years of age were more likely to agree 
that the Selby 950 event they attended had given them an ‘… opportunity to 
meet new people they otherwise would not have met’ than other age groups 
– 60% of 45-49 year olds agreed with this statement; 64.7% of 65-59 year olds; 
75%of 70-74 year olds; and 83.3% of 80-84 year olds agreed with this 
statement. 

• Those aged between 45 and 59 years of age and 80-84 years were less likely 
to agree that the Selby 950 event they attended had ‘… a positive impact on 
the community’ than other age groups – 75% of 45-49 year olds agreed with 
this statement; 78.3% of 50-54 year olds; 79.4% of 55-59 year olds; and 66.7% 
of 80-84 year olds. 

• Females were more likely than males to agree that the Selby 950 event they 
attended had given them an opportunity to meet new people they otherwise 
would not have met and that it had a positive impact on the community: 

– 51.9% of females compared to 44.9% of males agreed that the Selby 950 
event they attended had given them an opportunity to meet new people 
they otherwise would not have met. 

– 85.2% of females compared to 82.9% of males agreed that the Selby 950 
event they attended had a positive impact on the community. 

• Respondents with a disability or limiting illness were more likely to agree that 
the event they attended had given them and opportunity to share and 
celebrate with others, to meet new people they otherwise would not have 
met and had a positive impact on the community: 

– 90.3% of those with a disability or long-term limiting illness agreed that the 
event they attended had given them and opportunity to share and 
celebrate with others, compared with 86.6% who did not have a disability 
or long-term limiting illness. 

– 53.8% of those with a disability or long-term limiting illness agreed that the 
event they attended had given them and opportunity to meet new people 
they otherwise would not have met, compared with 49.6% who did not 
have a disability or long-term limiting illness. 
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– 93.1% of those with a disability or long-term limiting illness agreed that the 
event had a positive impact on the community, compared with 83.6% who 
did not have a disability or long-term limiting illness. 

4.3.2. Community Impact for Teachers 

This question was also asked of teachers who had taken part in Selby Sings. As 
Chart 33 shows, all teachers who responded to the survey agreed that the 
project had a positive impact on the community and gave everyone the chance 
to celebrate together, whilst two of the three also agreed it gave their students a 
chance to meet people they would not have otherwise. 

Chart 33: Community Impact for Schools  

 
Base: 3 

4.3.3. Community Impact for Community Partners  

Chart 34 illustrates how community partners responded to the statement that 
Selby 950 had a positive impact on the local community – 4 out of 5 respondents 
(80%) agreed with the statement.    

Chart 34: Community Value Statement for Selby 950 

 
Base: 5 
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4.3.4. Community Impact for Local Businesses  

Chart 35 illustrates how local businesses responded to the same statement – 23 
of 32 respondents (71.9%) agreed with the statement. Answers to this question 
mostly came in response to the Tour de Yorkshire event and it was in this survey 
that 6 of the 7 businesses who disagreed with the statement gave their response. 
It is therefore unclear as to whether these results would hold true for how 
businesses felt at the end of Selby 950.   

Chart 35: Community Value Statement for Selby 950 

 
Base: 32 

4.3.5. Selby 950 as a Catalyst to Further Community Engagement 

Audiences aged 16 and above, who attended or participated in Pilgrim, Selby 
Treasures and Hidden Histories were also asked if their attendance at the event 
had triggered them to do any follow-up activity, or if they planned to do so 
(Chart 36). The chart clearly shows that attendance and participation had been a 
catalyst to further activity for some respondents. 

Chart 36: Follow Up Community Engagement 

 

It should be noted that the options offered across projects varied, to align with 
the nature of the project. However, overall the top three community-based 
follow-up activities were: 
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• Go to more community events in Selby (n=59) 
• Go to more events of this kind (n=39) 
• Take part in other community projects in Selby (n=17). 

4.4. Image of Selby District 

A series of value statements were created about the potential impact of the Selby 
950 programme on identity and image for Selby District. These were asked of 
three respondent groups – audiences, local businesses and community partners. 

4.4.1. Pride Amongst Residents 

Chart 37 illustrates how audiences aged 16 and above, who attended or 
participated in Tour de Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures 
and Hidden Histories responded to value statements about impact of the Selby 
950 on their levels of pride for the town. 

It shows high levels of agreement with both value statements, with more than 
75% of respondents agreeing with each.  

Chart 37: Pride Statements for Selby 950 

 
Base: Made me proud – 274 | Positive image – 277 

When comparing agreement with the value statements by commission (Table 35) 
there were a few differences: 

• Selby Sings and Tour de Yorkshire received the highest level of agreement 
with the statement that they ‘… made me feel proud to live in Selby District’ 
(91.3% and 82.2%, respectively), compared to 79.5% for Parade (the next 
highest scoring commission). Both Tour de Yorkshire and Selby Sings also got 
the highest proportion of respondents stating strongly agree for this 
statement at 53.2% and 47.8%, respectively. 

• Selby Sings and Tour de Yorkshire received the highest level of agreement 
with the statement that they ‘… projected a positive image of Selby as a good 
place to live’ (95.9% and 80.6%, respectively), compared to 79.7% for Parade 
(the next highest scoring commission). Selby Sings also got the highest 
proportion of respondents stating strongly agree for this statement at 54.2%. 
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Table 35: Value Statements on Impact of Selby 950 on Pride in Selby by Commission 
 Tour de Yorks 

(Base: 62) 
Selby Sings 

(Base: 23 - 24) 
Parade 

(Base: 73 - 74) 
Pilgrim 

(Base: 72) 
Selby Treasures 
(Base: 36 - 37) 

Hidden Histories 
(Base: 8) 

N % N % N % N % N % N % 
“Selby 950 made me feel proud to live in Selby District” 
Strongly agree 33 53.2% 11 47.8% 30 41.1% 30 41.7% 9 25.0% 3 37.5% 

Agree 18 29.0% 10 43.5% 28 38.4% 25 34.7% 11 30.6% 3 37.5% 

Neither agree nor disagree 6 9.7% 1 4.3% 8 11.0% 6 8.3% 8 22.2% 2 25.0% 

Disagree 2 3.2% - - 2 2.7% 3 4.2% 6 16.7% - - 

Strongly disagree 3 4.8% - - 2 2.7% - - - - - - 

Don't know or N/A - - 1 4.3% 3 4.1% 8 11.1% 2 5.6% - - 

“Selby 950 projected a positive image of Selby as a good place to live” 
Strongly agree 26 41.9% 13 54.2% 30 40.5% 30 41.7% 12 32.4% 3 37.5% 

Agree 24 38.7% 10 41.7% 29 39.2% 33 45.8% 15 40.5% 4 50.0% 

Neither agree nor disagree 7 11.3% 1 4.2% 10 13.5% 5 6.9% 5 13.5% 1 12.5% 

Disagree 1 1.6% - - 3 4.1% 4 5.6% 5 13.5% - - 

Strongly disagree 3 4.8% - - 2 2.7% - - - - - - 

Don't know or N/A 1 1.6% - - - - - - - - - - 
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When looking at whether demographics influenced the level of agreement given 
to value statements about the impact Selby 950 had on pride in the town: 

• Agreement by age group varied amongst all five year age groups in terms of 
level of agreement with the statement that the Selby 950 event they attended 
had ‘… made me feel proud to live in Selby District’ – the top three age groups 
in were 20-24 years (100%), 40-44 years (97.3%), and 30-34 years (90.9%), with 
the lowest level of agreement being from the 25-29 year age group (66.7%). 

• Agreement by age group varied amongst all five year age groups in terms of 
level of agreement with the statement that the Selby 950 event they attended 
had ‘… projected a positive image of Selby as a place to live’ – the top three 
age groups in were 70-74 years (100%), 80-84 years (100%), and 40-44 years 
(97.3%), with the lowest level of agreement being from the 75-79 year age 
group (60.0%). 

• Females were more likely than males to agree that the Selby 950 event they 
attended had made them feel proud to live in Selby District and projected a 
positive image of Selby as a place to live: 

– 80.9% of females compared to 73.0% of males agreed that the Selby 950 
event they attended had ‘… made them feel proud to live in Selby District.’ 

– 86.2% of females compared to 80.3% of males agreed that the Selby 950 
event they attended had ‘… projected a positive image of Selby as a place 
to live.’ 

Qualitative feedback given on a project-by-project basis provides examples of 
how the projects demonstrated a pride within Selby and/or amongst its 
residents, and how it had projected a positive image of the town. 

“It was wonderful to see the town being so proud.  Great atmosphere.  
Wonderful to see the children who took part.” (Audience Survey – Parade) 

“Look what you missed and Selby was on the tele for ages.” 
(Facebook comment – Parade) 

“Really enjoyed it. Very proud of Selby.” (Facebook comment – Pilgrim) 

Pride Amongst Under 16s  

School students who took part in Selby Sings and under 16s who took part in 
Parade were asked to tick the face that best represented their feelings about 
Selby having taken part in the respective project (Charts 38 and 39): 

• Over two-thirds of Selby Sings participants agreed the project had made 
them think of Selby as being a special place, whilst almost half stated they felt 
prouder to live in Selby as a result of the project. 

• All Parade participants aged under 16 who responded to the survey agreed 
the project made them think of Selby as being a special place, whilst the 
majority  felt prouder to live in Selby as a result of the project. 
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Chart 38: Pride Amongst Selby Sings Participants 

 
Base: 109 

Chart 39: Pride Amongst Parade Participants (Under 16s) 

 
Base: 7 

Pride Amongst Teachers 

This same value statements as asked in the audience survey linked to pride were  
also asked of teachers who had taken part in Selby Sings. As Chart 40 shows, all 
teachers who responded to the survey agreed that the project had project a 
positive image of Selby as a good place to live and made them feel proud to 
work in the District. 

Chart 40: Pride Amongst Selby Sings Participants 

 
Base: 3 
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Pride and Happiness Amongst Parade Participants (Adults) 

In regard to the Parade participants, as a direct result of taking part: 

• 5 of 6 stated that they felt happier; and 

• 6 of 6 were proud of their contribution to the project: 
– 4 stating very proud and  
– 2 stating mostly proud. 

4.4.2. Pride Amongst Community Partners 

Chart 41 illustrates how community partners responded to the same value 
statements. It shows high levels of agreement with both, with 80% of 
respondents opting for strongly agree or agree in response to the two value 
statements.  

Chart 41: Pride Statements for Selby 950 

 
Base: 5 

4.4.3. Pride Amongst Local Businesses 

Chart 42 illustrates how local businesses responded to the same value 
statements. It shows good levels of agreement with both value statements, with 
more than 70% of the business respondents opting for strongly agree or agree in 
response to the two value statements.  

Chart 42: Pride Statements for Selby 950 

 
Base: 32 
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4.4.4. Reputation Amongst Visitors 

In order to gauge the impact of Selby 950 on visitors’ perceptions of Selby, those 
who were not Selby residents were asked to respond to a number of other value 
statements. Chart 43 therefore illustrates how visitors to Selby aged 16 and 
above, who attended or participated in Tour de Yorkshire and Parade responded 
to these statements.  

These statements were not included within Selby Sings, as all participating 
schools were based in Selby District. They were also not used in Pilgrim, Selby 
Treasures and Hidden Histories, as the proportion of visitors to the previous 
events was not considered high enough to warrant their continued inclusion. 

The results show high levels of agreement with the value statements that ‘My 
experience of the event has enhanced my image of Selby as a visitor destination’ 
and ‘My experience of the event means that I am more likely to recommend Selby 
as a place to visit to my friends and family’ (both gaining 73.1% agreement). 
Around 1 in 3 visitors also agreed that ‘My experience of the event means that I 
am more likely to visit Selby for a short-break or holiday in the next two years.’  

Chart 43: Reputation Statements for Selby 950

 
Base: 26 

When comparing agreement with the value statements by commission (Table 
36), Tour de Yorkshire was much more likely than Parade to cause visitors to 
agree that the event had made them ‘… more likely to visit Selby for a short-break 
or holiday in the next two years’ (38.9% agreement amongst visitors to Tour de 
Yorkshire, compared to 25.0% of visitors to Parade). 
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Table 36: Reputation 
 Tour de Yorks (Base: 18) Parade (Base: 8) 

N N % % 
“My experience of the event has enhanced my image of Selby as a visitor 
destination” 
Strongly agree 5 27.8% 3 37.5% 

Agree 8 44.4% 3 37.5% 

Neither agree nor disagree 5 27.8% 2 25.0% 

“My experience of the event means that I am more likely to visit Selby for a 
short-break or holiday in the next 2 years” 
Strongly agree 1 5.6% 1 12.5% 

Agree 6 33.3% 1 12.5% 

Neither agree nor disagree 8 44.4% 2 25.0% 

Disagree 1 5.6% 1 12.5% 

Strongly disagree 1 5.6% 2 25.0% 

Don't know or N/A 1 5.6% 1 12.5% 

“My experience of the event means that I am more likely to recommend 
Selby as a place to visit to my friends and family” 
Strongly agree 1 5.6% 3 37.5% 

Agree 12 66.7% 3 37.5% 

Neither agree nor disagree 5 27.8% 1 12.5% 

Don't know or N/A - - 1 12.5% 

 
Given the base number of visitors is so small, an analysis by demographic 
breakdown has not been carried out on these value statements. 

Community Partners were also asked to rate a couple of value statements linked 
to Selby 950, in terms of their perception of how the programme had impacted 
on attracting visitors and investment to the town. The results are provided in 
Chart 44.  

They show that just over half of Community Partners who responded to these 
questions felt that Selby 950 had both brought new visitors and money to the 
town and/or district – 3 out of 5 respondents (60%). 
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Chart 44: Reputational Impact of Selby 950 – Community 
Partners 

 
Base: 5 

4.4.5. Pilgrim’s Impact on Perceptions of Selby 

Within the Pilgrim audience survey, respondents were asked, ‘To what extent 
did Pilgrim make you think differently about the landscape surrounding Selby?’. 
71.1% said it had made them think differently about the landscape surrounding 
Selby – 25.0% a lot and 46.1% a little. 

Those who stated that it had made them think differently were asked to provide 
an explanation of how. Many different answers were given, but those that came 
up frequently linked to: 

• How the generation of power is built into the landscape (n=7)  
• Reflecting more on the water surrounding Selby, including the river (n=6) 
• How the artwork brought the variety of the landscape together (n=5) 
• Reflecting on the rural surroundings of the town (n=4) 
• How the artwork made them want to explore the landscape more (n=3). 

“The importance of the river, when it's currently mainly viewed as a threat and 
not really celebrated in Selby.” (Audience Survey – Pilgrim) 

“Really highlighted the river and also the beauty of it.” 
 (Audience Survey – Pilgrim) 

“Brought together the different aspects and combined with some modern 
elements such as the wind turbines.” (Audience Survey – Pilgrim) 

“Made me appreciate the abbey more and the rural surroundings to our area.” 
(Audience Survey – Pilgrim)  

“I certainly hadn't expected water to feature so heavily, and I enjoyed the 
cooling tower references - artistic rather than the industrial view that we 

normally see.” (Audience Survey – Pilgrim) 

“I already know how beautiful it is around here and it made me want to explore 
more and take up my photography again.”  

(Audience Survey – Pilgrim)   
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“It made you realise how vast and varied the area is.”  
(Audience Survey – Pilgrim)   

“Variety and colours,  usually think of landscape around Selby as flat and 
featureless, but in reality there is lots of variety.” (Audience Survey – Pilgrim) 

“How lucky we are to live in a County where we have such variety in our natural 
surroundings.” (Audience Survey – Pilgrim) 

“Tend to only consider the Abbey as part of the town but seeing the landscapes 
projected made me think more deeply about how it's embedded in our farming 

landscape.” (Audience Survey – Pilgrim) 

“It made me want to take closer interest in the landscape surrounding me. Day 
to day, I get so busy in my working life, that I forget the beauty around me - it 

made me want to take time to see what is around me and to appreciate it 
more.” (Audience Survey – Pilgrim) 

4.5. Unexpected Social Outcomes 

4.5.1. Evoking Memories 

Hidden Histories audiences were asked if seeing the streetscapes created for the 
project had evoked any personal memories for them – 4 out of 5 respondents 
(80%) stated that it had.  

Explanations as to how linked predominantly to family: 

“Park benches made me think about memories of family and that.” 
(Audience Survey – Hidden Histories)  

“Market place. After tracing my ancestors to learn that they lived in Selby it was 
thought provoking to read about the long history of the market and imagine 

some of my ancestors treading the same path.”  
(Audience Survey – Hidden Histories) 

4.5.2. Confidence and Self esteem 

A number of the projects that involved participatory elements also appeared to 
result in increased self-confidence and self-esteem amongst some of those that 
took part. In both the Selby Sings audience survey and the participant survey for 
adults who took part in Parade, respondents were if they were the parent or 
carer of one (or more) of the children who took part in the project: 

• 75% (n=18) of those responding to the Selby Sings audience survey confirmed 
that they were; and 

• 50% (n=3) of those responding to the Parade participant survey confirmed 
that they were. 

Those who stated that they were went on to be asked ‘Have you witnessed any 
of the following changes in your child(ren) as a result of taking part?’.  
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The responses provide to this question in relation to Selby Sings are presented in 
Chart 45, and for Parade Chart 46. These charts show just over a third of Selby 
Sings respondents had seen increases in self-confidence and self-esteem 
amongst the children who took part, compared to two-thirds of Parade 
respondents. 

Chart 45: Changes in Selby Sings Participants 

 
Base: 17 

Chart 46: Changes in Parade Participants (Under 16s) 

 
Base: 3 

From feedback provided by one of the artists involved in the Parade project, it 
also appears that impacts on self-confidence were not just limited to the children 
who engaged with the project. 

“There was a family. Her kids did want to get involved and they didn’t know 
how to be in the parade, but because they’d come and done some of the prop 
making workshops they then got involved in the parade and the mother then 
got involved, but she was actually quite terrified. She had confidence issues, 

but she did end up doing it on the day and she spoke to someone afterwards… 
and she said how she couldn’t believe she did it and was really proud of 

herself.” (Artist - Parade) 

4.6. SDC Project Team Learnings and Insight 

In addition to the data presented throughout this chapter, part of the focus group 
that took place with members of the Selby 950 project team at SDC discussed 
the social outcomes that Selby 950 hoped to achieve in the short-term. 

Key findings from this discussion provide the following learnings and insight: 

• In terms of hopes and expectations for the Selby 950 programme there were a 
number that linked to the local community and society, including the desire to 
build stronger connections with and between Selby’s different communities, 
including residents, the cultural sector and businesses; to provide 
opportunities for shared celebration; and to strengthen civic pride. 
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“Bringing people together to celebrate something of momentous importance in 
the town … where the town itself felt that sort of buzzy, there’s something 
happening, shifting the environment and how the environment feels; doing 

something which created civic pride that made people feel better about the 
place that they live.” 

• There was a profound feeling amongst the SDC team that the year had been 
extremely successful in generating a sense of community, excitement and 
civic pride amongst Selby’s residents, with reference being made to Pilgrim, 
Selby Sings, Parade and the additional events and activities programmed by 
Community Partners. Parade and Selby Sings were highlighted for the way 
they had enthused Selby’s youngest residents. 

“The chatter on social media about [Pilgrim], and how proud people were, and 
the impact it was having on them and how excited they were that that was 

happening in their town, and it was them and their Abbey, the ownership of it 
on social media was just beautiful.” 

“For the community things, people did do loads of stuff. There was a 
programme that was far outside what I imagined would originally be delivered 

– in the breadth of it, but also in how people were involving, so even little 
things like the children who came down from their school to the Parade, they’d 
all hand drawn these little banners … the ancillary things that were nothing to 

do with us.” 

“The excitement of the children in Parade and Selby Sings, and the lucidity of 
the children who were interviewed … they were telling these stories of the 

town and the founding of the town, and in the first place they were historically 
accurate, and in the second place they were really excited and interested in it.” 

“We had not imagined that we would have the students from Selby High doing 
the music for Selby Sings … but the GCSE students did it ... That willingness of 
the schools and that interest from them in getting involved, and how excited 

they were by it.” 

“Some of our key partners … [One gentleman] came to Selby Sings and he was 
so proud about that event and he said, ‘If I don’t see another event at all, as 

part of 950, this has been a success’, and his face was just beaming about how 
much he’d enjoyed it.” 

• The team felt that perceptions towards Selby had changed as a result of the 
programme, both locally and beyond Selby, with Pilgrim being highlighted as 
playing a key role in this. The regional media coverage the project received 
highlighted the importance that such recognition has for a place and its 
people. 

“The narrative has changed. In the last year, the narrative about a lot of things, 
not just about culture, but the way people are interacting about the town and 

the place is very different.” 

“We had a front cover photograph on Saturday’s Yorkshire Post of Pilgrim … 
That was that perception change again … I can guarantee that not very many 

people who saw that would have associated culture and Selby.” 



	

	 124 

“Speaking to our neighbouring destinations … Visit York, in particular.  I went in 
to speak to their visitor information staff and told them all about the 950 

programme and they were really enthused and excited by it … When you spoke 
to people outside the district looking in, the sense of excitement, you could feel 
it a lot more that people were looking into the district with real interest … and a 

willingness to help us promote.” 
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5. Selby 950: Arts, Culture & Heritage  
 

5.1. Introduction to Arts, Culture & Heritage Outcomes 

Following on from the social outcomes explored in Chapter 4, this chapter will 
analyse the data collected from all respondent groups to demonstrate the extent 
to which short-term outcomes linked to arts, culture and heritage were met by 
Selby 950. The outcomes linked to arts, culture and heritage are: 

• Selby 950 successfully develops new audiences for the District’s cultural offer; 

• 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 acts as a catalyst for local education providers to support cultural 
events in the District; and 

• Selby 950 acts as a catalyst for local businesses to support cultural events in 
the District. 

5.2. Developing Audiences for the District’s Cultural Offer 

Direct participation in arts, culture and heritage for the Selby 950 programme 
took place on a project-to-project basis: 

• Tour de Yorkshire participation was predominantly from local groups and 
businesses, who got involved in a variety of ways: 

– The Knit and Natter Group, Poppy Ladies and Selby Swans Women’s 
Institute all met at the Abbey Coffee Shop twice a week, plus other 
locations around the town to knit mini cycling jerseys to decorate the 
town. 

– Local shops attended a Window Dressing Workshop and dressed their 
windows and shop fronts. 

– On the Minster FM roadshow stage there were performances by Selby High 
School students and their choir, The Theatre & Dance Academy and local 
band, The Superlicks.  

– Students from three Selby primary schools, Selby High School and Selby 
College took part in the Drax School Green Powered Cars Parade. 

– Members of Selby Cycle Club cycled part of the route and collectively 
crossed the finish line prior to the arrival of the professional cyclists. 
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• Selby Sings participation involved ten primary schools, who took part in 
history, song writing and singing workshops ahead of a performance at Selby 
Abbey; and a group of GCSE Music students from Selby High School who 
played the musical accompaniment at the performance. 

• Parade participation took place through a programme of community 
workshops with local artists and members of staff from Edgelands Arts, which 
engaged a variety of groups from across the district, including the Friendship 
Friday group, Selby Swans Women’s Institute, church groups linked to Selby 
Abbey, primary schools and members of Just Drama and The Theatre & Dance 
Academy Musical Theatre class. These workshops focused on drama, dance 
and movement, willow sculpture/puppet making and banner making. They 
were supplemented by a week’s worth of drop-in session workshops for the 
general public that also included parade making and singing. Individuals who 
took part in these workshops, plus others from community groups, including 
North Yorkshire (Selby) Fire & Rescue Service, St. Leonard’s Hospice, Selby 
Young Farmers Club, the National Union of Mineworkers and Citizens Advice 
also participated in the parade. 

• Selby Treasures participation was from those who chose to loan personal 
items and objects to the project, sharing their stories and memories, creating 
their object label and having their portrait drawn by the artist. 

• Hidden Histories participation involved the sharing of memories and stories 
with the writer for potential inclusion in the final installations. 

• Both Pilgrim and The Unknown had no formal participation elements. 

Participant numbers for each project are detailed earlier in the report (Section 
3.2.1, Chapter 3). 

5.2.1. Selby 950 as a Catalyst to Further Participation 

To assess the extent to which engagement in Selby 950 projects acted as a 
catalyst to further participation in arts and culture, value statements were 
created. These were asked of all attendees and participants, who attended or 
participated in Selby Sings, Parade, Pilgrim, Selby Treasures and Hidden 
Histories projects. Tour de Yorkshire was not included as it was primarily a 
sporting event, and therefore the question was deemed less relevant. 

Chart 47 shows the findings from all surveys with adult audiences (aged 16+) who 
attended or took part in the Selby 950 projects. It shows a high level of 
agreement with the value statement, with more than 75% of audiences agreeing 
their experience had made them more interested in attending future arts and 
cultural events.  
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Chart 47: Participation Value Statement for Selby 950 

 
Base: 21 

When comparing agreement with the value statement by project (Table 37): 

• Selby Sings received the highest level of agreement with the statement 
(91.7%), most closely followed by Hidden Histories (87.5%) and Pilgrim 
(79.2%). 

• Pilgrim received the greatest proportion of audience members stating 
strongly agree (41.7%), 6.6.% higher than Selby Treasures (35.1%) which 
received the second greatest proportion of strongly agree responses. 

When looking at whether demographics influenced the level of agreement with 
the value statement about Selby 950’s impact interest in attending arts and 
culture: 

• Agreement by age group varied amongst all five year age groups in terms of 
level of agreement with the statement – the top four age groups were 20-29 
years (100%), 75-79 years (100%), and 40-44 years (93.1%), with the lowest 
level of agreement being from the 80-84 year age group (50.0%). 

• Females were more likely than males to agree with the statement (80.4%, 
compared to 70.2%, respectively). 

• Audiences with a disability or limiting illness were more likely to agree with 
the statement than those who stated the had no disability or limiting illness 
(86.4%, compared to 76.7%, respectively). 
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Table 37: Catalyst to Further Engagement with Arts and Culture by Project 
 Tour de Yorks 

(Base: 0) 
Selby Sings 
(Base: 24) 

Parade 
(Base: 74) 

Pilgrim 
(Base: 72) 

Selby Treasures 
(Base: 37) 

Hidden Histories 
(Base: 8) 

N % N % N % N % N % N % 
“Selby 950 has made me more interested in attending arts and cultural events in Selby.”  
Strongly agree N/A N/A 7 29.2% 21 28.4% 30 41.7% 13 35.1% 2 25.0% 
Agree N/A N/A 15 62.5% 30 40.5% 27 37.5% 15 40.5% 5 62.5% 
Neither agree nor disagree N/A N/A 2 8.3% 14 18.9% 11 15.3% 4 10.8% 1 12.5% 
Disagree N/A N/A - - 6 8.1% 3 4.2% 3 8.1% - - 
Strongly disagree N/A N/A - - 2 2.7% 1 1.4% 2 5.4% - - 
Don't know or N/A N/A N/A - - 1 1.4% - - - - - - 
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Participation Impact for Under 16s 

A slightly adapted version of the value statement was asked of the school 
students who took part in Selby Sings and the under 16s who participated in 
Parade Charts 48 and 49). The results show that more than two-thirds of 
participants in both projects said ‘Yes’ they would like to take part in a similar 
project again. 

Chart 48: Participation Impact - Selby Sings Participants 

 
Base: 108 

Chart 49: Participation Impact - Parade Participants (Under 16s) 

 
Base: 7 

5.2.2. Audience Understanding of Arts, Culture & Heritage 

Selby 950 took an arts-based approach to celebrate the history of Selby Abbey 
and the wider town. As such, it hoped to expose people to new and unique 
experiences, which in turn would develop audiences for the District’s cultural 
offer.  

Pilgrim 

Of all the projects, Pilgrim was the most abstract and contemporary. Within the 
post-event audience survey, respondents were asked to reflect on the story/ 
message they felt the artwork portrayed.  

Around 2 in 3 people gave a response to this question, with a variety of answers 
given, indicating that each person had a very personal response to the piece. A 
few themes, however, were repeated more than once: 

• Drawing attention to the history of the Abbey (n=6) 
• Exploration of the classical elements – fire, water, earth and air (n=3) 
• The link between nature and the manmade environment (n=3) 
• How the river has shaped the town (n=2)  
• Reflection on climate change (n=2). 
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“We loved the Pilgrim’s expression of hope and faith for now and the future. 
We loved the art which spoke about nature, the elements and recyclable 

energy like Wind power.” (Audience Survey – Pilgrim) 

“I feel Pilgrim drew attention to the four elements and how all in the world is 
interconnected.” (Audience Survey – Pilgrim) 

“The ways that rivers shape landscape.  The endurance of it - the oak trees 
outlast us by many years.  Bit of an eco-theme too, which I really liked.  

Something about mining and our impact on the land? Loved the wind turbines 
and the sound was incredible.” (Audience Survey – Pilgrim) 

“Seasons, life cycle, elements and beauty in expected as well as unexpected 
places.” (Audience Survey – Pilgrim) 

“A journey through the landscape, a story of the Abbey, link between natural 
and man-made environment.” (Audience Survey – Pilgrim) 

“I guess it got across the idea of the continuity of community over time.  The 
Abbey has been central to the community of Selby for 950 years and the event 

presented an opportunity to reflect on what it really means to us as 
individuals.” 

(Audience Survey – Pilgrim) 

“The beauty we have around us. The hard work of the power industry. Plus, the 
sheer beauty of nature.” (Audience Survey – Pilgrim) 

There were respondents who felt the artwork did not really convey a particular 
story/message, or that they did not understand it to have one (n=8). For some 
this seemed to affect their experience in a negative way, for others it was unclear 
if it affected their enjoyment, and for one it did not seem to be a cause for 
concern. 

“None. Didn't understand it. Thought it would be a visual story of the history of 
the Abbey, not water, trees, flowers/meadows and wind turbines – what have 

they got to do with a huge Abbey and celebrating its 950 years?” 
(Audience Survey – Pilgrim) 

“I didn’t understand the story to it (sorry) thought it was fantastically put 
together though and enjoyed it.” (Audience Survey – Pilgrim) 

Selby Treasures 

Selby Treasures created a series of pop-up museums in Selby, addressing the 
fact that the town no longer has a museum and to begin start a conversation 
about a Selby museum/exhibition and the stories it might tell.   

Within the audience and participant surveys for the project, for both the pop-up 
museums and the celebratory exhibition, respondents were asked whether the 
project had changed their idea of what a museum is and can be (Chart 50). 
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Chart 50: Challenging the Idea of a Museum 

 
Base: 37 

If they responded ‘yes’ to this question they were asked to explain in what way 
their ideas had been challenged. Many responses came up from individuals with 
the most common response (n=3), being in reference to the fact that items do 
not have to be old, they can be more contemporary in nature.  

Other comments included: 

• It moved them away from the idea a museum is static; 
• It made more of the personal stories attached to objects on display; 
• It showed how museums can be more accessible and can be informal; and 
• It showed museums can appear in any type of building. 

“It made me think outside the box and realise a museum isn't necessarily a 
place, but more of an experience.” (Audience Survey – Selby Treasures) 

“Venue was original, personal comments on some exhibits, warm and friendly.” 
(Audience Survey – Selby Treasures) 

“I prefer it when there is a local connection that you can still relate to today, i.e. 
the clothing that came from a shop in Selby and there is a shop there now. It’s 

easier to imagine how it could have been. I also loved the old photos as 
relevant to the areas past. The pottery etc. was more like a normal museum 

which is not as interesting.” (Audience Survey – Selby Treasures) 

“Excellent idea. The pop-up museum is accessible to all and utilises objects that 
in many cases have remained hidden for years.  It moves away from the notion 
that museums are static and housed in one place. This project also takes into 

account the human element personal stories connected with objects.” 
(Audience Survey – Selby Treasures) 

“I have usually seen museums as quite serious places.”  
(Audience Survey – Selby Treasures) 

Selby Treasures audiences were also asked how valuable they felt museums were 
and why to further probe into their understanding of culture and heritage and the 
role that museums play in this. All felt they held at least some value, with 8 in 10 
respondents stating they were very valuable and the rest somewhat valuable 
(Chart 51).   

	  

16.2% 27.0% 54.1%

0% 20% 40% 60% 80% 100%

Yes, a lot Yes, a little No N/A or Don't know



	 132 

Chart 51: Importance of Museums to People 

 
Base: 37 

In terms of the ‘why’, a variety of responses came up from individuals with the 
most common response (n=13), being that museums provide information and 
opportunities to learn about local history. Other comments included: 

• They are a means to of providing community connection; 
• They provide context to current time and how things develop over time; 
• They attract tourists; and  
• They use the past to inform the future. 

"History is very important, especially where you or family have lived and were 
brought up.” (Audience Survey – Selby Treasures) 

“Museums provide strong community links. They stimulate and encourage 
involvement and discussion. They keep awareness of community current.” 

(Audience Survey – Selby Treasures) 

“If you don’t keep records or objects of the past there is no way we can learn 
to progress going forward.” (Audience Survey – Selby Treasures) 

“They put the achievements and failures of the present in a context and provide 
a continuity of experience and knowledge.”  

(Audience Survey – Selby Treasures) 

“They are a good way of explaining what has happened in the past and what it 
was like to live in the local area. They enrich our local culture and are good for 

attracting visitors.” (Audience Survey – Selby Treasures) 

“People like to understand the changes of use of land and buildings in the area. 
We need to explain how things used to be and what caused the changes to 
make the community how it is today.” (Audience Survey – Selby Treasures) 

Hidden Histories 

Hidden Histories created a series of installations in locations across Selby Town, 
which shared local people’s memories alongside lesser-known historical facts 
about the area. Selected histories and memories were displayed with vinyl 
lettering on existing aspects of the streetscape, e.g. pavement, benches, doors, 
and walls.     
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Audiences were asked how they felt presenting local history in this way 
compared to more traditional methods, such as exhibitions: 

• 3 out of 5 respondents stated that it was better 
• Reasons given as to why linked to surprise and accessibility. 

“Liked coming across them as didn't know about them so was a surprise and 
stopped to read them with my wife. Made us think about Selby and be proud 

about its history which isn't something I'd normally think about and had a good 
chat about memories with my wife and family.” 

(Audience Survey – Hidden Histories) 

“More accessible to all ages.” (Audience Survey – Hidden Histories) 

5.2.3. Selby 950 as a Catalyst to Visit Selby Abbey 

Audiences aged 16 and above, who attended or participated in Tour de 
Yorkshire, Parade, Pilgrim, Selby Treasures Pop Up events and community 
workshops, and Hidden Histories were asked whether their engagement with the 
event had inspired them to visit Selby Abbey (Chart 52). Selby Sings and Selby 
Treasures Celebratory Exhibition audience surveys did not include this question 
as they were both hosted by Selby Abbey and would therefore have required a 
visit to the space. 

The chart shows that just under half of audience members stated that the event 
they engaged with had been a catalyst to them visiting the Abbey. 

Chart 52: Selby 950 as an Inspiration to Visit Selby Abbey 

 
Base: 261 

When comparing responses by commission (Table 38), Selby Treasures Pop Up 
Museums and community workshops inspired the highest proportion of audience 
members to visit Selby Abbey, which may have been due to the celebratory 
exhibition linked to the project being hosted there early the following year; most 
closely followed by Hidden Histories and then Parade. 

In relation to the above, Selby Abbey also provided data on visits to the Abbey 
during the period of the exhibition run from its own ‘Selby Abbey Experience 
Survey’. This showed that: 

• Of the 45 surveys completed, 11 stated their reason to visit the Abbey was 
Selby Treasures (24%); and  

• Of these 11, 2 (18%) were first-time visitors to the Abbey. 
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Table 38: Selby 950 as a Catalyst to Visit Selby Abbey 
 Tour de Yorks 

(Base: 85) 
Selby Sings 

(Base: 0) 
Parade 

(Base: 90) 
Pilgrim 

(Base: 72) 
Selby Treasures 

(Base: 6) 
Hidden Histories 

(Base: 8) 
N % N % N % N % N % N % 

Yes 16 18.82% n/a n/a 54 60.00% 39 54.17% 4 66.67% 5 62.50% 
No 69 81.18% n/a n/a 36 40.00% 33 45.83% 2 33.33% 3 37.50% 

 
Table 39: Visits to Selby in Previous 12 Months by Project 
 Tour de Yorks 

(Base: 85) 
Selby Sings 

(Base: 0) 
Parade 

(Base: 90) 
Pilgrim 

(Base: 72) 
Selby Treasures 

(Base: 6) 
Hidden Histories 

(Base: 8) 
N % N % N % N % N % N % 

Yes, in the last 12 months 56 65.9% 16 61.5% 75 83.3% 56 77.8% 30 83.3% 6 75.0% 
Yes, between one and 
two years ago 7 8.2% 2 7.7% 7 7.8% 7 9.7% 2 5.6% - - 

Yes, between two and 
three years ago 2 2.4% 1 3.8% 5 5.6% 6 8.3% - - - - 

Yes, between three and 
five years ago 3 3.5% 1 3.8% - - - - - - - - 

Yes, but more than five 
years ago 4 4.7% 3 11.5% - - 1 1.4% 3 8.3% 2 25.0% 

No, I have never visited 
Selby Abbey 13 15.3% 3 11.5% 3 3.3% 2 2.8% 1 2.8% - - 
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When looking at whether demographics influenced audience members to be 
inspired to visit Selby Abbey as a result of their engagement with Selby 950: 

• Agreement by age group varied amongst all five-year age groups, however, 
the top three groups who stated ‘Yes’ in response to the question were 20-24 
years (66.7%), 80-84 years (66.7%) and 65-69 years (64.3%). In general, those 
aged over 65 years were more likely to state ‘Yes’. 

• Females were more likely than males to say ‘Yes’ in response to the question 
(48.5%, compared to 38.0%, respectively). 

• Audiences with a disability or limiting illness were more likely to say ‘Yes’ in 
response to the question than those who stated the had no disability or 
limiting illness (50.0%%, compared to 44,4%, respectively). 

5.2.4. Visits to Selby Abbey in Previous 12 Months 

Audiences aged 16 and above, who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures, and Hidden Histories 
were asked if they had visited Selby Abbey in the previous 12 months (Chart 53).  

The chart shows that 3 in 4 respondents had visited Selby Abbey in the previous 
12 months (not including their attendance that day, if applicable). 6.9% stated that 
they had never visited Selby Abbey. 

Chart 53: Selby 950 as an Inspiration to Visit Selby Abbey 

 
Base: 317 

When comparing responses by commission (Table 39), those attending or 
participating in Parade, Selby Treasures, Pilgrim and Hidden Histories were most 
likely to have visited Selby Abbey in the previous 12 months: 

• Parade (83.3%) 
• Selby Treasures (83.3%) 
• Pilgrim (77.8%) 
• Hidden Histories (75%). 
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Those attending or participating in Tour de Yorkshire and Selby Sings were most 
likely to have never visited Selby Abbey: 

• Tour de Yorkshire (15.3%) 
• Selby Sings (11.5%). 

When looking at whether demographics influenced if audience members had 
previously visited Selby Abbey: 

• Agreement by age group varied amongst all five-year age groups, however, 
the top three groups who stated ‘Yes, I have visited Selby Abbey on the past 
12 months’ were 20-29 years (100%), 65-69 years (87.0%%) and 75-79 years 
(85.7%). Those aged 50-54 years were least likely to have visited the Abbey in 
the past 12 months (63.3%). The age groups most likely to have never visited 
Selby Abbey were 70-74 years (17.6%), 50-54 years (16.7%), 75-79 years (14.3%) 
and 45-49 years (13.5%). 

• Females were more likely than males to have visited Selby Abbey in the past 
12 months (78%, compared to 71%, respectively), and less likely to have never 
visited (5.9%, compared to 10.5%, respectively). 

• Audiences with a disability or limiting illness were more likely to have visited 
Selby Abbey in the past 12 months than those who stated the had no disability 
or limiting illness (87.1%, compared to 75.3%, respectively), and less likely to 
have never visited (3.2%, compared to 7.8%, respectively). 

Teachers linked to the Selby Sings project were also asked whether their school 
had previously visited Selby Abbey: 

• 1 answered, ‘Yes, in the last 12 months’; 
• 1 answered, ‘Yes, between three and five years ago’; and 
• 1 answered, ‘No, the school had never visited Selby Abbey’. 

For the one school who had visited in the last 12 months, they had visited the 
Abbey on 2 occasions. 

5.2.5. Average Number of Visits to Selby Abbey in Previous 12 Months 

Where audience members had visited Selby Abbey in the previous 12 months, 
they were asked how many times they had visited.   

Chart 54 illustrates that across the whole Selby 950 programme, visits to Selby 
Abbey in a 12-month period averaged 13.3 visits. By far the largest average 
number of visits was linked to audience members attending Parade (27.7), whilst 
the smallest average number of visits was for Selby Sings (4.0) and Tour de 
Yorkshire (4.4). It should be noted that the average number of visits linked to 
Parade is high due to five respondents having visited Selby Abbey more than 100 
times in the previous 12 months (in three cases more than 300 times). It is 
assumed these people are likely to work or volunteer at the Abbey. If these 
outliers are removed then the average number of visits for Parade respondents 
drops to 7.7, and the average number of overall visits to the Abbey across all 
projects drops to 6.5 
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Chart 54: No. of Visits to Selby Abbey in Previous 12 Months 

 
Base: 233 

When looking at whether demographics influenced the average number of visits 
to Selby Abbey in the previous 12 months: 

• Average visits varied by age groups, with the highest frequency of visits being 
amongst those aged 30-34 years (29.1), 80-84 years (28.8), 40-44 years (26.7) 
and 20-24 years (18.7). The lowest frequency of visits was amongst those aged 
50-54 years (4.2), 55-59 years (4.8) and 35-39 (4.2). 

• Females had a higher visit frequency to Selby Abbey than males (13.7 
compared to 8.3, respectively, respectively). 

• Audiences with no disability or limiting illness had a higher visit frequency than 
those who had a disability or limiting illness (13.2, compared to 4.7, 
respectively). 

5.2.6. Artistic Skills and Knowledge Gained Through Participation 

In addition to encouraging participation in the District’s cultural offer and building 
people’s understanding of arts and culture, Selby 950’s projects also provided 
opportunities for participants to gain skills and knowledge linked to arts, culture 
and heritage.  

Selby Sings (Attendees at Selby Sings Concert) 

For Selby Sings, audience members were asked if they were the parent or carer 
of one (or more) of the children who performed in the concert. 75% confirmed 
that they were and went on to be asked ‘Have you witnessed any of the 
following changes in your child(ren) as a result of taking part in the Selby Sings 
project?’.  

13.3

4.4 4.0

27.7

8.6
6.8

13.7

0

5

10

15

20

25

30

Se
lb

y 
95

0 
O

ve
ra

ll

To
ur

 d
e 

Yo
rk

sh
ire

Se
lb

y 
Si

ng
s

Pa
ra

de

Pi
lg

rim

Se
lb

y 
Tr

ea
su

re
s

H
id

de
n 

H
is

to
rie

s



	 138 

The responses provide to this question are presented in Chart 55 and show that 
the project had sparked a good level of interest in the history of Selby Abbey, as 
well as having other positive impacts. 

Chart 55: Changes in Selby Sings Participants 

 
Base: 17 

In response to the question, ‘What other changes, if any, have you seen in your 
child(ren) that you feel Selby Sings is responsible for?’, one parent shared: 

“My child just celebrated his 8th birthday - on 4th July - the day of Selby Sings! 
He originally wanted a bike for his birthday but changed his mind to a drum kit, 

which he is now the proud owner of.” 

Selby Sings (Participants) 

School students who took part in Selby Sings were asked to tick the face that 
best represented their feelings about a series of statements linked to 
participation in arts and culture. As Chart 56 shows, more than half of participants 
felt both more confident and better at performing in front of other people; and 
writing and composing songs. 

Chart 56: Changes in Selby Sings Participants 

 
Base: 108-109 
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They were also asked what they most enjoyed about taking part in Selby Sings. 
Aspects singled out by a number of students that link to skills and knowledge 
gained linked to arts, culture and heritage were: 

• Singing (n=26) 
• Performing, including in front of other people, specifically parents (n=24) 
• Song writing (n=19) 
• Meeting and performing with other schools (n=14) 
• Their own classes song (n=10) 
• Specific songs (n=8) 
• Learning the other schools’ songs (n=7) 
• Taking part in general (n=6). 

“That you got to write your own song and meet other people from schools.” 
(Participant Survey – Selby Sings) 

“I liked that we got to create our own songs and perform them in front of 
mums, dads, grandmas and granddads.” (Participant Survey – Selby Sings) 

“The best part of my day was performing our song because we worked so hard 
and to make a song is very hard.” (Participant Survey – Selby Sings) 

“Singing in front of lots of people and singing to my soul and having lots of 
fun.” (Participant Survey – Selby Sings) 

“I liked creating the three swans and learning the other songs in the Selby Sings 
performance.” (Participant Survey – Selby Sings) 

“I liked that I could sing in front of an audience and my parents because I 
haven't sung in front of an audience I don't know before.”  

(Participant Survey – Selby Sings) 

“I liked the bit where we got to sing our song because when we sung it we 
were the loudest school out of all of them.”  

(Participant Survey – Selby Sings) 

“My favourite thing about the Selby Sings project was doing the performance in 
front of people.” (Participant Survey – Selby Sings) 

“I enjoyed learning the songs most because it was fun learning other people's 
creativity through song.” (Participant Survey – Selby Sings) 

Students were also asked what they did not like about the Selby Sings project. 
The majority of students stated that there was nothing they did not like about the 
project, as they had enjoyed everything. Where examples were provided, there 
were three principal issues that students had: 

• Having to stand for too long a time on concert day (n=30) 
• The behaviour of one (or more) of the other schools (n=11) 
• The stage being too crowded and hot (n=4). 
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“I didn't like that we had to stand up for the whole performance because it hurt 
my legs.” (Participant Survey – Selby Sings) 

“Some other schools being a tad bit mean to our school.”  
(Participant Survey – Selby Sings) 

“Standing and being with loud schools.” (Participant Survey – Selby Sings) 

“It was too crowded.” (Participant Survey – Selby Sings) 

Selby Sings (Teachers) 

When asked what skills they felt their students had gained from taking part in 
Selby Sings, all teachers stated students had gained skills in music and creativity, 
with two of three teachers saying they also gained performance skills and 
knowledge of Selby Abbey’s history (Chart 57). 

Chart 57: Artistic Skills Gained by Selby Sings Participants 

 
Base: 3 

They were also asked if they had witnessed any of a number of potential changes 
in the students as a result of taking part in the project. Again, all or the majority of 
teachers stated that they had seen an increased interest in music, performing and 
history. 

Chart 58: Changes in Selby Sings Participants 

 
Base: 3 
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For one teacher, when asked, “Reflecting on your pupils’ overall experience 
of Selby Sings and any feedback they have given you, what was/were the most 
valuable thing(s) that they gained from taking part?’, their answer was: 

“Performing in the Abbey and writing their own song” 
(Teacher Survey – Selby Sings) 

Parade (Participants) 

In relation to Parade, when asked what skills they felt they had gained from 
taking part, participants selected skills in drama, performance, crafts and making 
(Chart 59). No-one selected dance, but this may be due to the small response 
rate and none of the individuals responding having been involved in the dance 
and movement element of the project, which is supported by four of the six 
respondents selecting N/A. 

Chart 59: Artistic Skills Gained by Parade Participants 

 
Base: 6 

Respondents were then asked to state if their confidence in these artistic skills 
had been affected by taking part in the project. Chart 60 shows their responses 
and indicates that the biggest changes in confidence had happened in relation to 
performance and drama. The results also suggest that only one or two 
respondents were involved in the singing or dance elements linked to Parade.  
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Chart 60: Artistic Confidence Gained by Parade Participants 

 
Base: 6 

Under 16s who took part in Parade were asked to tick the face that best 
represented their feelings about a series of statements linked to participation in 
arts and culture. Chart 61 shows the responses provided. 

The findings in the chart indicate that approximately half of participants felt both 
more confident and better at preforming and making things because of taking 
part in the project. 

Chart 61: Changes in Parade Participants (Under 16s) 

 
Base: 7 
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Under 16s who took part in Parade were also asked what they most enjoyed 
about taking part in the project – from the workshops through to the final parade. 
The most common answer linked to taking part in something that was 
special/unique. Other answers linked to artistic skills were: 

• Performing (n=2) 
• The making aspects (n=1).  

“I liked trying something new and trying to act while people were watching.” 
(Participant Survey, Under 16s – Parade) 

“Making the boats.” (Participant Survey, Under 16s – Parade) 

5.3. Increased Understanding of Selby’s Heritage and its Value 

Chart 62 illustrates how audiences aged 16 and above, who attended or 
participated in Selby Sings, Parade, Selby Treasures and Hidden Histories 
responded when asked how much they had learnt about the history and heritage 
of Selby (on a scale of 0-10, where 0 was ‘Nothing at all’ and 10 was ‘A lot’ 
through the event.  

The Tour de Yorkshire audience survey did not ask this question, as no heritage-
based activity was offered as part of the event beyond Selby Abbey being a 
backdrop to the finish line. It was also not included in the Pilgrim audience survey 
as no historical interpretation or narrative was provided linked to the event. 

For all other events it appears that Selby 950 had an impact on individuals 
acquiring knowledge and understanding about the history and heritage of Selby 
Abbey and the town through attendance and participation: 

• Overall, a score of 6.2 out of 10 was awarded to Selby 950 as a programme; 

• Selby Sings and Selby Treasures were both awarded scores above the 
average (7.3 out of 10 and 6.5 out of 10, respectively. 

Chart 62: Learning About History & Heritage of Selby 

 
Base: 147 
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When looking at whether demographics influenced extent to which audience 
members acquired knowledge and understanding of Selby’s history and heritage: 

• The youngest age groups of 20-24 years and 25-29 years had acquired the 
most knowledge and understanding (scoring 8.7 out of 10 and 8 out of 10, 
respectively), whilst those aged 75-79 years and 80-84 years had acquired the 
least knowledge and understanding (both scoring 4.0 out of 10). 

• Audiences with a disability or limiting illness were more likely to have acquired 
knowledge and understanding than those who stated the had no disability or 
limiting illness (scoring 7.7 out of 10 and 6.2 out of 10, respectively). 

Within the audience surveys for each event, audience members provided 
examples of the types of things that they had learnt: 

Selby Sings (Attendees at Selby Sings Concert) 

• General history linked to Selby Abbey (n=5) 
• The Abbey’s connection to America (n=3) 
• The story of St Germain’s Finger (n=3) 
• General appreciation of the building itself (n=3) 
• Names of windows and items within the Abbey (n=2). 

“How many of the windows and items in the Abbey have individual names and 
historical stories.” (Audience Survey – Selby Sings) 

“Didn't realise how old it was and in lovely condition.”  
(Audience Survey – Selby Sings) 

“That there was another place of worship built by the monks prior to the 
Abbey.” (Audience Survey – Selby Sings) 

“St. Germain's Finger travelled in Benedict's arm! My little boy loved the whole 
concert and sang the songs at home at every opportunity!” 

(Audience Survey – Selby Sings) 

Selby Sings (Participants) 

School students who took part in the Selby Sings project were asked to tick the 
face that best represented their feelings about a statement linked to learning, 
where a smiley face was ‘Yes’, a neutral face was ‘Don’t know/Not sure’ and a 
sad face was ‘No’. Chart 63 shows the responses provided by students who 
completed the survey. 
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Chart 63: Selby Abbey History Learnt (School Students) 

 
Base: 109 

School students were also asked what the most interesting thing was that they 
learnt about Selby Abbey as a result of taking part in Selby Sings. There were four 
main subjects mentioned by students from across all the schools that provided 
responses to the survey: 

• The story of St Germain’s finger being carried in Benedict’s arm (n=23) 
• The story of the Selby Imp (n=16) 
• The Jesse Window (n=12)  
• The fire of Selby Abbey (n=12). 

“I think that the most interesting thing I learned was that Benedict stored Saint 
Germain's finger in his arm.” (Participant Survey – Selby Sings) 

“Selby Imp because it was interesting because it was about the guards and the 
knight in Selby and the afternoon.” (Participant Survey – Selby Sings) 

“I didn't know that the Jesse Window had Jesus's family tree on it.” 
(Participant Survey – Selby Sings) 

“The most interesting part was learning how many interesting things Selby 
Abbey has.” (Participant Survey – Selby Sings) 

“That Selby Abbey burned down in 1906.” (Participant Survey – Selby Sings) 

“I never knew that the windows (Jesse Window and Washington Window) are 
known in the USA.” (Participant Survey – Selby Sings) 

Selby Sings (Teachers)  

When teachers were asked how much they had learnt about the history and 
heritage of Selby through taking part in Selby Sings (on a scale of 0-10), the three 
respondents came back with an average score of 6 out of 10. When asked what 
the most interesting thing they had learnt was: 

• About the founding of the Abbey; and 
• Details of how the location was chosen. 

“The history about its location - 3 swans identifying the location for the Abbey 
to be built upon.” (Teacher Survey – Selby Sings) 

“How Benedict founded Selby Abbey.” (Teacher Survey – Selby Sings) 
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Parade (Under 16 Participants) 

As with the Selby Sings participants, under 16s who took part in the Parade 
project were asked to tick the face that best represented their feelings about a 
statement linked to learning. Chart 64 shows the responses provided by students 
who completed the survey. 

Chart 64: Selby Abbey History Learnt (School Students) 

 
Base: 7 

Parade (Adult Participants) 

Adult participant responses to the question about how much they had learnt 
about the history and heritage of Selby (on a scale of 0-10), are included within 
the result in Chart 62. 

Parade (All Participants) 

All participants, adult and under 16s were also asked what the most interesting 
thing was that they learnt about Selby Abbey as a result of taking part in Parade. 
There were five main subjects mentioned in response: 

• The story of St Germain’s Finger – a stolen relic (n=23) 
• The journey of Benedict to Selby (n=7) 
• The vision and significance of the swans to Selby (n=2) 
• The fire and flood that affected the Abbey (n=2) 
• Founding of the Abbey (n=2). 

“Saint Germain's finger and how they went to the wrong town.” 
(Participant Survey – Selby Sings) 

“The story of the journey that Benedict took from France to England.” 
(Participant Survey – Selby Sings) 

“Why Selby has a connection with swans.” 
(Participant Survey – Parade) 

“That they used two different ships - English and French.” 
(Participant Survey, Under 16s – Parade)  

“The history behind the abbey. I dressed up as a Monk and got to know more 
about St Germain and Benedict.” (Participant Survey, Under 16s – Parade) 

	  

5 2

0% 20% 40% 60% 80% 100%

I learnt about the history of Selby Abbey
through!the workshops and / or parade

Yes No Don't know



	 147 

One of the artists involved in the Parade workshops also provided feedback on 
the learning that took place with the children involved in the project: 

“Our old dance school used to be in the shipyard where the ships were built. 
So, talking to [the children] about that and teaching them what it used to be 
before it was the dance school, it’s meant something to them, and it’s made 
sense to them cognitively about dates and when these things happened.”  

(Artist – Parade) 

“A lot of the children we spoke to, they all knew the gist of the story and some 
of them had little extra facts.” (Artist – Parade) 

Selby Treasures 

• Selby printed its own bank notes (n=3) 
• Different industries of Selby, e.g. shipbuilding, mustard production (n=2) 
• Roman finds nearby (n=2) 
• The history of the Cochrane family (n=2) 
• The fire at Selby Abbey (n=1) 
• The Queen’s visit to Selby (n=1). 

“I knew very little about mustard production in Selby.”  
(Audience Survey – Selby Treasures) 

“Selby Bank issued its own banknotes.” (Audience Survey – Selby Treasures) 

“The Roman finds at Turnhead Bridge.” (Audience Survey – Selby Treasures) 

“The history of Cochranes shipbuilding was well explained.”  
(Audience Survey – Selby Treasures) 

“That [Selby] had a high-quality clothing outlet with its own label and also the 
bank note.” (Audience Survey – Selby Treasures) 

Hidden Histories 

• History linked to the Market Place 
• Personal memories shared on park benches 
• History linked to the train station. 

“Liked the stuff about the market, all the facts and liked the memories on park 
benches as it took me back.” (Audience Survey – Hidden Histories) 

“How people used to use the park.” (Audience Survey – Hidden Histories) 

5.3.1. Selby 950 as a Catalyst to Further Heritage Based Learning 

Audiences aged 16 and above, who attended or participated in Pilgrim, Selby 
Treasures and Hidden Histories were also asked if their attendance at the event 
had triggered them to do any follow-up activity, or if they planned to do so 
(Chart 65). The chart clearly shows that attendance and participation had been a 
catalyst to further activity for some audience members. 
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It should be noted that the options offered across commissions varied, to align 
with the nature of the project. However, overall the top three heritage-based 
follow-up activities were: 

• Talk to others about the history of Selby (n=48) 
• Go to more events at Selby Abbey (n=44) 
• Go to more heritage events in Selby (n=35). 

Chart 65: Participation Value Statement for Selby 950 

 

5.3.2. Heritage Value of Selby Abbey 

Audiences aged 16 and above, who attended or participated in Tour de 
Yorkshire, Selby Sings, Parade, Pilgrim, Selby Treasures, and Hidden Histories 
were asked to rate different elements of the Heritage Value of Selby Abbey on a 
scale of 0-10, where 0 was ‘Extremely Low’ and 10 ‘Extremely High’.  

The five elements that make up Heritage Value are shown in Chart 66 and their 
definitions are provided below:  

• Historical value: its historical importance and the need to preserve it for the 
future; 

• Symbolic value: its meaning to Selby and residents' identity; 

• Spiritual value: its role as a place of worship; 

• Aesthetic value: its beauty and being a source of inspiration 

• Social value: its ability to host events that connect people and generate pride 
in the area. 
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The chart illustrates that audiences perceive Selby Abbey to have an extremely 
high heritage value, with all but one element scoring more than 9 out of 10. 
Interestingly, given it is a religious building, the spiritual value of the Abbey is the 
lowest scoring element of heritage value. 

Chart 66: Perceived Heritage Value of Selby Abbey 

 
Base: Historical value – 307 | Symbolic Value – 303 | Spiritual Value – 291 |  
Aesthetic Value – 304 | Social Value – 303. 

When comparing responses by commission (Table 40), there is very little 
difference in the scores awarded to each element of heritage value. The most 
significant differences are in the lower scores awarded by Tour de Yorkshire 
audience members to Symbolic Value, Spiritual Value and Social Value, compared 
to other commissions: 

• Symbolic Value: Tour de Yorkshire gave this the lowest average score at 9.1, 
compared to a highest score of 9.8 from Hidden Histories audiences. 

• Spiritual Value: Tour de Yorkshire gave this the lowest average score at 7.9, 
compared to a highest score of 8.9 from Hidden Histories audiences. 

• Social Value: Tour de Yorkshire gave this the lowest average score at 8.6, 
compared to a highest score of 9.8 from Selby Sings audiences.  
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Table 40: Heritage Value Awarded to Selby Abbey by Project 
 Tour de 

Yorkshire 
Selby 
Sings Parade Pilgrim Selby 

Treasures 
Hidden 

Histories 
Historic 
Value 

9.5 9.7 9.7 9.8 9.8 9.8 

Symbolic 
Value 

9.1 9.6 9.3 9.5 9.6 9.8 

Spiritual 
Value 

7.9 8.5 8.3 8.6 8.6 8.9 

Aesthetic 
Value 

9.3 9.4 9.4 9.7 9.6 9.6 

Social 
Value 8.6 9.8 9.3 9.3 9.2 9.6 

 
When looking at whether demographics influenced the heritage value scores 
awarded there are a few differences of note: 

• Audiences aged 75-79 years gave the lowest scores, on average, to all five 
elements of heritage value: 7.9 to historic value, 8.4 to symbolic value, 7 to 
spiritual value, 8.2 to aesthetic value and 8 to social value. 

• Audiences aged 20-24 years gave the highest scores, on average, to historic 
value (10) and aesthetic value (10). 

• Audiences aged 80-84 years gave the highest scores, on average, to spiritual 
value (9.7) and social value (9.8). 

• Audiences aged 70-74 years gave the highest scores, on average, to symbolic 
value (9.7). 

• Females gave higher scores than males for spiritual value (8.6 compared to 
7.9, respectively) and social value (9.4 compared to 8.8, respectively). 

Within the audience survey for Selby Sings, audience members were asked 
whether the event had changed their thoughts and feelings towards Selby 
Abbey. Several respondents spoke of how it had created an impact in this way, 
principally: 

• Making them more aware of the Abbey’s historical significance; and 

• Inspiring them to revisit the Abbey to look around properly/attend other 
events.   

“I will definitely return for a further visit and have a look around.” 
(Audience Survey – Selby Sings) 

“It has made me view it in a more positive light and made me appreciate its 
historical significance.” (Audience Survey – Selby Sings) 

“I’ve always been in awe of the Abbey, but it definitely made me feel proud to 
live in Selby having this amazing historical landmark on my doorstep.” 

(Audience Survey – Selby Sings) 
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This was also echoed in the audience and participant surveys for Parade, where 
respondents spoke of how the event had: 

• Not changed their thoughts and feelings, as they were already positive about 
it; 

• Positioned the Abbey as a more central part of the town to them; 

• Enhanced their pride in and love for the Abbey; 

• Made them more aware of the depth of history linked to the building; and 

• Made them interested to re-visit and attend other events at the Abbey. 

"Always thought it was a magnificent building and Selby is so lucky it still exists 
when all the surrounding Abbey buildings have gone!” 

(Audience Survey – Parade) 

"Having lived in the Selby area for over 50 years I have been very proud of the 
Abbey and its standing in Selby. The parade enhanced this.”  

(Audience Survey – Parade) 

“Makes me love the building and its meaning more.”  
(Audience Survey – Parade) 

“It has made me more aware of its history and I would like to find out more.” 
(Audience Survey – Parade) 

“It’s become a more positive focal point in the community.”  
(Audience Survey – Parade) 

“Prouder to have such a building in my town.” (Audience Survey – Parade) 

In the general comments made about Pilgrim, one audience member also shared 
their reflections on Abbey. 

“The Abbey is a special and treasured part of the community, it represents a 
spiritual heritage and speaks out about the Christian faith in the community 

which dates back many hundreds of years.” (Audience Survey – Pilgrim) 

Participants (Under 16s) 

For both Selby Sings and Parade, the under 16s who took part in these projects 
were also asked to whether their involvement in the project had impacted on 
their feelings towards Selby Abbey. Charts 67 and 68 show the responses 
provided from each project. 
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Chart 67: Importance of Selby Abbey (Selby Sings Participants) 

 
Base: 109 

Chart 68: Importance of Selby Abbey (Parade Participants) 

 
Base: 7 

The charts show that the majority of children involved across the two projects 
did feel that through taking part in their respective project it had made them feel 
that Selby Abbey was an important part of Selby’s history. Many had also been 
inspired to want to find out more about the history of the Abbey. 

Interestingly, when asked what they most liked about living in Selby District 
within seven students who took part in Selby Sings referenced Selby Abbey and 
a few others mentioned specific aspects about the Abbey that they had seen or 
learnt through the project; , whilst three of five Parade participants aged under 16 
years also said Selby Abbey.  

“That the people are nice and you can go see Selby Abbey.”  
(Participant Survey – Selby Sings) 

“That Selby Abbey is very close, and you can go and visit it when you want.” 
(Participant Survey – Selby Sings) 

“I liked that there was special things in Selby Abbey.” 
(Participant Survey – Selby Sings) 

“Bosses on the roof [of Selby Abbey].” 
(Participant Survey – Selby Sings) 
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Teachers 

The teachers who took part in Selby Sings were also asked to rate the heritage 
value of Selby Abbey, as in the audience and participant surveys for each project. 
As with the overall audience for Selby 950 they awarded very high scores for 
each element linked to heritage value – in fact their average scores were higher 
across the board (though base on a very small sample of people). 

Chart 69: Perceived Heritage Value of Selby Abbey 

 
Base: 3 

5.4. Partnership Between Selby District Council & Cultural Sector 

The Community Partner Survey distributed to all those who programmed an 
event or activity linked to Selby 950 provides insight into what cultural sector 
partners within Selby hoped to achieve from taking part in the programme and 
the impact they ultimately felt their involvement had on their organisation. 

5.4.1. Measures of Success 

Respondents were asked what their key measures of success were for Selby 950 
activities and events that they programmed. Chart 70 details their answers and 
shows that audience satisfaction and enjoyment, new audiences community 
cohesion and partnerships were the four principal key measures of success. 

Their answers were then carried through to the next question, where they were 
asked how successful they felt their involvement in the year had been in terms of 
delivering against these key measures of success (Chart 71).  

Overall, all key measures of success had been met at least somewhat successfully 
by partners’ involvement in the year, with several being met very successfully or 
successfully. 
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Chart 70: Measures of Success for Selby 950 Involvement 

 
Base: 5 

Chart 71: Selby 950 Success in Meeting Key Measures  
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5.4.2. Impact of Selby 950 on Organisation 

Community Partners were then asked to what extent they felt their involvement in 
Selby 950 had impacted on the type of events and activities they or their 
organisation delivered in 2019. Chart 72 shows that there was nearly 100% 
agreement that Selby 950 had allowed them to: 

• Be more innovative 
• Try something new, which they otherwise would not have done; and  
• Made them more ambitious with the events and activities delivered. 

Chart 72: Impact of Selby 950 on Events/Activities Delivered 

 
Base: 5 

In a similar vein, they were asked to what extent their involvement in Selby 950 
had impacted on the resources their organisation was able to access in 2019. 
Overall, the impact here was less. Providing access to venues and heritage were 
the two ways cited. 

Chart 73: Impact of Selby 950 on Resources 
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They were also asked to what extent they felt their involvement in Selby 950 had 
impacted on their organisation’s ability to make new connections.  

Answers provided (Chart 74) suggest that Selby 950 had the most impact on 
organisations being able to develop new partnerships and networks. There was 
also a good level of agreement that it had provided press and media coverage 
for their organisation that it would otherwise not have attracted. 

Chart 74: Impact of Selby 950 on Connections 

 
Base: 5 

It also appears that involvement in Selby 950 had positively impacted upon 
Community Partners’ profile, understanding of their potential audiences and 
current audiences, and their confidence to develop cultural events and activities. 

Chart 75: Other Impacts of Selby 950 

 
Base: 5 
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Chart 76: Selby 950’s Impact on Skills and Knowledge 

 
Base: 5 

When asked what skills/knowledge they felt they/their organisation had 
developed as a result of taking part in Selby 950, the following answers were 
provided: 

• A greater understanding of local heritage, including that linked to Selby  
• Understanding better what it means to be part of the Selby community 
• First-hand experience of delivering high-quality arts and heritage initiatives. 

Other comments shared by community partners were: 

“Selby 950 has been a fantastic thing for Selby. It has increased the sense of 
belonging to the town. The Illuminations event and the Parade were superb 

focus events for the town and people really enjoyed and benefitted from them. 
It has improved our links with the town and community, and we are keen to 

pursue them further.” (Community Partner Survey) 

“A great opportunity to build new relationships across the district and get 
involved in events which we wouldn't have otherwise.” 

(Community Partner Survey) 

5.4.3. Partnership with Selby District Council 

The most beneficial parts of working with SDC on Selby 950 activity were cited 
by Community Partners as being: 

• Positive working relationship with staff; 
• Building/strengthening of their partnership; 
• Enabling SDC to better understand their organisation; 
• Sharing of information; and 
• Building a greater understanding of Selby’s communities. 
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The greatest challenges of working with SDC on Selby 950 were cited as: 

• Capacity; 
• Time; 
• Budget; 
• Marketing and communications; and 
• Lack of engagement from other local businesses. 

“More early organisation needed in future to present a better quality service.” 
(Community Partner Survey) 

“Working in partnership can bring great results.” 
(Community Partner Survey) 

5.4.4. Artists, Creatives & Heritage Professionals 

In terms of the artists, creatives and heritage professionals with which the SDC 
team worked, insights were provided through the depth interviews undertaken 
with these individuals that link to the capacity building of the sector in Selby.  

To understand what attracts professionals to want to work in a place, they were 
asked to share their motivations for choosing to take part in the projects they 
were involved in. Common answers that came up across the interviews were: 

• The chance to be involved in a project close to where they live 
• The chance to raise awareness of their work 
• Working with the community and their tangible and intangible assets 
• The opportunity to collaborate with other sector professionals 
• A chance to build on previous projects. 

“I just wanted to be involved in a project in my area to let people know that I’m 
here.” (Parade) 

“The idea of exploring memory and history and feeding that back into the 
community felt like something that would be really interesting and valuable to 

do.” (Hidden Histories) 

“Working with an artist was a huge draw when I saw the opportunity … It was 
the getting involved with the community and the objects, and having the 
opportunity to work with an artist, because I just think that is absolutely 

fascinating.” (Selby Treasures) 

“The thing that was interesting to us was the idea that was there already, that 
you’d put together an artist’s practice and a people historian, and so it was 

fairly obvious from that, that the folks who were doing the thinking behind the 
whole Selby 950 were thinking in a way which we found interesting … It’s not 

necessarily that usual to do that.” (Selby Treasures) 

There was also a general sense from the interviews that the opportunity to work 
on arts and cultural projects in Selby District were rare, so the chance to do so 
was particularly attractive. 
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The interviews also explored how each individual felt their Selby 950 opportunity 
had impacted on their professional development or contributed to the 
development of the organisation they worked for. Responses included: 

• Delivery towards outreach and engagement targets 

• Increased awareness of their offer among other organisations and the public 

• Project management and planning skills, including exposure to new 
approaches 

• Experience of leading a project  

• Developing and adapting teaching skills 

• Possibilities around diversifying their current offer 

• Explored new techniques and approaches within their artistic practice 

• Employment offer 

• Increased confidence  

• Extended their professional network 

• Community outreach and engagement skills 

• Team working and collaboration, including history and art coming together 

• Fundraising skills 

• Greater understanding of audiences. 

“Going into the community, going into schools and touching base with them, it 
was really good for that – the more that we can be recognised as being 
available there to do a broad range of support things on these kind of 

community activities was really useful.” (Selby Sings) 

“It’s been nice to work under somebody else because I’m normally in charge.” 
(Parade) 

“I’ve learnt from how they work, because in the past I’ve given parents a lot of 
notice because that’s what they demand and expect from me, but having not 
given them that information it’s been okay, so I’ve learnt from that – possibly 
not giving them rehearsal schedules until the week before is okay.” (Parade) 

“It’s been lovely to have new faces in through the door. It’s great for children 
socially to work together and it’s been beautiful, the children have just worked 

lovely together.” (Parade) 

“It’s been a movement project, a different thing, and I think it is something I 
could expand to offer more people more choice.” (Parade) 

“The primary school I went into actually emailed me and asked me if I’d like a 
job, so that is extremely positive.” (Parade) 

“It taught me a lot about how you’d plan an event like that, what I can offer to 
it, what my strengths are, recognising my weaknesses, but ultimately trying to 

make sure that our overall aim is achieved.” (Parade) 
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“For me it’s probably developed my self-confidence and made me feel more 
professional and made me think, “You know what, the next time I’ve got a 

project idea, I won’t be frightened to approach these people who I’ve never 
worked with before”, so it’s been good for me personally from that point of 

view.” (Parade) 

“I would generally shy away from scenery and props and things like that, but 
seeing how Leilah works with the willow and seeing what Tony did with some 

of his artefacts, that made me think I could use this a bit more and 
incorporating things like that into my work more.” (Parade) 

“A year ago, I would have said no, I haven’t got a clue [about how to go about 
raising funds and setting up a project].  Since [the Culture, Visitor & Creative 

Economy Project Manager] has come into post in Selby District Council it’s been 
a massive positive … the people that she can work with and network with and 

reach out to. She’s there now as a central support system for people like myself 
in the District that didn’t previously have anywhere to go.” (Hidden Histories) 

“I’ve never done a video outside of a gallery or in the outdoors. I’m very 
interested to see what it means to project videos on to buildings and on to 

screens. I’m kind of uncomfortable as much as I’m interested, so professionally 
this comes at a really good moment for me because I’ve been writing about it 

for the last three years.” (Pilgrim) 

“I love the idea that nearly everyone does collect anyway. If you ask people 
what’s on their mantlepiece, they put their special objects on their mantlepiece 

don’t they. It’s that kind of, engaging with people and having those 
conversations.” (Selby Treasures) 

Commissioned artists, cultural and heritage professionals were also asked what 
the biggest challenges had been on their commissions. Answers that came up 
included: 

• Time (lack of) 
• Technical and operational information requirements 
• Timing of event 
• Difficulty engaging local groups as an unknown individual artist 
• The demands of different organisational set ups amongst local groups. 

“Unfortunately, the machinations of the Council are that they wanted technical 
things, like event safety planning … before the art, so I had to do all this 

technical stuff first. So, that’s why I feel that we’re a little later than I would 
have liked engaging … It’s all a bit backwards.” (Parade) 
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“I said to them in the first meeting, a sticking point is that schools have shut, a 
lot of the groups were shutting up for summer… Local groups just seemed very 

shut off from it. It needs thinking about, was this because local leads got in 
touch and not a bigger organisation.” (Parade) 

“I just think it was the timing of when we were contacting these people. If it 
had just been two months, possibly three months before people wouldn’t have 

been overwhelmed and stressed. I know how it is at the end of terms. If you 
think of primary schools, they’ve got a lot of things that have been already in 
the diary, these clubs that run term time and then getting ready for holiday 

clubs. Attendance generally in this period, we call it the silly season, because 
parents start to take them on holiday; children themselves go on a lot of these 
activity clubs, we’ve just had GCSEs, so there’s just a lot of blocks in people’s 

general lives and we’re getting in contact.” (Parade) 

“The date that it’s fallen on a lot of people are into their holidays. I always time 
my summer holiday clubs really cleverly, when you know everybody’s been and 
come back, and [Parade] has fallen in that week that I’d never have touched to 

do anything.” (Parade) 

“To get more people involved I would’ve put it on a weekend and had it before 
the schools closed, because another factor is that a lot of my kids were saying 

they wanted to do it, but their parents were working and they need 
wraparound care, so can’t just give three hours on that parade day.” (Parade) 

“For bigger groups and reaching out to more organisations I feel we needed 
more time... For numbers and a wider community reach… had it been three 

months before I think we’d have picked up more interest.” (Parade) 

“I know it can take community groups, particularly community groups that have 
a committee, quite a while to decide when they want to do something, so it’s 

about giving them time to decide … and very few committees will decide to do 
something in a week’s time or two weeks’ time, because they have to talk 

about it, have a meeting.” (Parade) 

“There just isn’t time to develop a more complex relationship, or more 
conversational relationship with people in Selby. To develop that in a 

meaningful way we just didn’t have time.” (Pilgrim) 

“You just knew from having a fifteen-minute conversation, that if this had been 
a two-year project rather than a shorter project, I’d have been walking in the 

landscape with those people and their colleagues and friends and associates.” 
(Pilgrim)  

5.5. Local Education Provider Support of Arts, Culture & Heritage 

Teachers who took part in Selby Sings were asked about the impact of taking 
part in the project on their school’s attitudes towards arts and culture projects. 
Chart 77 shows that all teachers who responded strongly agree with the 
statement that as result of taking part in Selby Sings it has made the school more 
interested in taking part in future arts and cultural projects. 
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Chart 77: Participation Impact for Schools 

 
Base: 3 

5.6. Local Businesses and Support of Arts, Culture & Heritage 

In the local business surveys, a question was asked ‘As a business have you ever 
supported a cultural (arts or heritage) event, in the District, in any of the following 
ways?’. As Chart 78 shows, the majority of businesses (n=14) stated that they 
promoted cultural events to their customers. Many also ticked: 

• Cash sponsorship to cultural events (n=12) 
• In-kind sponsorship to cultural events (n=12) 
• Encouraging staff to attend cultural events (n=10). 

Given the low response rate to the local business surveys following Parade and 
at the End of Year stage, it has not been possible to track any change in response 
to this question over time. However, the results from the overall dataset are 
encouraging, in that at least a third of businesses responding have stated they 
have supported arts and culture in the past through in-kind sponsorship, cash 
sponsorship and helping to promote events to their customers. This provides a 
solid foundation on which to build. 

Chart 78: Local Business Support for Arts and Culture 
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5.7. SDC Project Team Learnings and Insight 

In addition to the data presented throughout this chapter, part of the focus group 
that took place with members of the Selby 950 project team at SDC discussed 
the arts, culture and heritage outcomes that Selby 950 and its legacy hopes to 
achieve. 

Key findings from this discussion provide the following learnings and insight: 

• The team at SDC, who were responsible for making Selby 950 happen, were 
all 100% behind the notion that arts, culture and heritage play a vital role in 
developing the local visitor economy and saw Selby 950 as a unique way to 
demonstrate this to stakeholders. 

“My role even before 950, was setting the strategic direction for the District 
around the visitor economy and arts, heritage and culture, so this was landmark 

opportunity to kickstart some of that strategic work.” 

“Keeping [elected] members up-to-date and using it as an opportunity to show 
what we can do … using it as a showpiece” 

• In terms of hopes and expectations for the Selby 950 programme there were 
several that linked to the development of the arts, culture and heritage sector 
within the town. It was felt that there some real successes in this area, with 
ambitious projects taking place, and the development of some very special 
partnerships, and spawning of new groups that will have a long-term impact.. 

“Chris [at the AVS] was delighted, and they collaborated [with Selby Abbey] 
and produced this really lovely tea party, where all the key community groups 
in Selby were invited along. The feedback from that, and the conversations I’ve 

had with people since are just where everything lies for me. They want to do 
that every year in some form.” 

“Where people had big ideas, really big ideas – some we had to talk off the 
ledge because their ideas were too big … and some where they had a massive 

ambitious plan … and they pulled it off.” 

“The Libraries programme, full of sell-out events. Lots and lots of lectures … 
loads of really fantastic stuff for children … I was talking to their Librarian, who 
had managed all of that … [Selby 950 was] a defining thing for them, because it 
brought in new audiences and enabled them to reach people that they had not 

previously reached, and now they’re building on that.” 

“Hazel and Nayan went and did some work around the [Selby College art] 
students’ portfolios and did some professional development work for them and 
that was a really lovely spin off. For those students to be able to say on their CV 
that they’ve had that input, that they have made work in response to a genuine 
commission that was written as part of a specific celebration … that’s a really 

excellent start for a student just starting off on their career.” 

“There was a wonderful partnership between Selby College and a group called 
Em People, which is artworks and art projects for people with learning 

disabilities. They did an exhibition in the Abbey.” 
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“Each of the different events seems to have connected to different core groups. 
The Selby Benedictine Society is a new history group that has come out of a 

shared interest, which began as a result of understanding and wanting to know 
more about the history of the Abbey and the original shaping of the Abbey.” 

• Within the SDC team itself there has been extensive learning about what is 
required to put on a cultural programme like Selby 950. Skills and knowledge 
have been developed as a result of this, which will make them more equipped 
for undertaking similar activity in future. This includes skills and knowledge 
linked to procurement, planning, highways, risk assessments and event 
management and planning. It has also led them to acquire extensive local 
knowledge where they were new to the area. 

“I’ve learnt a lot about Selby. I’ve learnt fascinating and amazing things about 
Selby’s heritage which has made me really really passionate about it. There’s so 
much to be interested in and so much material that we could carry on working 

in this way for many years and never run out of interesting, quirky, funny, 
beautiful stories and people who want to tell them.” 

“I’d never even heard the term hostile vehicle mitigation before I started this 
job and now there’s barely a month gone by where I haven’t heard or used it.” 

• The year-long celebration was very much made possible by a partner 
approach between SDC and the local cultural and community sectors within 
the district, as well as support provided by Selby Town Council – from the 
very beginning it was about collaborative working and joint ambition. 

“[We were asked] to pull together an event for Selby 950 … [We] pulled the 
original working group together of all the partners that were a cross-section of 
internal Selby people, as well as external key partners across Selby town that 

would be involved in it to get a handle on what people wanted to do and what 
people were expecting of the event and ideas they had that they wanted to put 

on and became the crux of the whole delivery.” 

“It was really trying to get that networking between all the members of the 
working group at that stage, trying to get everybody engaged.” 

“A lot of people initially wanted to be around the table and be involved, and 
were very keen to put ideas on the table as well, about what they wanted to 

see from either telling the history of the Abbey to community events that they 
wanted to bring into the town… There were a couple that were suggested at 

the beginning that actually happened at the end.” 

“Drax have been really key … they put an investment in. If we hadn’t had their 
match funding I don’t think we’d have been able to afford to do it … They’ve 

been there right from the very beginning in that working group.” 

“The Town Council set up grants for community activity, so they had grants of 
up to £950 each, so that enabled things like Angela Bridge’s Creative 

Monologues.” 
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• Selby 950 provided SDC with a unique opportunity to establish and develop 
relationships with public funders, who had been given little opportunity to 
invest within the district. These funders were extremely keen to get behind 
the district and support a location that had been under-funded in the past, but 
this by no means meant that securing the funding was without its challenges. 

“Selby hadn’t had any key partner investment for a long time, so we’d done, 
prior to this, quite a lot of work with HLF (as was)  and Arts Council, through 
Yvette, and Historic England as one of the other partners, for them to sort of 

engage with Selby, because they hadn’t from the previous council set-ups. So, 
there was that opportunity with Selby 950, that it would be the first time in a 

long time that they’d put any significant funding into the District.” 

“We’d not asked the Arts Council for a single penny and then we asked them 
for £70,000 in our first ever application … We had some evidentiary challenges 
based on that as well. Within that narrative of why you’re doing what you’re 
doing, we were cold callers in a sense. We weren’t able to say, ‘Well we’ve 

already done that and because of that we’re going to do this’, and we didn’t 
have some of the evidence in place.” 

“We were pushing on an open door [with the funders]. They really wanted us to 
put a good application in … They wanted us to do well, but it had to be the 

right programme … That just cemented the relationship.” 

“It was a real testament to the funders that they were able to see past [the lack 
of track record] and see it was worth taking punt and that potentially it was a 

very exciting thing to punt on.” 

• There was a regret that they had not been able to offer the level of support to 
Community Partners that was originally intended or hoped for, but this was a 
reflection of the time and resource pressures the team were under. It is 
something that the team would like to address going forwards as part of the 
legacy from the year. 

“I certainly thought to begin with that we’d have quite an ordered approach. 
We would be able to support people, we’d be able to have packs of 

information for them … of course, there was no resemblance to that at all. None 
of those things happened in order, it all happened backwards. We chased our 
tails all year. I’m absolutely sure that some of our community partners feel we 

did nothing to support them … It’s very difficult to deliver something yourself at 
the same time as trying to help other people to spin their plates. It becomes an 

either or.”  

“We also need to let a lot more people know who we are and what we’re 
doing, because this function hasn’t been in existence for an awfully long time. 

That lack of knowledge that there is someone they can  talk to and build a 
relationship with … At the same time as delivering we were building 

relationships.” 
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• Equally, there was a regret they had not been able to work with more schools, 
especially given the high level of interest that was generated amongst them. 
However, this was cause for excitement for the future as it is allowing SDC to 
determine how they can work with those schools who missed out in the 
future. 

“You always look back and think it would have been good if there had been an 
opportunity to … We could have worked with a lot more schools than we 

actually had capacity to use.” 

• Overall, the team believed that the year had successfully established a solid 
foundation on which they could build. There was buy-in from a range of key 
internal and external stakeholders that should mean the momentum from 
Selby 950 is not lost, particularly within SDC and amongst the funders who 
supported the programme. There were already clear examples of the changes 
that had occurred as a result of the year.     

“[We] have changed some of the perceptions of members and the direction of 
the Council to embed culture as a key delivery priority for the Council … To go 

from a meeting where very senior members were saying, ‘Why should we 
bother?’ … through to now and the new Council plan, where it’s sat there and 
embedded we can be proud of the work that we’ve done … It wouldn’t have 
been as easy if it wasn’t for the skill of the team doing 950 to show what we 

can achieve … That shows them what we’ve got locally.” 

“The Arts Council came to all of [the projects], and the feedback from the Arts 
Council is that they are very proud of us, so that was lovely feedback … and 

National Lottery Heritage Fund are also very happy.” 

“[Drax] were absolutely thrilled with Pilgrim. They were thrilled to have been 
part of it. It was a completely new process for them, working alongside the 

artists, having Nayan on their site, but also the sign off meetings that we had 
when Nayan was showing all his work. That was all completely new to them 

and they absolutely loved it. As a result of it, they’re now talking about having 
their own artist residencies.” 

• Priorities for the future that were mentioned included an urgent need to 
capture the stories of Selby’s older residents; for activity to now extend out 
into other parts of the district (rather than be town centric), whilst still 
ensuring that a focus is maintained on the high street; and supporting the 
local arts, culture and heritage sector and other local groups and 
organisations to lead on project development and delivery, as opposed to 
relying on SDC to initiate. 

“There’s a sense of urgency about not letting the history and the heritage of our 
past communities from Selby actually be lost from our older generation … What 

the programme did was enable some of those voices to come out.” 

“The important thing for me is that the ripples move out of Selby town and we 
push the cultural delivery that we’re doing out into Sherburn, Tadcaster, the 
villages, and that we don’t end up with a situation where people feel miffed 

because it’s not happening in their town … I have some thoughts about some 
large-scale pieces of work that we could do across the towns.” 
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“We’ve commissioned the cultural development framework and that will guide 
our work for the next five years … The important thing within that is not losing 

the momentum the high street has, and the opportunity we have to shout 
about our high street and talk culturally about our high street and to be ready 

to do that as soon as we are able to after the lockdown is over.” 

“The confidence of the community groups to deliver themselves and not have 
to rely on a big engine like the Council in order to be able to do it.” 
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6. Selby 950: Local Economy 
 

6.1. Introduction to Economic Outcomes 

Following on from the arts, culture and heritage outcomes explored in Chapter 5, 
this chapter will analyse the data collected from respondents to demonstrate the 
extent to which short-term economic outcomes were met by Selby 950.  

The outcomes linked to the local economy are: 

• Expenditure in Selby increases as a result of Selby 950; 

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

The chapter begins by outlining the modelled economic impact of Selby 950, 
exploring the overall economic impact of Selby 950 alongside the contribution 
made by individual projects. 

As with all economic impact modelling it is necessary to make a number of 
‘reasonable assumptions’ about how money flows into a location, how much is 
subsequently retained and how much leaks into other parts of the wider 
economy. Where these assumptions have been made explanations have been 
put into the footnotes. 

It is also important to view the data within the context of the intention for each 
event. With the exception of the Tour de Yorkshire and Pilgrim the other events 
were more local in focus and had limited impact in economic terms. 

From an economic standpoint, Selby 950’s events fall into two camps: 

• Larger scale events with reach outside of the district; and 

• Smaller scale events predominantly focussed upon local residents and with 
limited geographic reach. 

The modelling in this chapter uses a slightly different approach to the rest of the 
study, in terms of breaking down the proportion of residents to visitors (Chapter 
3). Survey respondents were asked to report upon the spend of their ‘party’ – 
consequently party size combined with home postcode/home location has been 
used to estimate audience composition.  

The difference between respondent percentage and party percentage inevitably 
leads to subtle differences between the composition of the samples in terms of 
their home location. That said, this approach ensures the greatest level of 
accuracy using available data. 

The chapter then goes on to explore the reaction of local businesses to Selby 
950, in terms of its real and/or perceived impact on their business. 
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6.2. Economic Impact Explained 

6.2.1. Why Measure Economic Impacts? 

Economic impact measurement has become a powerful and persuasive tool for 
those looking to capture and evidence the financial benefits that can result from 
the hosting of a major event. Measuring economic impact not only allows public 
sector bodies to evaluate their economic return on investment, but it also 
demonstrates how events drive economic benefits - allowing event organisers to 
develop practices which maximise these benefits. 

The 'economic impact' of a major event refers to the total amount of additional 
expenditure generated within a defined area, as a direct consequence of staging 
the event. For most events, spending by visitors in the local area is the biggest 
factor in generating economic impact; however, spending by event organisers is 
another important consideration. Economic Impact studies typically seek to 
establish the net change in a host economy - in other words, cash inflows and 
outflows are measured to establish the net outcome. 

6.2.2. What is Direct Economic Impact? 

Direct Economic Impact is a measure of the total amount of additional 
expenditure within a defined geographical area, which can be directly attributed 
to staging an event. Based on organiser and delivery partner spending, Direct 
Economic Impact is an assessment of the net increase in local spending as a 
result of putting on a specific event. 

6.2.3. What is Indirect Economic Impact? 

Indirect Economic Impact is a measure of the total amount of additional 
expenditure within a defined geographical area, which can be directly attributed 
to the audience that comes to a particular event. Based on visitor spending, 
Indirect Economic Impact captures the net increase by visitors to a locality. 

6.2.4. What is Total Economic Impact? 

Many event organisers also wish to capture the Total Economic Impact. This step 
is designed to make adjustments to the Direct Economic Impact to capture the 
subsequent ‘induced impacts’ of additional spending within the host economy. 

6.3. Modelling Selby 950’s Economic Impact 

6.3.1. Economic Impact Model 

The model (Figure 6) adopted by Selby 950 has previously been used by the 
British Arts Festivals Association (BAFA), providing a tried-and-tested approach 
for understanding the economic impact of different sized one-off cultural events. 
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The model uses actual spending by organisations, audiences and performers, and 
the effect this has on Selby District’s economy. It starts from the premise that arts 
and cultural events attract audiences, who do not simply spend money on their 
ticket or entrance fee but also buy meals in local restaurants, go to local shops, or 
perhaps stay in local hotels etc. The organisers may also buy supplies from local 
firms, and their staff may spend their wages in the local area – an example of the 
multiplier effect. 

Figure 6: Economic Impact Model 

 

There are therefore different types of impact stemming from the spending of arts 
and cultural organisations: 

• Direct Impact – spending on goods from local suppliers; and 

• Indirect Impact – spending by audiences in local restaurants, shops and with 
accommodation providers. 

In addition to gaining an understanding of the cash inflows into Selby District it is 
also important to capture the outflows into other parts of the UK’s economy – for 
example event funding may enter the district via the local authority, only to be 
spent on a production company situated many miles away – ‘leakage’ often 
draws significant sums out of a local economy, particularly (in this context) if it is 
has limited local provision in terms of creative/cultural industry support. It is also 
important to consider ‘deadweight’ – expenditure that was destined to occur 
within the local economy, regardless of Selby 950 occurring or not – for example, 
Selby District Council investment. 
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6.3.2. Data Collection 

To understand the Total Economic Impact of the Selby 950 programme primary 
information was collected from audiences, participants, event organisers and 
partners in relation to: 

• Tour de Yorkshire - Stage 1 Finish (Doncaster to Selby) – May 2019 
• Selby Sings – July 2019 
• Parade – April to July 2019 
• Pilgrim – November 2019 
• Selby Treasures – November 2019 to February 2020 
• Hidden Histories – December 2019 to March 2020. 

To collect the primary information required two approaches were used: 

1. Audience surveys were undertaken at all of the events listed above, each 
sought to understand the composition of the audience present (their home 
location; party size; mix of adults and under 16s) and their spend into the local 
economy (on accommodation; shopping; travel; event merchandise etc.). 

2. Event organiser surveys were used to understand the flow of funding/ 
sponsorship/revenue into the local economy from external sources such as 
Arts Council England and commercial sponsors etc. and how some of this also 
‘leaked’ out of Selby District into other parts of the wider UK economy. 

6.4. Key Findings 

Total Economic Impact 

• The estimated total economic impact1 of Selby 950 was £348,500. 

Direct Impact 

• Selby 950 attracted £135,500 in terms of inward investment. 

The vast majority of this investment came from three sources – Arts Council 
England’s National Lottery Project Grants programme (£70,000); the National 
Lottery Heritage Fund (£45,000); and Drax Group plc (£20,000); with £500 from 
other sources. 

Indirect Impact 

• In all, the six events reviewed attracted over 72,000 visits. 

• 79.2% of attenders were Selby District residents, the remaining 20.8% were 
visitors from outside of the district. 

• Visitors directly contributed an estimated £359,000 into the local economy – 
averaging £23.86 per visit. 

• The vast majority of this contribution was a result of the Tour de Yorkshire’s 
visit to Selby. This event accounted for 80.8% of visits and contributed an 
estimated £277,000 (77.2% of the total indirect spend) to the local economy. 

	
1 Note only includes six of the projects outlined in the previous chapter, as visitor spend was not collected 
via the audience survey for The Unknown. 



	 173 

• The next most significant event was Pilgrim, attracting 7,877 attendances, of 
which an estimated 15.3% were from non-residents. These 1,205 visitors 
added an estimated £62,000 (17.3% of the total indirect spend) to the local 
economy. 

• The remaining four events together contributed approximately £20,000 in 
terms of indirect contribution to the local economy (5.5% of the total indirect 
spend). 

Return on Investment 

• Selby District Council made a net contribution of £104,000 (31.7%) to Selby 
950. 

• This investment helped to generate nearly £494,000 of direct and indirect 
spend into the local economy leading to an economic impact of £348,500.  

• For every pound contributed by the Council this investment leveraged an 
additional £3.35 into the local economy. 

6.5. Selby 950 Economic Impact in Detail 

6.5.1. Economic Impact Model 

The model below (Figure 7) describes how investment flowed into Selby District 
and what ultimately was retained and what ended up in the wider economy. 

The model illustrates that the majority of economic benefit to the district was 
derived from Visitor Spend. 

Figure 7: Economic Impact Model – Selby 950 
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6.5.2. Direct Economic Impact 

Direct Impact includes all inward investment into the district from external bodies 
such as non-departmental public bodies such as Arts Council England; Trusts and 
Foundations, businesses and individuals. Their contribution to the local economy 
might be through the awarding of a grant, as a gift or as part of a commercial 
sponsorship deal. The key thing is that the money is flowing into the local 
economy from another part of the wider economy. 

• Arts Council England’s National Lottery Project Grants programme £70,000 
• National Lottery Heritage Fund £45,000 
• Drax Group plc £20,000 
• Other sources £500 

In total the Direct Impact was £135,500. 

In addition to this SDC contributed £104,000 in direct support. Though this does 
not have a direct economic impact (this would be spend in-district regardless of 
Selby 950), it does produce leverage – as match funding unlocking inward 
investment that in turn creates significant Indirect Spend across a range of local 
businesses by visitors coming to Selby 950 events. 

6.5.3. Indirect Economic Impact 

The Indirect Impact is predominantly due to people who live outside of the 
district coming to Selby 950 events and spending money in shops, on 
accommodation, on travel and parking and at other local attractions2. In all it is 
estimated that just over 72,000 individual visits to Selby occurred as a result of 
the six projects being reviewed (Table 41).  

Table 41: Audience Breakdown for Selby 950 
 

Total Visits Residents 
Residents 

% 
Non-

Resident 
Total 
Visits 

Tour de Yorkshire 53,334 41,174 77.2% 12,160 22.8% 
Selby Sings 422 348 82.4% 74 17.6% 
Parade 2,000 1,488 74.4% 512 25.4% 
Pilgrim 7,877 6,672 84.7% 1,205 15.3% 
Selby Treasures 2,093 1,327 63.4% 766 36.4% 
Hidden Histories 6,5703   6,242 95.0%4  328 5.0% 

Total 72,296 57,251   15,045  
	

2 For a more detailed event by event breakdown of indirect impact see Appendix 12. 
3 Hidden Histories Visit Calculation:  
Open 1st December 2019 until 23 March 2020 (date of Covid-19 lock-down) - Total days = 114 
Four sites @ 114 days each = 456 days 
Visited eight hours per day (due to winter weather and low light levels) 
Average three visitors per minute during eight-hour period = 1,440 per day 
Total visits per site = 164,160 and Across all four sites = 656,640 visits 
Assume 1% engage with Hidden Histories = 6,570 visits 
Assume on average five of every seven engaged visitors sees a single site (data suggest this), the remaining 
two on average engage with two sites = 5,100 visitors. 

4 Limited data available – assumes 5% intentional/unintended visits by non-residents.  
  Available data suggests that 5 in 7 visitors saw one site and two in seven saw an average of 2 sites. 
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Approximately 15,000 (20.8%) of these visits were by people living outside of the 
district. It is these 15,000 visits that create the Indirect Impact as it assumed that 
residents are unlikely to have made additional expenditure into the local 
economy (deadweight) as a direct result of Selby 950 – thus creating no 
additional impact. 

Each project contributed varying amounts to Selby District’s economy, 
depending upon the numbers of non-residents each attracted, and their average 
spend during their stay. Table 42 shows the estimated total spend by visitors to 
Selby District who came to each of the events listed. 

Table 42: Estimated Total Spend by Visitors 
 Accomm

-odation 
Food & 
Drink 

Shopping 
Travel & 
Parking 

Other 
spend5 

TOTAL 

Tour de 
Yorkshire £15,0006 £162,000 £20,000 £17,000 £63,000 £277,000 

Selby Sings £0 £600 £100 £100 £200 £1,000 
Parade £0 £4,500 £600 £200 £700 £6,000 
Pilgrim £11,800 £28,000 £4,000 £17,200 £1,000 £62,000 

 £26,800 £195,100 £24,700 £34,500 £64,900 £346,000 
 7.7% 56.4% 7.1% 10.0% 18.8%  
Selby 
Treasures - - - - - £9,000 

Hidden 
Histories7 - - - - -8 £4,000 

TOTAL £359,000 
 
Clearly two events dominate, Tour de Yorkshire and Pilgrim. Together they 
account for 88.8% of visits and 97.2% of Indirect Spend. This is further reflected 
when looking at the visit and estimated spend by event (Table 43). 

Table 43: Visits and Estimated Spend 
 

Visits Visits % 
Indirect 
Spend 

Indirect 
Spend % 

Tour de Yorkshire 12,160 80.8% £637,500 88.7% 
Selby Sings 74 0.5% £850 0.1% 
Parade 512 3.4% £6,000 0.8% 
Pilgrim 1,205 8.0% £61,500 8.6% 
Selby Treasures 766 5.1% £9,000 1.3% 
Hidden Histories 328 2.2% £4,000 0.6% 

Total 15,045  £718,850  

	
5 Other Spend includes expenditure such as the purchase of event merchandise and attendance at other 
Selby attractions. 

6 The figure of £15,000 for Accommodation is conjecture. The survey found little in the way of 
accommodation spend, but considering the volume of visits that day, this value would represent a 
reasonable estimation. 

7 The figure for Hidden Histories is based upon the calculation outlined in Footnote #2. 
8 - Limited available data meant the use of a series of proxy values. In this instance Parade visitor per capita 
spend was used as a substitute. 
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Chart 79 shows the average spend at each event with available data. It illustrates 
that events that are capable of attracting significant numbers, who can then be 
retained by the strength and variety of the local evening and overnight offer, 
contribute significantly more to the local economy.  

Chart 79: Average Spend by Commission 
 

 

 

 

 

 

 

 

 

The adult per capita spend at Tour de Yorkshire was over 3.5 times higher than 
the equivalent family spend and at the Pilgrim it was almost three times higher. 

Evening and overnight economies in the main benefit from adult spend as 
opposed to family spend, but not exclusively. Events that had little or no ‘lead’ 
into the evening/night-time economy demonstrated similar levels of spend for 
both adult only and family groups. 

Pilgrim had a sizeable number of overnight stays which contributed considerably 
to visitor spend. 

Family groups on average spend less per head but are present in larger groups 
(no individuals and far fewer pairs of visitors compared to adult only groups). 

6.5.4. Like-for-Like Comparison 

Because there are numerous differences between each of the Selby 950 events, it 
can be useful to view each using a like-for-like comparison. To do this each event 
is assumed to have a nominal attendance of 1,000 people. A proportion of these 
will be residents, the rest, visitors to the district. 

Table 44 expresses the estimated like-for-like Indirect Spend into the locality 
based upon the composition and recorded average spend per visitor for each 
event. 
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Table 44: Estimated Like-for-Like Indirect Spend 

 
Residents Visitors 

Average 
Visitor 
Spend 

Spend per 
1,000 

Attendances 
Tour de Yorkshire 772 228 £21.16 £4,824 
Selby Sings 824 176 £11.49 £2,022 
Parade 744 256 £11.70 £2,995 
Pilgrim 847 153 £51.04 £7,809 

 
This way of looking at the data helps to discern a ‘per unit’ value, demonstrating 
in this instance that the most popular event with non-residents did not generate 
the greatest spend into the locality when looked at on a like-for-like basis. This 
situation, however, is not unusual. The number of visits alone is not always a good 
indicator of economic impact. Events that attract high spenders and are designed 
to contribute to the evening/night-time economy have significant per unit value 
across a range of sectors. Popular daytime only events which attract 
families/mid-value spenders tend to have a far lower per unit spend value with a 
far narrower set of businesses. As such, it is important to determine in advance 
the types and value of economic benefit an event is trying to achieve and to then 
establish which potential audiences are most appropriate. This can then feed into 
the event design, marketing, and so on. 

6.5.5. Deadweight and Leakage 

In terms of leakage of Direct Spend out of Selby District into other parts of the 
economy, we have actual figures, rather than modelled ones. Table 45 shows 
which elements of the economy the project directly contributed to and how 
much was subsequently retained by businesses and individuals based within the 
district. 

Table 45: Deadweight & Leakage by Elements9  
 

Spend 
Leakage & 

Deadweight 
Retained 

Value 
Retained % 

SDC Staff Wages £63,455 £63,455 £0 0% 
Freelance Fees £87,795 £67,345 £20,450 23.3% 
Services £41,600 £38,370 £3,230 7.9% 
Equipment Hire £36,830 £36,830 £0 0% 
Other Expenditure £10,320 £3,790 £6,530 63.3% 

TOTAL £240,000 £209,790 £30,210 12.6% 
 
Overall, 12.6% of the entire project budget was retained within the district, 
equivalent to 22.3% of the Direct Impact figure. 

	  

	
9 Any spending by SDC within the defined impact area should be considered 'deadweight' and not included 
in calculations as it would have occurred regardless of Selby 950. 
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This low figure is to be expected when considering places like Selby. The small 
population coupled with a limited range of potential delivery partners or in this 
case an absence of partners with regard to Equipment Hire means that any in-
flow of money is likely to flow through the district to other places where these 
partners are located. The real value of this in-flow is that it generates a significant 
Indirect Impact which benefits local businesses, residents and helps to improve 
quality of life and local opportunities. 

6.5.6. Return on Investment 

Selby District Council made a net investment of £104,000 into Selby 950 (almost 
40% was spent upon the Tour de Yorkshire - Stage 1 Finish.  

This in turn generated £135,500 of inward investment. 

The six events that make up this evaluation attracted over 15,000 visitors to the 
district who spent an estimated £359,000 locally. In all, an estimated £146,000 
leaked out of the area or was destined to be spent locally anyway – leaving a 
Total Economic Impact of £348,500. 

For every pound contributed by the Council this investment leveraged an 
additional £3.35 into the local economy. 

6.6. Local Businesses 

As previously mentioned, a series of Local Business Surveys were distributed 
throughout the course of Selby 950, at the following stages: 

• Tour de Yorkshire – Stage 1 Finish 
• Parade 
• March 2020 as an End of Year survey. 

These surveys sought to determine: 

• How local businesses had chosen to respond to the opportunities presented 
by Selby 950, in terms of the audiences that projects would bring to the town; 

• How, if at all, local businesses felt the programme had impacted upon the 
turnover and profit of their business; 

• Other impacts they felt the programme had on their business; 

• Their opinions on what could have been done differently during Selby 950 to 
have been of greater benefit to the district’s businesses; and 

• Local businesses perceptions of the Selby 950 programme in terms of its 
quality and impact on the town more generally. 

Other questions within the survey aimed to gain insights from local businesses 
around marketing and communications and their opinion of the Selby 950 
programme.  
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The findings from these parts of the survey, and those linked to other outcome 
areas, have already been presented earlier in the report. The following sections 
therefore concentrate on the findings that relate to economic outcomes. 

It should be noted that the response rate from businesses following both Parade 
and the End of Year survey was extremely low, and as such the majority of the 
data comes from the post Tour de Yorkshire survey: 

• Tour de Yorkshire: 33 responses 
• Parade: 2 responses 
• End of Year: 5 responses. 

Given the nature of the Tour de Yorkshire event10, relative to the rest of the Selby 
950 programme, the level of bias within the data means that a full presentation of 
the survey findings would not be useful in demonstrating the true impact of Selby 
950 on local businesses. However, a number of key observations that may be 
useful for future planning and development linked to arts, culture and heritage 
events and their interaction with local businesses are presented below. 

• Arts, culture and heritage events can both positively and negatively affect 
local businesses – this seems to very much depend on the sector to which 
they belong and whether their offer is specific to local residents, e.g. food and 
beverage providers are more likely to have a positive experience than a 
hairdresser. 

• Potential positive impacts of arts, culture and heritage events on businesses 
include: 

– Increased footfall, revenue and profit 
– Increased awareness of the business 
– Brings new customers to the business, including non-residents of Selby 
– Positive promotion of Selby as a whole 
– Reputational benefits through brand association 
– The opportunity for some businesses to take clientele to the events. 

• Potential negative impacts of arts, culture and heritage events on businesses, 
especially where extensive road closures and traffic restrictions are put in 
place and/or temporary structures installed, are significant. They include: 

– Decreased footfall, revenue and profit 

– Regular customers staying away or being unable to access the town 
centre. 

• Where arts, culture and heritage events are likely to attract large audiences it 
can result in local businesses offering their staff additional hours and/or taking 
on temporary staff to be responsive to the expected increase in demand. 

	  

	
10 Tour de Yorkshire involved significant road closures and traffic restrictions across the district for a 
prolonged period of time, particularly within Selby town centre. 
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• The perceived benefits of an annual celebration like Selby 950 for local 
businesses, the community and visitors were seen to be: 

– Increased footfall to businesses in the town centre (residents and visitors) 
– Increased revenue for businesses in the town centre 
– Improves the profile of Selby and its offer 
– Brings more residents from the district to the town centre 
– Creates a sense of community spirit 
– Provides a positive story that people can shout about. 

“It brings people out of their homes and into their town.” 
(Local Business, End of Year Survey) 

“Highlights cultural heritage and promotes Selby as a good place to live and 
work.” (Local Business, End of Year Survey) 

• Raising awareness amongst local business owners about upcoming arts, 
culture and heritage events and finding ways to create buy-in amongst them 
for extending their opening hours and offer (where appropriate) was identified 
as one of the priorities for the future. 

6.7. SDC Project Team Learnings and Insight 

In addition to the data presented throughout this chapter, part of the focus group 
that took place with members of the Selby 950 project team at SDC discussed 
the economic outcomes that Selby 950 and its legacy hopes to achieve. 

Key findings from this discussion provide the following learnings and insight: 

• In terms of hopes and expectations for the Selby 950 programme there was 
an interest in seeing how the year could help to build the local economy and 
provide local businesses with new and exciting opportunities. 

“Creating something where the businesses would do well.” 

• Establishing relationships with local businesses had been one of the most 
challenging aspects of the Selby 950 year, though certainly not in every case. 
Although many businesses were sceptical and reluctant to engage due to 
broken past promises, there were local businesses who really embraced the 
year and the opportunities it presented. For businesses who were not 
engaged with the year, or negative towards it, there was insufficient time and 
resource to be able to make real step changes, however, there is a sense that 
the ground has been prepared with some and this bodes well for the future. 

“Focusing on the businesses in Selby, sometimes there was a lot of frustration 
and it felt a lot like wading through treacle … It’s history, years of there not 

being this resource, and things like this not happening … There’s a sense that 
the District Council hasn’t been there to support, to do this kind of work, so 
there’s a sense of, ‘We’ll believe it when we see it’, or ‘We’ve heard all this 

before’ … so we’ve had to do a lot of relationship building from the ground up.” 
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“We had STEP who were instrumental in the planning of 950, but that only 
represented so many businesses within the town itself. We had to spend time 

building those relationships, and physically going in and speaking to businesses 
along the high street about Parade and then across the town about Pilgrim. It 
gave us a really good opportunity to build on the relationships that already 

existed as part of the Selby Town Enterprise Partnership, but also build some 
new ones as well, and to have that two-way conversation … There was 

definitely a sense of starting something that is ripe to be built on … The likes of 
Sainsbury’s and how they embraced Selby 950 … and do whatever they could 

to help from a community perspective, but also a business perspective … 
There’s an open relationship there now and very much a sense that it’s two-way 

… and Drax and Rigid [Containers].” 

“When we were having conversations about them opening later for Pilgrim, 
there was a real appetite from some and a real reluctance from others. There 

was a sense of, ‘Well, let’s just see what it’s like before we make any decisions’, 
and in some cases that was night by night, and others by event. The George set 

up their pizza oven and did a roaring trade.” 

“Everything was really well received by [STEP] – they couldn’t speak highly 
enough of the events that went on and were really grateful for those … because 

of the effect it had on their businesses.” 

“Thinking about the visitor economy businesses in particular, I think if we’d had 
more time I’m confident we could have built it into something more. I’m 

thinking more about the hoteliers that are on the outside of Selby. We never 
got chance to tap into them … We just didn’t have the time and the resources 

… But they’ve got half an ear open and want to know what we’re doing.” 

• The interaction between local businesses; the arts, culture and heritage 
sector; and local communities is seen to be vital to the resilience and 
sustainability of Selby’s town centre. 

“As part of the legacy we were hoping to develop business and community 
networking … so we had network groups that could work together, not just for 

950.”  

• The year has generated evidence of the way the Selby 950 programme 
positively impacted on local businesses, which means the team can now go 
out armed with some clear examples of what can be achieved if both sides 
engage with one another positively. There is a real desire from SDC that all 
future activity benefits the local economy. However, there is also a level-
headedness that if businesses cannot be persuaded, other solutions will need 
to be found to ensure that the visitor experience is always exceptional.  

“We’re building case studies now … for when we go back and have that same 
conversation … What we don’t want to do is bring external businesses into the 

town. We want everything we do to benefit the businesses in the town, but 
obviously we have to be mindful of the experience we’re offering and 

providing, and we can’t let it fall flat because we haven’t got those additional 
services.” 
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7. Conclusions & Recommendations 
 

7.1. 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 in 
Chapter 1), 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. 

7.2. 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 self-
completion) 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.  
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– 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. 

7.3. 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. 

7.3.1. 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.  
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• 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. 

7.3.2. 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 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.  

7.3.3. 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.  
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• 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. 

7.3.4. 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. 

• 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. 

7.3.5. 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.  
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7.4. 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.  

7.4.1. 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. 

7.4.2. 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 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. 
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• 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: 

– 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. 

– 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. 

– 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.  

– 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.    
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• 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: 

– 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. 

– Selby Treasures respondents predominantly came from the celebratory 
exhibition audience, which was based in Selby Abbey, an established 
tourist destination in the town. 

– 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. 

7.4.3. 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.  

7.4.4. 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. 
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7.4.5. 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 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. 

7.4.6. 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”. 

7.4.7. Audience Development 

• Choosing the right arts, culture and heritage professionals to create and 
deliver projects is vital to successful community engagement and audience 
development. 
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• 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.  

7.5. 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. 

7.5.1. 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).  

– 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. 
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• 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. 

7.5.2. 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 from the preceding chapters 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. 
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7.5.3. Outcome: Selby District’s image is enhanced among residents and 
visitors who engage with Selby 950. 

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 from the preceding chapters 
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 ; and 

– 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 7 
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 7 
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.  
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• 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. 

7.5.4. 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. 

• 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). 

7.6. 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. 

7.6.1. 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 this 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 from the preceding 
chapters are presented below to summarise how this outcome was achieved by 
the Selby 950: 
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• Selby 950 acted as a catalyst to audiences wishing to participate further in 
arts, culture and heritage projects: 

– 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). 

– 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: 

– 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, 

– 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: 

– 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. 

– 11.5% of Selby Sings audiences were first-time visitors to the Abbey. 

– 25% of those who attended Tour de Yorkshire and visited Selby Abbey 
the same day were first time visitors to the Abbey. 

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

7.6.2. 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 from the 
preceding chapters 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: 

– 48 respondents stated they had/planned to talk to others about the 
history of Selby;   

– 44 respondents stated they had/planned to go to more events at Selby 
Abbey; and  

– 35 respondents stated they had/planned to and go to more heritage 
events in Selby. 
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• 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. 

• 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. 

7.6.3. 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 from the preceding chapters 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: 

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

–  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; and  

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

– 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. 
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– 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. 

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

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

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

– 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. 

– 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. 

– 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: 

– 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. 
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• 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. 

7.6.4. 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 from the preceding chapters 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. 
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7.6.5. Outcome: Selby 950 acts as a catalyst for local education providers 
to support cultural events in the District. 

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 from the preceding chapters 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. 

7.6.6. Other Outcomes 

• Selby 950 has brought about a seismic shift within SDC. 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.  

7.7. 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. 
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7.7.1. 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. 

• 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: 

– The estimated total economic impact of Selby 950 is £348,500. 

– Selby 950 attracted £135,500 in terms of inward investment.  

– Visitors directly contributed an estimated £359,000 into the local 
economy – averaging £23.86 per visit 

– For every pound contributed by the Council this investment leveraged 
an additional £3.35 into the local economy. 

– An estimated £146,000 leaked out of the area or was destined to be 
spent locally anyway. 

7.7.2. 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 
from the preceding chapters 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. 

	  



	 202	

• 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. 

7.8. Achievement of Selby 950 Outcomes 

Comparing the key findings detailed in sections 7.2 to 7.7 of this chapter 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.  

7.9. 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. 
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7.9.1. 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. 

• 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. 
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• 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. 

7.9.2. 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.  

7.9.3. 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. 
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• 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 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. 

7.9.4. 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: 

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

– 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. 

7.9.5. 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: 

– An easily navigable website /microsite that essentially becomes a “one-
stop 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. 



	 206	

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

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

• 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. 

• 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. 
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• 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.  

7.9.6. 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 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. 
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7.9.7. 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 non-
ticketed 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 district-
wide 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. 

7.9.8. 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: 

– 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. 
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– 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. 

• 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. 
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OUTCOMES INDICATOR
DEFINITION

How is it calculated?
DATA SOURCE

How will it be measured?
FREQUENCY

How often will it be measured?
RESPONSIBLE

Who will measure it?

The proportion of people who would recommend a similar project to friends, family members and/or 
colleagues

The percentage of audiences giving a score of 7 or more out of 10 The percentage of audiences giving a score of 9-
10 out of 10 minus the percentage of audiences giving a score of 0 to 6 out of 10 in response to how likely they 
would be to recommend a similar event in Selby to a friend, family member or colleague

Audience survey
Participant survey

Post-event CC Ltd

The Net Promoter Score for the project

The percentage of audiences giving a score of 9-10 out of 10 minus the percentage of audiences giving a score of 0 
to 6 out of 10 The percentage of audiences giving a score of 9-10 out of 10 minus the percentage of audiences 
giving a score of 0 to 6 out of 10 in response to how likely they would be to recommend a similar event in Selby to a 
friend, family member or colleague

Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who rate the quality of the Selby 950 project highly Percentage of audience who rate the quality of the project as good or very good
Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who rate the whole experience of the Selby 950 project highly Percentage of audience who rate the whole experience of the project as good or very good
Audience survey
Participant survey

Post-event CC Ltd

The proportion of residents who agree that the Selby 950 project was an enjoyable experience Percentage of audience who agree  or strongly agree that the Selby 950 project was an enjoyable experience
Audience survey
Participant survey

Post-event CC Ltd

Examples of what audiences liked and felt could have been improved in relation to Selby 950 projects Coding of positive and negative experiences of audiences engaging with Selby 950 projects
Audience survey
Participant survey
Social media comments

Post-event CC Ltd

The perceived historical value of Selby Abbey: It's historical importance and the need to preserve it for the 
future

Percentage of audience giving a score of 9-10 out of 10 for Selby Abbey's historical importance and the need to 
preserve it for the future

Audience survey
Participant survey

Post-event CC Ltd

The perceived symbolic value of Selby Abbey: It's meaning to Selby and residents' identity Percentage of audience giving a score of 9-10 out of 10 for Selby Abbey's meaning to Selby and residents' identity
Audience survey
Participant survey

Post-event CC Ltd

The perceived spiritual value of Selby Abbey: It's role as a place of worship Percentage of audience giving a score of 9-10 out of 10 for Selby Abbey's role as a place of worship
Audience survey
Participant survey

Post-event CC Ltd

The perceived aesthetic value of Selby Abbey: It's beauty and being a source of inspiration Percentage of audience giving a score of 9-10 out of 10 for Selby Abbey's beauty and being a source of inspiration
Audience survey
Participant survey

Post-event CC Ltd

The perceived social value of Selby Abbey: It's ability to host events that connect people and generate 
pride in the area

Percentage of audience giving a score of 9-10 out of 10 for Selby Abbey's ability to host events that connect people 
and generate pride in the area

Audience survey
Participant survey

Post-event CC Ltd

The extent to which people's knowledge and understanding of the history of Selby has increased as a result 
of engaging with a Selby 950 project

Average score out of 10 for how much people have learnt about the history of Selby as a result of attending or taking 
part in a Selby 950 project

Audience survey
Participant survey

Post-event CC Ltd

Examples of what people have learnt about the history and heritage of Selby through Selby 950 projects Coding and counts of the history and heritage that people have learnt about through Selby 950
Audience survey
Participant survey

Post-event CC Ltd

The number of people who state that engaging with the Selby 950 project acted as a catalyst to further 
research into the history and heritage presented

Percentage of audience who select different ways that they have gone on to/plan to undertake heritage-based 
learning as a result of the project

Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who state that the project was a catalyst to them visiting Selby Abbey
Percentage of audience who agree  or strongly agree that the Selby 950 project they attended or took part in has 
made them more interested in attending arts and cultural events in future in Selby

Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who have visited Selby Abbey in the previous 12 months Percentage of people who are visiting Selby Abbey for the first time because of a Selby 950 project
Audience survey
Participant survey

Post-event CC Ltd

The average number of visits to Selby Abbey in the previous 12 months
Sum of all visits by audience members who have attended Selby Abbe in previous the 12 months divided by number 
of audience members who have attended Selby Abbey in the previous 12 months

Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who agree the Selby 950 project has made them more interested in attending 
future arts and cultural events in Selby

Percentage of audience who agree  or strongly agree that the Selby 950 project they attended or took part in has 
made them more interested in attending arts and cultural events in future in Selby

Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who agree they would like to take part in a similar project in future Percentage of audience who state yes that they would like to take part in a similar project in future
Audience survey
Participant survey

Post-event CC Ltd

Examples of how Selby 950 projects had caused people to think and/or feel differently about arts, culture 
and heritage

Coding and counts of the ways projects have caused people to think and/or feel differently
Audience survey
Participant survey

Post-event CC Ltd

Examples of artistic skills and knowledge gained through participation in Selby 950 projects Coding and counts of the artistic skills and knowledge gained through Selby 950 projects
Audience survey
Participant survey

Post-event CC Ltd

Examples of the most beneficial parts of working in partnership with SDC on Selby 950 related activity Coding and counts of ways that local partners have found working with SDC on Selby 950 beneficial Community Partner survey End of Year CC Ltd

Examples of the most challenging aspects of working in partnership with SDC on Selby 950 related activity Coding and counts of ways that local partners have found working with SDC on Selby 950 challenging Community Partner survey End of Year CC Ltd

The number of local partners delivering Selby 950 events and activities who feel they were successful in 
achieving their desired measures if success 

Number of local partners who select very successful, successful or somewhat successful to a their measures of 
success

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 enabled them to secure public funding Number of local partners who strongly agree  or agree  that Selby 950 enabled them to secure public funding Community Partner survey End of Year CC Ltd
The number of local partners who agree that Selby 950 enabled them to secure private funding Number of local partners who strongly agree  or agree  that Selby 950 enabled them to secure private funding Community Partner survey End of Year CC Ltd
The number of local partners who agree that Selby 950 enabled them to access heritage that they 
otherwise would not have been able to 

Number of local partners who strongly agree  or agree  that Selby 950 enabled them to access heritage that they 
otherwise would not have been able to 

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 enabled them to perform, exhibit or deliver activity 
in venues where they otherwise would not have been able to

Number of local partners who strongly agree  or agree  that Selby 950 enabled them to access heritage that they 
otherwise would not have been able to 

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 enabled them to develop new partnerships or 
networks

Number of local partners who strongly agree  or agree  that Selby 950 enabled them to develop new partnerships or 
networks 

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 provided press and media coverage that they 
otherwise would not have attracted

Number of local partners who strongly agree  or agree  that Selby 950 provided press and media coverage that they 
otherwise would not have attracted

Community Partner survey End of Year CC Ltd

The number of local partners who have increased existing knowledge and skills through Selby 950 Number of local partners state they have developed existing skills and knowledge through Selby 950 Community Partner survey End of Year CC Ltd
The number of local partners who have gained new knowledge and skills through Selby 950 Number of local partners state they have gained new skills and knowledge through Selby 950 Community Partner survey End of Year CC Ltd
Examples of the types of knowledge and skills developed or gained by local partners through Selby 950 Coding and counts of the skills and knowledge gained through Selby 950 projects Community Partner survey End of Year CC Ltd
Examples of key lessons learnt by local partners from their Selby 950 experience that they will use to inform 
their future work

Coding and counts of lessons learnt through Selby 950 projects Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 made them more ambitious with the types of events 
and activities they delivered in 2019

Number of local partners who strongly agree  or agree  that Selby 950 made them more ambitious with the types of 
events and activities they delivered in 2019

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 enabled them to try something new, which they 
otherwise would not have done

Number of local partners who strongly agree  or agree  that Selby 950 enabled them to try something new, which 
they otherwise would not have done

Community Partner survey End of Year CC Ltd

The number of local partners who agree that Selby 950 enabled them to be more innovative Number of local partners who strongly agree  or agree  that Selby 950 enabled them to be more innovative Community Partner survey End of Year CC Ltd
The number of local partners who agree that they are more confident in developing cultural events and 
activities as a result of Selby 950

Number of local partners who strongly agree  or agree  that they are more confident in developing cultural events 
and activities as a result of Selby 950

Community Partner survey End of Year CC Ltd

The number of local partners who agree that their organisation's profile is improving as a result of Selby 950
Number of local partners who strongly agree  or agree  that their organisation's profile is improving as a result of 
Selby 950

Community Partner survey End of Year CC Ltd
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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

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

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 Evaluation Framework
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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



Audience demographics of Selby 950 audiences

Audience profile overall and for each event:
- Age
- Gender
- Disability
- Ethnic background

Audience survey
Participant survey

Post-event CC Ltd

Geographical spread of audiences for Selby 950 Post code
Contact details collection at event
Audience survey
Participant survey

At event
Post-event

SDC staff and volunteers
CC Ltd

Audience Spectrum Segments for Selby 950 audiences

Audience Spectrum profile overall and for each event based on post code data collected:
- Meteroculturals
- Commuterland Culturebuffs
- Experience Seekers
- Dormitory Dependables
- Trips and Treats
- Home and Heritage
- Up Our Street
- Facebook Families
- Kaleidoscope Creativity
- Heydays

Contact details collection at event
Audience survey
Participant survey

At event
Post-event

CC Ltd
The Audience Agency

Group composition of Selby 950 audiences

Breakdown of individual group members:
- Number of under 16s in group
- Number of adults in group
- Adult to child ratio

Audience survey
Participant survey

Post-event CC Ltd

Visitor type for Selby 950 audiences
Visitor profile overall and for each event:
- Day visitor
- Staying visitor

Audience survey
Participant survey

Post-event CC Ltd

Average number of days for visitor stay for Selby 950 audiences Sum of visitor days spent in Selby linked to Selby 950 programme divided by number of staying visitors
Audience survey
Participant survey

Post-event CC Ltd

Average number of nights for visitor stay for Selby 950 audiences Sum of visitor nights spent in Selby linked to Selby 950 programme divided by number of staying visitors
Audience survey
Participant survey

Post-event CC Ltd

All motivations to attend or take part in Selby 950 commissions/projects

All and main motivations for attending or taking part overall and for each event:
- To spend time with friends/family
- For a special occasion
- For peace and quiet
- To be intellectually stimulated
- To be entertained
- To be inspired
- To do something new/out of the ordinary
- To learn something
- To enjoy the atmosphere
- For reflection
- [x] is an important part of who I am
- To escape everyday life
- For academic reasons
- For professional reasons
- To entertain my children
- To educate/stimulate my children
- I was just passing by

Audience survey
Participant survey

Post-event CC Ltd

Main motivation to attend or take part  in Selby 950 commissions/projects

All and main motivations for attending or taking part overall and for each event:
- To spend time with friends/family
- For a special occasion
- For peace and quiet
- To be intellectually stimulated
- To be entertained
- To be inspired
- To do something new/out of the ordinary
- To learn something
- To enjoy the atmosphere
- For reflection
- [x] is an important part of who I am
- To escape everyday life
- For academic reasons
- For professional reasons
- To entertain my children
- To educate/stimulate my children
- I was just passing by

Audience survey
Participant survey

Post-event CC Ltd

Engagement in arts, culture and heritage in previous 12 months by Selby 950 audiences
Percentage of audience who had not attended or taken part in at least one of a list of arts and cultural activities in 
the preceding 12 months anywhere and/or in Selby District

Audience survey
Participant survey

Post-event CC Ltd

Examples of barriers to engagement for Selby 950 audiences Coding and counts of barriers to engagement identified
Depth interviews with arts, culture and 
heritage professionals

Pre-event CC Ltd

The proportion of local partners who agree that they have a better understanding of who their current 
audiences are as a result of Selby 950

Number of local partners who strongly agree  or agree  that they have a better understanding of who their current 
audiences are as a result of Selby 950

Community Partner survey End of Year CC Ltd

The proportion of local partners who agree that they have a better understanding of who their potential 
audiences are as a result of Selby 950

Number of local partners who strongly agree  or agree  that they have a better understanding of who their potential 
audiences are as a result of Selby 950

Community Partner survey End of Year CC Ltd

The proportion of residents who agree the Selby 950 project gave everyone the chance to share and 
celebrate together

Percentage of audience who agree  or strongly agree that the Selby 950 project gave everyone the chance to 
share and celebrate together

Audience survey
Participant survey

Post-event CC Ltd

Examples of how the Selby 950 projects resulted in an opportunity to share and celebrate together Coding and counts of how Selby 950 projects resulted in an opportunity to share and celebrate together
Audience survey
Participant survey
Social media comments

Post-event CC Ltd

The proportion of residents who agree the Selby 950 project gave them the opportunity to meet people 
they would not normally have met

Percentage of audience who agree  or strongly agree that the Selby 950 project gave them the opportunity to 
meet people they would not normally have met

Audience survey
Participant survey

Post-event CC Ltd

Examples of how the Selby 950 projects resulted in an opportunity to meet new people Coding and counts of how Selby 950 projects resulted in an opportunity to meet new people
Audience survey
Participant survey
Social media comments

Post-event CC Ltd

The proportion residents who agree the Selby 950 project had a positive impact on the local community
Percentage of audience who agree  or strongly agree that the Selby 950 had a positive impact on the local 
community

Audience survey
Participant survey

Post-event CC Ltd

Examples of how the Selby 950 projects resulted in a positive community impact Coding and counts of how Selby 950 projects resulted in a positive community impact
Audience survey
Participant survey
Social media comments

Post-event CC Ltd
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Selby District's cultural sector gain a clear 
understanding of current audience and potential 
audiences
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Selby 950 creates opportunities for social 
interaction between residents and communities 
across Selby District



The proportion of residents who agree that the Selby 950 project made them feel proud to live in Selby 
District

Percentage of audience who agree  or strongly agree that the Selby 950 project made them feel proud to live in 
Selby District

Audience survey
Participant survey

Post-event CC Ltd

The proportion of residents who agree that Selby 950 projected a positive image of Selby District as a place 
to live, do business and visit

Percentage of audience who agree  or strongly agree that the Selby 950 project projected a positive image of 
Selby District as a place to live, do business and visit

Audience survey
Participant survey

Post-event CC Ltd

The proportion of visitors who agree Selby 950  enhanced their image of Selby as a visitor destination
Percentage of visitors who agree  or strongly agree that the Selby 950 enhanced their image of Selby as a visitor 
destination

Audience survey Post-event CC Ltd

The proportion of visitors who agree Selby 950 made it more likely that they will visit Selby for a short break 
or holiday in the next two years

Percentage of audience who agree  or strongly agree that the Selby 950 made it more likely that they will visit 
Selby for a short break or holiday in the next two years

Audience survey Post-event CC Ltd

The proportion of visitors who feel Selby 950 has made it more likely that they will recommend Selby as a 
place to visit to their friends and family

Percentage of audience who agree  or strongly agree that the Selby 950 project made it more likely that they will 
recommend Selby as a place to visit to their friends and family

Audience survey Post-event CC Ltd

Examples of how the Selby 950 projects resulted in projecting a more positive image of Selby Coding and counts of how Selby 950 projects resulted in projecting a more positive image of Selby
Audience survey
Participant survey
Social media comments

Post-event CC Ltd

Examples of how the Selby 950 projects resulted in feelings of pride Coding and counts of how Selby 950 projects resulted in feelings of pride
Audience survey
Participant survey
Social media comments

Post-event CC Ltd

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

The proportion of teachers who agree that taking part in the Selby 950 project has made their school more 
interested in taking part in future arts and cultural projects

Number of teachers who strongly agree  or agree  that taking part in the Selby 950 project has made their school 
more interested in taking part in future arts and cultural projects

Teacher survey Post-event CC Ltd

The number of local businesses who state that they support cultural (arts or heritage) events in the District Local Business survey
Post TdY
Post Parade
End of Year

CC Ltd

The ways in which local businesses support cultural (arts or heritage) events in the District Local Business survey
Post TdY
Post Parade
End of Year

CC Ltd

Total inward investment to Selby created by Selby 950 (direct impact) Funding provided to Selby 950 from external sources (public funders, private funders, sponsors, etc.)
Economic Impact Assessment survey
Telephone consultation

Post-event CC Ltd

Visitor spend by those attending Selby 950 projects (indirect impact)
Sum of spend on food and drink, shopping, travel and transport, other 'attractions', 'spending money' for children, 
merchandise and other by staying visitors linked to the Selby 950 programme

Audience survey
Participant survey

Post-event CC Ltd

Retained value after deadweight and leakage are accounted for Spend less leakage and deadweight
Economic Impact Assessment survey
Telephone consultation

Post-event CC Ltd

Return on investment Inward investment plus visitors spend, less leakage and deadweight, divided by SDC investment N/A End of Year CC Ltd

Number of local businesses who select different ways that they support cultural events in the district from a pre-
determined list
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Selby District's image is enhanced among the 
residents and visitors who engage with Selby 950

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

Expenditure in Selby District increases as a result of Selby 
950



OUTPUTS INDICATOR
DEFINITION

How is it calculated?
DATA SOURCE

How will it be measured?
FREQUENCY

How often will it be measured?
RESPONSIBLE

Who will measure it?

Total number of SDC Selby 950 commissions/projects Sum of all individual events / projects commissioned by Selby District Council
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Total number of Selby 950 commissions/projects delivered by cultural sector, community/voluntary sector, 
education, or business partners

Sum of all individual Selby 950 associated events / projects delivered by local partners Community Partner survey End of Year CC Ltd

Geographical spread of all commissions/projects Post code where events / project took place
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Discipline(s) of all commissions/projects Coding of all individual Selby 950 associated events / projects by discipline
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Genre(s) of all commissions/projects Coding of all individual Selby 950 associated events / projects by genre
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Heritage type(s) of all commissions/projects Coding of all individual Selby 950 associated events / projects by heritage type
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Access Access provision List of access provisions made for each Selby 950 event / project
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Project Team Lead
CC Ltd

Total number of permanent staff Sum of all paid permanent staff on Selby 950 team
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Total number of temporary staff Sum of all paid temporary staff on Selby 950 team
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Total number of arts, culture and heritage professionals Sum of all arts, culture and heritage professionals involved in Selby 950 projects
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Total number of volunteers Sum of all volunteers assisting on Selby 950 projects
SDC records
Project Specific Activity Log
Selby 950 Activity Log

Ongoing
Jennie Lowthian
Project Team Lead
CC Ltd

Total number of volunteer hours Sum of all volunteer hours spent assisting on Selby 950 projects Project Specific Activity Log Ongoing Project Team Lead
Total number of volunteer days Sum of all volunteer hours spent assisting on Selby 950 projects divided by 7 hours Project Specific Activity Log Ongoing Project Team Lead
Economic value of volunteers Number of volunteer days multiplied by £50 per day N/A End of Year CC Ltd

Total audience Sum of audience figures from across all projects
Audience counts at event
Jacob's method (using photography)
Project-Specific Activity Log

Ongoing CC Ltd

Total number of attendees Sum of spectators across all projects
Audience counts at event
Jacob's method (using photography)
Project-Specific Activity Log

Ongoing CC Ltd

Total number of participants Sum of those actively taking part across all projects
Audience counts at event
Jacob's method (using photography)
Project-Specific Activity Log

Ongoing CC Ltd

Marketing and communications activity undertaken by Selby 950 Record of marketing and communications activity undertaken Records kept by SDC Ongoing
Jennie Lowthian

Marketing and communications responsible for awareness

How people found out about Selby 950 events / projects overall and for each event:
- Friends / family members / colleagues - told me in person
- Friends / family members / colleagues - via social media
- www.selby.gov.uk
- Selby District Council - Facebook
- Selby District Council - Twitter
- Other website
- Other organisation's social media
- Advertising and printed promotional material
- Newspaper
- TV
- Radio
- Other

Audience survey
Participant survey

Post-event CC Ltd

Website analytics Google analytics Google analytics Ongoing (monthly) SDC Marketing & Comms Team

Social media analytics Facebook and Twitter analytics

Facebook analytics - SDC
Twitter analytics - SDC
Facebook analytics - Selby 950
Twitter analytics - Selby 950

Ongoing (monthly)
SDC Marketing & Comms Team
Jennie Lowthian

The proportion of people who are aware of Selby 950 The percentage of audiences who state yes they are aware of Selby 950
Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who know what Selby 950 is Coding and counts of descriptor words used by audience to describe Selby 950
Audience survey
Participant survey

Post-event CC Ltd

The proportion of people who are aware the project is part of the Selby 950 programme The percentage of audiences who state yes they were aware the project was part of Selby 950
Audience survey
Participant survey

Post-event CC Ltd

Total number of partners Activity log for partners
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Partner type (existing or new) Activity log for partners
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Partner organisation type Activity log for partners
SDC records
Selby 950 Activity Log

Ongoing
Jennie Lowthian
CC Ltd

Print coverage Media tracking and analysis TBC Ongoing (monthly) SDC Marketing & Comms Team
Broadcast coverage Media tracking and analysis TBC Ongoing (monthly) SDC Marketing & Comms Team
Online coverage Media tracking and analysis TBC Ongoing (monthly) SDC Marketing & Comms Team
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Selby 950 Programme
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(attendees and participants)

Marketing and Communications

Partnerships

Media Report





Motivations to Attend

Tour de Yorkshire - Selby

2. Which of the following best describes your motivations for visiting the Tour de Yorkshire Stage 1 Finish in
Selby Town Centre? (Please tick all that apply)

*

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Sport/cycling is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

Other (please share other motivations for attending)

2



Main Motivation

Tour de Yorkshire - Selby

3. And which was your main motivation? (Please tick one only)*

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Sport/cycling is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

[Insert text from Other]

4. Did you attend the Tour de Yorkshire Stage 1 Finish in Selby Town Centre with other people? (Please tick
one only)

*

Yes No

3



Group Composition

Tour de Yorkshire - Selby

Under 16

16 or over

5. How many of those you attended with are aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.

4



Selby Abbey

Tour de Yorkshire - Selby

6. Did you visit Selby Abbey whilst attending the Tour de Yorkshire in Selby Town Centre?  (Please tick one
only)

*

Yes No

7. Have you previously visited Selby Abbey (i.e. gone inside the Abbey)? (Please tick one only)*

Yes, in the last 12 months (not including the event day)

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, but more than five years ago

No, I have never visited Selby Abbey before

5



Selby Abbey - Visits in Last 12 Months

Tour de Yorkshire - Selby

8. Including the event day, how many times have you visited Selby Abbey in the last 12 months?

Please answer in numerical format, i.e. 2, rather than twice or two.

6



Your Thoughts on Selby Abbey

Tour de Yorkshire - Selby

 
Extremely

low
0 1 2 3 4

Extremely
high

5

Don't
know or

N/A

Historical value: it's historical importance and the
need to preserve it for the future

Symbolic value: it's meaning to Selby and residents'
identity

Spiritual value: it's role as a place of worship

Aesthetic value: it's beauty and being a source of
inspiration

Social value: it's ability to host events that connect
people and generate pride in the area

9. On a scale of 0-5 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 5 is 'extremely high'? (Please tick only one on each row)

*

7



Selby 950

Tour de Yorkshire - Selby

10. Have you heard of Selby 950? (Please tick one only)*

Yes No

8



About Selby 950

Tour de Yorkshire - Selby

11. What do you know about Selby 950?

12. Were you aware that the Tour de Yorkshire Stage 1 Finish in Selby Town Centre was part of Selby 950?
(Please tick one only)

*

Yes No

9



Selby 950 as Motivation

Tour de Yorkshire - Selby

13. On a scale of 0-10, how much did the event's connection to Selby 950 influence your decision to attend
the Tour de Yorkshire Stage 1 Finish, where 0 is 'not at all' and 10 is 'completely'?

*

0 - Not at all 10 - Completely

10



Marketing

Tour de Yorkshire - Selby

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

14. How did you find out about the Tour de Yorkshire Stage 1 Finish event in Selby Town Centre? (Please tick
all that apply)

*

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

letour.yorkshire.com

Tour de Yorkshire - Facebook / Twitter / Instagram

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*

11



Your Experience at the Event

Tour de Yorkshire - Selby

15. On a scale of 0-10, how likely is it that you would recommend a similar event in Selby to a friend, family
member or colleague, with 10 being 'extremely likely' and 0 being 'not at all likely'? Tick one only

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the event

The whole experience

16. How would you rate the following aspects of the Tour de Yorkshire Stage 1 Finish in Selby Town Centre?
(Please tick one only for each row)

*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

... gave me the opportunity to interact
with people who I wouldn’t have
normally interacted with.'

17. How much do you agree or disagree with the following statements? (Please tick one only for each row)

'The Tour de Yorkshire Stage 1 Finish in Selby Town Centre ...

*

18. Is there anything else you would like to say about your experience attending the event?

12



Place of Residence

Tour de Yorkshire - Selby

19. Do you live in Selby District? (Please tick one only)*

Yes No

13



Selby District Residents

Tour de Yorkshire - Selby

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
local community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live, do business
and visit.'

20. How much do you agree or disagree with the following statements? (Please tick one only for each row)

'Hosting the Tour de Yorkshire Stage 1 Finish in Selby ...

*

14



Visitors to Selby

Tour de Yorkshire - Selby

21. Was your visit to Selby Town Centre on the day you attended the Tour de Yorkshire Stage 1 Finish mainly,
partly or not at all due to the event? (Please tick one only)

*

Mainly Partly Not at all

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

My experience at the Tour de
Yorkshire Stage 1 Finish has
enhanced my image of Selby as a
visitor destination

My experience at the Tour de
Yorkshire Stage 1 Finish means that I
am more likely to visit Selby for a
short-break or holiday in the next 2
years

My experience at the Tour de
Yorkshire Stage 1 Finish means that I
am more likely to recommend Selby
as a place to visit to my friends and
family

22. How much do you agree or disagree with the following statements? (Please tick one only on each row)*

23. Did you visit just for the day, or did you stay overnight when you attended the Tour de Yorkshire in Selby?
(Please tick one only)

*

Just for the day Stayed overnight

15



Staying Visitors

Tour de Yorkshire - Selby

Number of days

Number of nights

24. During your the visit, at the time you attended the Tour de Yorkshire in Selby, how many nights did you
stay in the area and how many days?

Please answer in numerical format, i.e. 2, rather than two.

25. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.

16



Spend

Tour de Yorkshire - Selby

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Tour de Yorkshire merchandise

Other

26. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended the Tour de Yorkshire Stage 1 Finish? (please enter to the nearest £, or enter zero
as applicable - if you don't know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.

17



Engagement with Arts and Culture

Tour de Yorkshire - Selby

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

27. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? (Please tick all that apply)

18



About You

Tour de Yorkshire - Selby

28. What is your age? (Please pick one only)

If you describe your gender with another term, please provide this here:

29. Which one of the following best describes your gender? (Please tick one only)

Male

Female

In another way

Prefer not to say

30. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Please tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

31. What is your ethnicity? (Please tick one only)

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:

32. Do you live in the UK? (Please pick one only)*

Yes No

19



Post Code

Tour de Yorkshire - Selby

33. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 

20



Country of Residence

Tour de Yorkshire - Selby

34. What is your country of residence?

21



The Future

Tour de Yorkshire - Selby

35. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? (Please tick one only)

*

Yes No

36. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? (Please tick one only)

*

Yes No

22



In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to
which you opted-in via the previous questions, please enter your name and email address below.

Contact Details

Tour de Yorkshire - Selby

37. Name

38. Email address

23



Selby Sings Visit

Selby Sings

2. Did you attend Selby Sings with other people? 
(Tick one only)

*

Yes No

3



Group Composition

Selby Sings

Under 16

16 or over

3. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.

4



Selby Abbey

Selby Sings

4. Prior to attending Selby Sings, had you previously visited Selby Abbey? (Tick one only)*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey before

5



Selby Abbey - Previous Visits

Selby Sings

5. Including Selby Sings, how many times have you visited Selby Abbey in the last 12 months? (Please enter
your reply in numerical format, i.e. 2 rather than two)

6



Selby Abbey - Your Thoughts

Selby Sings

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

It's historical importance and the need to
preserve it for the future

It's meaning to Selby and residents' identity

It's role as a place of worship

It's beauty and being a source of inspiration

It's ability to host events that connect people
and generate pride in the area

6. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 10 is 'extremely high'? (Tick only one on each row)

7



Your Overall Experience of Selby Sings

Selby Sings

7. On a scale of 0-10, how likely is it that you would recommend a similar event in Selby to a friend, family
member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'? 

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the event

The whole experience

8. How would you rate the following aspects of Selby Sings? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

… was an enjoyable experience.’

9. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Selby Sings ...

8



Outcomes of Selby Sings

Selby Sings

10. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby Abbey
increased as a result of the Selby Sings project, where 0 is 'Not at all' and 10 is 'A lot'?  (Tick one only)

N.B. This could be as a result of attending the performance and / or conversations you have had with the
children involved.

Not at all - 0 A lot - 10

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community (i.e. pupils, their families
and schools).'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

11. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Selby Sings ...

12. What is the most interesting thing that you have learnt about Selby Abbey through Selby Sings?

13. How, if at all, has the Selby Sings project changed your thoughts and feelings towards Selby Abbey?

9



The Children Involved in Selby Sings

Selby Sings

14. Are you the parent / carer of one (or more) of the children who performed in Selby Sings?*

Yes No

11



Impact on Children Involved

Selby Sings

15. Have you witnessed any of the following changes in your child(ren) as a result of taking part in the Selby
Sings project? (Tick all that apply)

Participation in music activity has increased

Interest in the history of Selby Abbey has increased

Self-confidence has increased

Self-esteem has increased

What other changes, if any, have you seen in your child(ren) that you feel Selby Sings is responsible for?
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Place of Residence

Selby Sings

16. Do you live in Selby District? (Tick one only)*

Yes No

13



Visitors to Selby

Selby Sings

17. Did you visit just for the day, or did you stay overnight when you attended Selby Sings? (Tick one only)*

Just for the day Stayed overnight

14



Staying Visitors

Selby Sings

Number of days

Number of nights

18. During your the visit, at the time you attended Selby Sings, how many nights did you stay in the area and
how many days?

Please answer in numerical format, i.e. 2, rather than two.

19. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Spend

Selby Sings

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

20. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended Selby Sings? (please enter to the nearest £, or enter zero as applicable - if you
don't know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.

16



Engagement with Arts and Culture

Selby Sings

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

21. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)

17



This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Selby Sings

22. What is your age?

If you describe your gender with another term, please provide this here:

23. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

24. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

25. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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26. Do you live in the UK? (Tick one only)*

Yes No 

19



Post Code

Selby Sings

27. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 

20



Country of Residence

Selby Sings

28. What is your country of residence?

21



The Future

Selby Sings

29. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? 
(Tick one only)

*

Yes No

30. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? 
(Tick one only)

*

Yes No

22



Contact Details

Selby Sings

In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to which you opted-in via the previous
questions, please enter your name and email address below.

31. Name

32. Email address

23



Motivations to attend

Parade

2. Which of the following best describes your motivations for attending Parade? 
(Please tick all that apply)

*

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Carnival / parade is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

Other (please share other motivations for attending)

2



Main Motivation

Parade

3. And which was your main motivation? (Please tick one only)

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Carnival / parade is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

[Insert text from Other]

4. Did you attend Parade with other people? 
(Tick one only)

*

Yes No

3



Group Composition

Parade

Under 16

16 or over

5. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.

4



Selby Abbey

Parade

6. Did you visit Selby Abbey on the day you attended Parade? (Please tick one only)*

Yes No

7. Have you previously visited Selby Abbey (i.e. gone inside the Abbey)? (Please tick one only)*

Yes, in the last 12 months (including the day of Parade)

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey before
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Selby Abbey - Previous Visits

Parade

8. How many times have you visited Selby Abbey in the last 12 months? (Please enter your reply in numerical
format, i.e. 2 rather than two)
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Selby Abbey - Your Thoughts

Parade

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

It's historical importance and the need to
preserve it for the future

It's meaning to Selby and residents' identity

It's role as a place of worship

It's beauty and being a source of inspiration

It's ability to host events that connect people
and generate pride in the area

9. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 10 is 'extremely high'? (Tick only one on each row)

7



Selby 950

Parade

10. Have you heard of Selby 950? (Please tick one only)*

Yes No
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About Selby 950

Parade

11. What do you know about Selby 950?

12. Were you aware that Parade was part of Selby 950? (Please tick one only)*

Yes No

9



Your Overall Experience of Parade

Parade

13. On a scale of 0-10, how likely is it that you would recommend a similar event in Selby to a friend, family
member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'? 

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the event

The whole experience

14. How would you rate the following aspects of Parade? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

… gave me the opportunity to meet
people who I wouldn’t have normally
met.’

… was an enjoyable experience.’

15. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Parade ...
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Outcomes of Parade

Parade

16. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby Abbey
increased as a result of attending Parade, where 0 is 'Not at all' and 10 is 'A lot'?

Not at all - 0 A lot - 10

17. What is the most interesting thing that you have learnt about Selby Abbey through attending Parade?

18. How, if at all, has Parade changed your thoughts and feelings towards Selby Abbey?

19. Is there anything else you would like to say about your experience attending the event?

11



Place of Residence

Parade

20. Do you live in Selby District? (Tick one only)*

Yes No

12



Selby District Residents

Parade

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on
the local community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live, do business
and visit.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

21. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Parade ...
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Visitors to Selby

Parade

22. Was your visit to Selby Town Centre on the day you attended Parade mainly, partly or not at all due to the
event? (Please tick one only)

*

Mainly Partly Not at all

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

My experience at Parade has
enhanced my image of Selby as a
visitor destination

My experience at Parade means that I
am more likely to visit Selby for a
short-break or holiday in the next 2
years

My experience at Parade means that I
am more likely to recommend Selby
as a place to visit to my friends and
family

23. How much do you agree or disagree with the following statements? (Please tick one only on each row)

24. Did you visit just for the day, or did you stay overnight when you attended Parade? (Tick one only)*

Just for the day Stayed overnight

14



Staying Visitors

Parade

Number of days

Number of nights

25. During your the visit, at the time you attended Parade, how many nights did you stay in the area and how
many days?

Please answer in numerical format, i.e. 2, rather than two.

26. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.

15



Spend

Parade

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

27. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended Parade? (please enter to the nearest £, or enter zero as applicable - if you don't
know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.

16



Marketing

Parade

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

28. How did you find out about Parade? (Please tick all that apply)

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

www.yorkshire.com

www.visityork.org

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*

17



Engagement with Arts and Culture

Parade

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

29. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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In this section we will collect some personal information about you, such as your age, gender and
post code, which is very useful to us. The questions have been designed to align with the way the UK
Government collects Census data. By answering these questions, we will be able to see the extent to
which the Selby 950 programme is serving everyone in the community. It is not a requirement of the
survey to answer these questions. If there are any questions that you’d rather not answer, please
select “Prefer not to say” or skip to the next question.

We securely store this data until April 2020 when the research period is over, at which point it will be
destroyed.

About You

Parade

30. What is your age?

If you describe your gender with another term, please provide this here:

31. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

32. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

33. What is your ethnic group?

19



34. Do you live in the UK? (Tick one only)*

Yes No 

20



Post Code

Parade

35. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 

21



Country of Residence

Parade

36. What is your country of residence?

22



The Future

Parade

37. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? 
(Tick one only)

*

Yes No

38. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? 
(Tick one only)

*

Yes No

23



Contact Details

Parade

In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to which you opted-in via the previous
questions, please enter your name and email address below. These contact details will not be used for any other purposes and will not
form part of the evaluation.

39. Name

40. Email address
(Please double check once entered)
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Taking part refers to you taking part in the workshop activity that took place in the lead up to Parade,
and / or taking part in (i.e. appearing in) the parade itself on Wednesday 31 July.

Motivations to take part

Parade

2. Which of the following best describes your motivations for taking part in Parade? 
(Tick all that apply)

*

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Craft activity is an important part of who I am

Carnival / parade is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

Other (please share other motivations for attending)
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Main Motivation

Parade

3. And which was your main motivation? (Tick one only)

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Craft activity is an important part of who I am

Carnival / parade is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

[Insert text from Other]
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4. As part of the Parade project, workshops and engagement sessions took place with a number of local
groups. Through which of the following groups, if any, did you come to take part in Parade ? (Tick all that apply)

Selby Abbey Drama Group

Selby Abbey Family Funtime Group

Selby Abbey Choir

Selby Abbey Bellringers

Selby Community Choir

Selby Community House Friendship Friday

Selby Fire Station

St Mary's Catholic Primary School

Staynor Hall Community Primary Academy

Brayton CofE Primary School

Hambleton CofE Primary School

Selby College

Selby Swans WI

None of these

Other (please specify)

5. Which, if any, of the following did you take part in? (Tick all that apply)

Banner Making Workshop(s): Monday 15 July

Drama / Dancing Workshop(s): Wednesday 24 July - Friday 26 July

Parade Making Workshop(s): Friday 26 July - Saturday 27 July

Singing Workshop: Monday 29 July

Parade: Wednesday 31 July

None of these

4



Group Attendance

Parade

6. When you took part in these workshops, did you come alone or with other people?*

Alone With others

5



Group Composition

Parade

Under 16

16 or over

7. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.

6



Selby Abbey

Parade

8. Did you visit Selby Abbey because of taking part in Parade? (Please tick one only)*

Yes No

9. Have you previously visited Selby Abbey? (Please tick one only)*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey before

7



Selby Abbey - Previous Visits

Parade

10. How many times have you visited Selby Abbey in the last 12 months? (Please enter your reply in
numerical format, i.e. 2 rather than two)

8



Selby Abbey - Your Thoughts

Parade

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

11. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 10 is 'extremely high'? (Tick only one on each row)

*

9



Selby 950

Parade

12. Have you heard of Selby 950? (Please tick one only)*

Yes No
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About Selby 950

Parade

13. What do you know about Selby 950?

14. Were you aware that Parade was part of Selby 950? (Please tick one only)*

Yes No

11



Your Overall Experience of Parade

Parade

15. On a scale of 0-10, how likely is it that you would recommend taking part in a similar project in Selby to a
friend, family member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the workshop activity

Quality of the Parade event

The whole experience

16. How would you rate the following aspects of taking part in Parade? 
(Tick only one on each row)

*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

… gave me the opportunity to meet
people who I wouldn’t have normally
met.’

… was an enjoyable experience.’

17. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Parade ...

12



Outcomes of Parade

Parade

 Yes No N/A 

Crafts and making

Dance

Drama

Singing

Performance

Other (please specify)

Please list all other skills and or knowledge gained or developed from taking part in Parade

18. Have you gained new skills or developed existing skills in any of the following, through taking part in
Parade? (If you did not take part in workshop activity linked to the art form listed please select N/A)

*

 
A lot more
confident

A little more
confident The same Less confident N/A

Crafts and making

Dance

Drama

Singing

Performance

19. How has your confidence to take part in the following activities been affected by taking part in Parade? (If
you did not take part in workshop activity linked to the art form listed please select N/A)

*

20. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby Abbey
increased as a result of taking part in Parade, where 0 is 'Not at all' and 10 is 'A lot'?

*

Not at all - 0 A lot - 10
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21. What is the most interesting thing that you have learnt about Selby Abbey through taking part in Parade?

22. How, if at all, has Parade changed your thoughts and feelings towards Selby Abbey?

Less happy The same Happier Don't know

23. How much happier did taking part in Parade make you feel?*

Not at all proud Occasionally proud Mostly proud Very proud Don't know

24. Please rate how proud you feel of your contribution to Parade.*

25. Are you the parent / carer of one (or more) of the children who took part in Parade?*

Yes No
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Impact on the children involved

Parade

What other changes, if any, have you seen in your child(ren) that you feel Parade is responsible for?

26. Have you witnessed any of the following changes in your child(ren) as a result of them taking part in
Parade? (Tick all that apply)

Participation in arts and craft activity has increased

Interest in the history of Selby Abbey has increased

Self-confidence has increased

Self-esteem has increased

15



Selby District Residents

Parade

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on
the local community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live, do business
and visit.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

... has made me more interested in
taking part in future arts and cultural
events in Selby.'

27. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Parade ...

28. Is there anything else you would like to say about your experience of taking part in the project?

16



Marketing

Parade

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

29. How did you find out about Parade? (Please tick all that apply)

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

www.yorkshire.com

www.visityork.org

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Parade

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

30. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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In this section we will collect some personal information about you, such as your age, gender and
post code, which is very useful to us. The questions have been designed to align with the way the UK
Government collects Census data. By answering these questions, we will be able to see the extent to
which the Selby 950 programme is serving everyone in the community. It is not a requirement of the
survey to answer these questions. If there are any questions that you’d rather not answer, please
select “Prefer not to say” or skip to the next question.

We securely store this data until April 2020 when the research period is over, at which point it will be
destroyed.

About You

Parade

31. What is your age?

If you describe your gender with another term, please provide this here:

32. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

33. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

34. What is your ethnic group?

19



35. Do you live in the UK? (Tick one only)*

Yes No 

20



Post Code

Parade

36. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Parade

37. What is your country of residence?

22



The Future

Parade

38. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? 
(Tick one only)

*

Yes No

39. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? 
(Tick one only)

*

Yes No

23



Contact Details

Parade

In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to which you opted-in via the previous
questions, please enter your name and email address below. These contact details will not be used for any other purposes and will not
form part of the evaluation.

40. Name

41. Email address
(Please double check once entered)
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Your Attendance at Pilgrim

Pilgrim

1. On which date(s) did you attend Pilgrim? (Tick all that apply)*

Friday 22 November

Saturday 23 November

Sunday 24 November

Don't remember

2. Did you attend Pilgrim with other people? 
(Tick one only)

*

Yes No

2



Group Composition

Pilgrim

Under 16

16 or over

3. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.
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Motivations to Attend

Pilgrim

4. Which of the following best describes your motivations for attending Pilgrim at Selby Abbey? (Please tick all
that apply)

*

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Visual art is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

Other (please specify)
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Main Motivation

Pilgrim

5. And which was your main motivation? (Please tick one only)

To spend time with friends/family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Visual art is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate/stimulate my children

I was just passing by

[Insert text from Other]
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Your Overall Experience of Pilgrim

Pilgrim

6. On a scale of 0-10, how likely is it that you would recommend a similar event to a friend, family member or
colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the event

The whole experience

7. How would you rate the following aspects of Pilgrim? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

... gave me the opportunity to meet
people who I wouldn’t have normally
met.'

... was an enjoyable experience.'

8. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Pilgrim...

A lot A little Not at all Don't know

9. To what extent did Pilgrim make you think differently about the landscape surrounding Selby?*

6



Seeing Selby Differently

Pilgrim

10. You said that Pilgrim made you think differently about the landscape surrounding Selby. Please provide a
short explanation as to how below.

7



Outcomes of Pilgrim

Pilgrim

11. What message or story do you feel was shared by Pilgrim?

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

12. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Pilgrim ...
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13. As a result of attending Pilgrim, have you / do you plan to do any of the following? (Tick all that apply)

Find out more about how Nayan Kulkarni made the work

Do your own research into the aspects of Selby presented in the work

Talk to others about the aspects of Selby presented in the work

Go out and explore the landscape around Selby

Go to more events at Selby Abbey

Go to more video projection / illumination art installations

Go to more community events in Selby

Look for volunteering opportunities in Selby

Please specify anything else you have done / plan to do as a result of attending Pilgrim:

14. Is there anything else you would like to say about your experience of attending Pilgrim?

9



Selby Abbey and Pilgrim

Pilgrim

15. Have you visited Selby Abbey (gone inside the Abbey) as a result of attending Pilgrim?*

Yes No

10



Selby Abbey

Pilgrim

16. Have you previously visited (gone inside) Selby Abbey? (Tick one only)*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey
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Selby Abbey - Previous Visits

Pilgrim

17. Including any visit that resulted from Pilgrim, how many times have you visited Selby Abbey in the last 12
months? (Please enter your reply in numerical format, i.e. 2 rather than two)
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Selby Abbey - Your Thoughts

Pilgrim

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

18. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 10 is 'extremely high'? (Tick only one on each row)

A lot A little Not at all Don't know

19. To what extent did Pilgrim make you look at and / or think about Selby Abbey differently?*

13



Seeing Selby Abbey Differently

Pilgrim

20. You said that Pilgrim made you look at and / or think about Selby Abbey differently. Please provide a short
explanation as to how below.

14



Place of Residence

Pilgrim

21. Do you live in Selby District? (Tick one only)*

Yes No

15



Visitors to Selby

Pilgrim

22. Did you visit just for the day, or did you stay overnight when you attended Pilgrim? (Tick one only)*

Just for the day Stayed overnight

16



Staying Visitors

Pilgrim

Number of days

Number of nights

23. During your the visit, at the time you attended Pilgrim, how many nights did you stay in the area and how
many days?

Please answer in numerical format, i.e. 2, rather than two.

24. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Spend

Pilgrim

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

25. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended Pilgrim? (please enter to the nearest £, or enter zero as applicable - if you don't
know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Marketing

Pilgrim

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

26. How did you find out about Pilgrim? (Please tick all that apply)

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Passing by during the rehearsals on Wednesday and Thursday

Passing by on the evening I (first) attended the event

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Pilgrim

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

27. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Pilgrim

28. What is your age?

If you describe your gender with another term, please provide this here:

29. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

30. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

31. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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32. Do you live in the UK? (Tick one only)*

Yes No 
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Post Code

Pilgrim

33. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Pilgrim

34. What is your country of residence?
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The Future

Pilgrim

35. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? 
(Tick one only)

*

Yes No

36. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? 
(Tick one only)

*

Yes No
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Contact Details

Pilgrim

In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to which you opted-in via the previous
questions, please enter your name and email address below.

37. Name

38. Email address
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Selby Treasures Visit

Selby Treasures

1. Did you attend or take part in any of the following Selby Treasures pop-up events in November 2019? (Tick
all that apply)

*

Sainsbury's Pop-up Museum (Thursday 14 November)

Wetherells Pop-up Museum (Friday 15 November)

Summit Indoor Adventure Pop-up Museum (Friday 15 November)

Selby Library Pop-up Museum  (Saturday 23 November)

None of the above

2. Did you attend or take part in any of the following Selby Treasures community group sessions in November
2019? (Tick all that apply)

*

Youth Group session (11 November)

Drax session (13 November)

Friendship Friday session (22 November)

Brooke Lodge session (22 November)

Staynor Hall Primary School session

Young Farmers session

None of the above

3. In which of the following ways, if any, did you take part in the Selby Treasures activities in 2019? (Tick all
that apply)

*

I had a conversation with the Selby Treasures team at one of the pop-ups / community group sessions

I looked at the images of people and their objects at one of the pop-ups / community group sessions

I shared my own object / objects with Selby Treasures

I wrote a label for my object

I had my portrait drawn by the artist

None of the above, I've just come to see the exhibition
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4. Did you attend the Selby Treasures exhibition at Selby Abbey with other people?
(Tick one only)

*

Yes No
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Group Composition

Selby Treasures

Under 16

16 or over

5. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.
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Motivations to Attend

Selby Treasures

6. Which of the following best describes your motivations for attending the Selby Treasures exhibition at Selby
Abbey? (Please tick all that apply)

*

To see my object / portrait in the exhibition 

To show my object / portrait to others

To see a friend or family member's object / portrait

To spend time with friends / family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

I was just passing by

Other (please specify)
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Main Motivation

Selby Treasures

7. And which was your main motivation? (Please tick one only)

To see my object / portrait in the exhibition 

To show my object / portrait to others

To see a friend or family member's object / portrait

To spend time with friends / family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

I was just passing by

[Insert text from Other]
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Your Overall Experience of Selby Treasures

Selby Treasures

8. On a scale of 0-10, how likely is it that you would recommend a similar event to a friend, family member or
colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the project / event

The whole experience

9. How would you rate the following aspects of the Selby Treasures exhibition? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

'... gave everyone the chance to share
and celebrate together.'

'... gave me the opportunity to meet
people who I wouldn’t have normally
met.'

'... was an enjoyable experience.'

10. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'The Selby Treasures exhibition...
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Outcomes of Selby Treasures

Selby Treasures

11. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby increased as
a result of the Selby Treasures exhibition, where 0 is 'Not at all' and 10 is 'A lot'?  (Tick one only)

Not at all - 0 A lot - 10

Yes, a lot Yes, a little No N/A or Don't know

If yes, please explain how:

12. Has the Selby Treasures exhibition changed your idea of what a museum is and can be?

Very valuable Somewhat valuable A little valuable Not at all valuable

Please explain why you feel this way below:

13. How valuable do you feel that museums are within a community?
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 Likely Neither likely nor unlikely Unlikely Don't know

Your own research into
Selby's history

Talk to others about
Selby's history

Go to more heritage
events in Selby

Take part in
other heritage projects 

Join a heritage group /
history society in Selby

Go to more community
events in Selby

Take part in other
community projects in
Selby

Visit museums
elsewhere

Look for volunteering
opportunities in Selby

Please specify anything else you have done / plan to do as a result of attending or taking part in Selby Treasures:

14. As a result of attending the Selby Treasures exhibition, how likely is it that you will do the following (Tick
one only of each row)

15. What is the most interesting thing that you have learnt about Selby through Selby Treasures?
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Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

16. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Selby Treasures ...
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Selby Abbey

Selby Treasures

17. Prior to attending the Selby Treasures exhibition, had you previously visited Selby Abbey? (Tick one only)*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey before
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Selby Abbey - Previous Visits

Selby Treasures

18. Including your visit for the Selby Treasures exhibition, how many times have you visited Selby Abbey in
the last 12 months? (Please enter your reply in numerical format, i.e. 2 rather than two)
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Selby Abbey - Your Thoughts

Selby Treasures

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

19. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is extremely low
and 10 is extremely high? (Tick only one on each row)
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Place of Residence

Selby Treasures

20. Do you live in Selby District? (Tick one only)*

Yes No

14



Visitors to Selby

Selby Treasures

21. Did you visit just for the day, or did you stay overnight when you attended the Selby Treasures exhibition?
(Tick one only)

*

Just for the day Stayed overnight
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Staying Visitors

Selby Treasures

Number of days

Number of nights

22. During your visit, at the time you attended the Selby Treasures exhibition, how many nights did you stay in
the area and how many days?

Please answer in numerical format, i.e. 2, rather than two.

23. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Spend

Selby Treasures

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

24. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended the Selby Treasures exhibition? (please enter to the nearest £, or enter zero as
applicable - if you don't know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Marketing

Selby Treasures

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

25. How did you find out about the Selby Treasures exhibition? (Please tick all that apply)

Via the Selby Treasures pop-up / community events in November

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby Treasures pop-up on Monday 4 November at Market Cross

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Selby Treasures

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

26. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Selby Treasures

27. What is your age?

If you describe your gender with another term, please provide this here:

28. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

29. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

30. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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31. Do you live in the UK? (Tick one only)*

Yes No 
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Post Code

Selby Treasures

32. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Selby Treasures

33. What is your country of residence?
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Selby Treasures Visit

Selby Treasures

1. Part 1 of Selby Treasures was made up of four pop-up museums. Which of the following did you attend or
take part in? (Tick all that apply)

*

Sainsbury's Pop-up Museum (Thursday 14 November)

Wetherells Pop-up Museum (Friday 15 November)

Summit Indoor Adventure Pop-up Museum (Friday 15 November)

Selby Library Pop-up Museum  (Saturday 23 November)

2. In which of the following ways did you take part in Selby Treasures? (Tick all that apply)*

I had a conversation with the Selby Treasures team at one of the pop-ups

I looked at the images and portraits of people and their objects

I shared my own object / objects with Selby Treasures

I wrote a label for my object

I had my portrait drawn by the artist

None of the above

3. Did you attend or take part in Selby Treasures with other people? 
(Tick one only)

*

Yes No
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Group Composition

Selby Treasures

Under 16

16 or over

4. How many of those you attended with were aged... (this does not include yourself)

Please enter in numerical format, i.e. 3, as opposed to three.
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Motivations to Attend

Selby Treasures

5. Which of the following best describes your motivations for attending or taking part in the Selby Treasures
events? (Please tick all that apply)

*

To spend time with friends / family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

I was just passing by

Other (please specify)

4



Main Motivation

Selby Treasures

6. And which was your main motivation? (Please tick one only)

To spend time with friends / family

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

I was just passing by

[Insert text from Other]
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Your Overall Experience of Selby Treasures

Selby Treasures

7. On a scale of 0-10, how likely is it that you would recommend a similar project / event to a friend, family
member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the project / event

The whole experience

8. How would you rate the following aspects of Selby Treasures? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

'... gave everyone the chance to share
and celebrate together.'

'... gave me the opportunity to meet
people who I wouldn’t have normally
met.'

'... was an enjoyable experience.'

9. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Selby Treasures...
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Outcomes of Selby Treasures

Selby Treasures

10. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby increased as
a result of Selby Treasures, where 0 is 'Not at all' and 10 is 'A lot'?  (Tick one only)

Not at all - 0 A lot - 10

Yes, a lot Yes, a little No N/A or Don't know

If yes, please explain how:

11. Has the Selby Treasures project changed your idea of what a museum is and can be?

Very valuable Somewhat valuable A little valuable Not at all valuable

Please explain why you feel this way below:

12. How valuable do you feel that museums are within a community?
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 Likely Neither likely nor unlikely Unlikely Don't know

Your own research into
Selby's history

Talk to others about
Selby's history

Go to more heritage
events in Selby

Take part in
other heritage projects 

Join a heritage group /
history society in Selby

Go to more community
events in Selby

Take part in other
community projects in
Selby

Visit museums
elsewhere

Look for volunteering
opportunities in Selby

Please specify anything else you have done / plan to do as a result of attending or taking part in Selby Treasures:

13. As a result of attending or taking part in Selby Treasures, how likely is it that you will do the following (Tick
one only of each row)

14. What is the most interesting thing that you have learnt about Selby through Selby Treasures?
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Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

15. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Selby Treasures ...
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Selby Abbey and Selby Treasures

Selby Treasures

16. Has attending or taking part in one or more of the Selby Treasures events inspired you to visit Selby
Abbey?

*

Yes No
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Selby Abbey

Selby Treasures

17. Prior to being involved with Selby Treasures, had you previously visited Selby Abbey? (Tick one only)*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey before
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Selby Abbey - Previous Visits

Selby Treasures

18. How many times have you visited Selby Abbey in the last 12 months? (Please enter your reply in
numerical format, i.e. 2 rather than two)
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Selby Abbey - Your Thoughts

Selby Treasures

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

19. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is extremely low
and 10 is extremely high? (Tick only one on each row)
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Place of Residence

Selby Treasures

20. Do you live in Selby District? (Tick one only)*

Yes No
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Visitors to Selby

Selby Treasures

21. Did you visit just for the day, or did you stay overnight when you attended Selby Treasures? (Tick one
only)

*

Just for the day Stayed overnight
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Staying Visitors

Selby Treasures

Number of days

Number of nights

22. During your the visit, at the time you attended Selby Treasures, how many nights did you stay in the area
and how many days?

Please answer in numerical format, i.e. 2, rather than two.

23. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Spend

Selby Treasures

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

24. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended Selby Treasures? (please enter to the nearest £, or enter zero as applicable - if you
don't know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Marketing

Selby Treasures

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

25. How did you find out about Selby Treasures? (Please tick all that apply)

Selby Treasures pop-up at Market Cross on Monday 4 November

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby Treasures pop-up on Monday 4 November at Market Cross

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Selby Treasures

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

26. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Selby Treasures

27. What is your age?

If you describe your gender with another term, please provide this here:

28. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

29. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

30. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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31. Do you live in the UK? (Tick one only)*

Yes No 
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Post Code

Selby Treasures

32. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Selby Treasures

33. What is your country of residence?
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The Future

Selby Treasures

34. Selby 950 has been created to celebrate 950 years since the founding of Selby Abbey and the fantastic
heritage of the historic market town. From Bell Peals to Bands in the Park, from Living History Days to Family
Fun Days and from a Carnival Style Parade to spectacular Illuminations on the Abbey. Each month,
throughout the year, there will be something for you to see, do and be a part of.

Would you like to receive email updates about Selby 950? 
(Tick one only)

*

Yes No

35. Would you be happy for Courtney Consulting Ltd. or Selby District Council to contact you about future
research linked to Selby 950? 
(Tick one only)

*

Yes No
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Contact Details

Selby Treasures

In order that Courtney Consulting Ltd or Selby District Council can contact you for the purposes to which you opted-in via the previous
questions, please enter your name and email address below.

36. Name

37. Email address
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Hidden Histories Visit

Hidden Histories

1. Which of the following Hidden Histories streetscape installations have you seen? (Tick all that apply)*

Selby Park (benches, bandstand, playground, and benches near the Jinnah)

Market Place (paving slabs and gate to George's Alleyway)

Riverside (amphitheatre, toll bridge and walls)

Selby Railway Station

None - I have not seen the installations (but did contribute a story / stories to the project)
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Hidden Histories Visit

Hidden Histories

2. Did you see any of the Hidden Histories streetscape installations with other people? 
(Tick one only)

*

Yes No
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Group Composition

Hidden Histories

Under 16

16 or over

3. How many of the people you saw the Hidden Histories streetscapes with were aged... (this does not include
yourself)

Please enter in numerical format, i.e. 3, as opposed to three.
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Hidden Histories Contribution

Hidden Histories

4. In which of the following ways, if any, did you take part in Hidden Histories? (Tick all that apply)

I contributed my own stories or memories to the project

I contributed my family's stories or memories to the project

I did not take part in the project (i.e. I've just seen the installations)
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Plan or Chance

Hidden Histories

5. Did you plan to visit each of the Hidden Histories streetscape installations you saw, or just come
across them? (Tick one only)

*

I planned to visit all of the installations I saw

I came across all of the installations I saw

I planned to visit some of the installations I saw and came across others

I don't remember
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Motivations to Attend

Hidden Histories

6. Reflecting on the Hidden Histories streetscape installations that you saw, which of the following best
describes your motivations for going to visit the installations or stopping to look when you came across them?
(Please tick all that apply)

*

To see my own stories or memories

To see my family's stories or memories

To show my own / my family's stories or memories to others

To spend time with friends / family

Curiosity to discover what the installation was

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

Other (please specify)
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Main Motivation

Hidden Histories

7. And which was your main motivation? (Please tick one only)

To see my own stories or memories

To see my family's stories or memories

To show my own / my family's stories or memories to others

To spend time with friends / family

Curiosity to discover what the installation was

For a special occasion

For peace and quiet

To be intellectually stimulated

To be entertained

To be inspired

To do something new/out of the ordinary

To learn something

To enjoy the atmosphere

For reflection

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

To entertain my children

To educate / stimulate my children

[Insert text from Other]
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Your Overall Experience of Hidden Histories

Hidden Histories

8. On a scale of 0-10, how likely is it that you would recommend a similar project / event to a friend, family
member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the project

The whole experience

9. How would you rate the following aspects of the Hidden Histories streetscape installations that you saw?
(Tick only one on each row)

*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

'... gave everyone the chance to share
and celebrate together.'

'... gave me the opportunity to meet
people who I wouldn’t have normally
met.'

'... gave me the opportunity to reflect
on my own / my family's past in Selby.'

'... was an enjoyable experience.'

10. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Hidden Histories...

9



Outcomes of Hidden Histories

Hidden Histories

11. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby increased as
a result of Hidden Histories, where 0 is 'Not at all' and 10 is 'A lot'? 

Not at all - 0 A lot - 10

12. What is the most interesting thing that you have learnt about Selby and / or its residents through Hidden
Histories?

If yes, please say which street installations evoked personal memories and, if you would like to, the memories it / they evoked:

13. Did any of the Hidden Histories street installations evoke personal memories?

Yes No

Much better Somewhat better No different Somewhat worse Much worse

Please explain why you feel this way below:

14. How does presenting local history in this way (i.e. installations in pubic spaces) compare to more
traditional methods, e.g. exhibitions in museums and local history centres?

Presenting local history in this way is ...
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15. As a result of seeing one or more of the Hidden Histories streetscape installations, have you / do you plan
to do any of the following? (Tick all that apply)

Your own research into Selby's history

Talk to others about Selby's history / their memories of Selby

Go to more heritage events in Selby

Take part in other heritage projects 

Join a heritage group / history society in Selby

Go to more community events in Selby

Take part in other community projects in Selby

Look for volunteering opportunities in Selby

Please specify anything else you have done / plan to do as a result of seeing the Hidden Histories project:

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live, do business
and visit.'

... has made me more interested in
attending future arts and cultural
events in Selby.'

16. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Hidden Histories ...

11



Selby Abbey

Hidden Histories

17. Did visiting one or more of the Hidden Histories streetscape installations inspire you to visit Selby Abbey?

Yes No

18. Including any visit to the Abbey inspired by the Hidden Histories project, have you ever visited Selby
Abbey? (Tick one only)

*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey

12



Selby Abbey - Previous Visits

Hidden Histories

19. How many times have you visited Selby Abbey in the last 12 months? (Please enter your reply in
numerical format, i.e. 2 rather than two)

13



Selby Abbey - Your Thoughts

Hidden Histories

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

20. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is extremely low
and 10 is extremely high? (Tick only one on each row)

14



Place of Residence

Hidden Histories

21. Do you live in Selby District? (Tick one only)*

Yes No

15



Visitors to Selby

Hidden Histories

22. Did you visit just for the day, or did you stay overnight when you saw the Hidden Histories streetscape
installation(s)? (Tick one only)

*

Just for the day Stayed overnight

16



Staying Visitors

Hidden Histories

Number of days

Number of nights

23. During your the visit, at the time you attended Hidden Histories, how many nights did you stay in the area
and how many days?

Please answer in numerical format, i.e. 2, rather than two.

24. Would you mind telling us how much you estimate your group (you and any others with you) spent in total
on accommodation in Selby as part of your visit? (Please enter to the nearest £, or enter zero if applicable - if
you don't know or prefer not to answer please leave the box blank).

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Spend

Hidden Histories

Food and drink

Shopping

Travel and transport (including parking)

Other ‘attractions’

‘Spending money’ for children

Selby Abbey merchandise

Other

25. How much do you estimate you spent on you and others with you on the following during your visit to
Selby, when you attended Hidden Histories? (please enter to the nearest £, or enter zero as applicable - if you
don't know or prefer not to answer please leave the box blank)

Please answer in numerical format, i.e. 20, rather than twenty. The £ sign is not required.
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Marketing

Hidden Histories

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

26. How did you find out about Hidden Histories? (Please tick all that apply)

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Passing by one of the streetscape installations

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Hidden Histories

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

27. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)

20



This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Hidden Histories

28. What is your age?

If you describe your gender with another term, please provide this here:

29. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

30. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

31. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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32. Do you live in the UK? (Tick one only)*

Yes No 

22



Post Code

Hidden Histories

33. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Hidden Histories

34. What is your country of residence?

24



Hidden Histories Contribution

Hidden Histories

1. In which of the following ways, if any, did you take part in Hidden Histories? (Tick all that apply)*

I contributed my own stories or memories to the project

I contributed my family's stories or memories to the project

I recommended someone else as a potential contributor

I did not take part in the project

Other (please specify)

2



Motivations to Take Part

Hidden Histories

2. Which of the following best describes your motivations for taking part in the Hidden Histories
project? (Please tick all that apply)

*

To share my own stories or memories

To share my family's stories or memories

For fun

I was inspired by the opportunity

To do something new/out of the ordinary

To learn about others taking part in the project

To reflect 

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

Other (please specify)
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Main Motivation

Hidden Histories

3. And which was your main motivation? (Please tick one only)

To share my own stories or memories

To share my family's stories or memories

For fun

I was inspired by the opportunity

To do something new/out of the ordinary

To learn about others taking part in the project

To reflect 

Local history / heritage is an important part of who I am

To escape from everyday life

For academic reasons

For professional reasons

[Insert text from Other]
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Your Overall Experience of Hidden Histories

Hidden Histories

4. On a scale of 0-10, how likely is it that you would recommend a similar project / event to a friend, family
member or colleague, with 0 being 'not at all likely' and 10 being 'extremely likely'?

*

0 - Not at all likely 10 - Extremely likely

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Quality of the project

The whole experience

5. How would you rate the following aspects of the Hidden Histories project? (Tick only one on each row)*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

'... gave people the chance to share
and celebrate their stories together.'

'... gave me the opportunity to reflect
on my own / my family's past in Selby.'

'... was an enjoyable experience.'

6. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Hidden Histories...
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Outcomes of Hidden Histories

Hidden Histories

7. On a scale of 0-10, where 0 is 'Not at all' and 10 is 'A lot', how much has your knowledge and
understanding of the history of Selby increased as a result of taking part Hidden Histories and seeing others'
stories and reflections? (If this is not applicable to you please leave blank).

Not at all - 0 A lot - 10

8. What is the most interesting thing that you have learnt about Selby and / or its residents through Hidden
Histories? (If this is not applicable please leave blank).

If yes, please say how and, if you would like to, the memories it evoked:

9. Did taking part in Hidden Histories evoke personal memories?

Yes No
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10. As a result of taking part in the Hidden Histories project, have you / do you plan to do any of the following?
(Tick all that apply)

Your own research into Selby's history

Talk to others about Selby's history / their memories of Selby

Go to more heritage events in Selby

Take part in other heritage projects 

Join a heritage group / history society in Selby

Go to more community events in Selby

Take part in other community projects in Selby

Look for volunteering opportunities in Selby

Please specify anything else you have done / plan to do as a result of taking part in Hidden Histories:

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community.'

... made me feel proud to live in Selby
District.'

... projected a positive image of Selby
as a good place to live, do business
and visit.'

... has made me more interested
in taking part in future arts and cultural
events in Selby.'

11. How much do you agree or disagree with the following statements? 
(Tick one only for each row)

'Hidden Histories ...
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Selby Abbey

Hidden Histories

12. Did taking part in Hidden Histories inspire you to visit Selby Abbey?

Yes No

13. Including any visit to the Abbey inspired by the Hidden Histories project, have you ever visited Selby
Abbey? (Tick one only)

*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, I have never visited Selby Abbey
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Selby Abbey - Previous Visits

Hidden Histories

14. How many times have you visited Selby Abbey in the last 12 months? (Please enter your reply in
numerical format, i.e. 2 rather than two)

9



Selby Abbey - Your Thoughts

Hidden Histories

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

Its historical importance and the need to
preserve it for the future

Its meaning to Selby and residents' identity

Its role as a place of worship

Its beauty and being a source of inspiration

Its ability to host events that connect people
and generate pride in the area

15. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is extremely low
and 10 is extremely high? (Tick only one on each row)
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Selby 950

Hidden Histories

16. Have you heard of Selby 950? (Please tick one only)*

Yes No
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About Selby 950

Hidden Histories

17. What do you know about Selby 950?

18. Were you aware that Hidden Histories was part of Selby 950? (Please tick one only)

Yes No

12



Marketing

Hidden Histories

Please share the names of the other organisations' websites, social media and / or other ways you found out about the event

19. How did you find out about Hidden Histories? (Please tick all that apply)

Friends/family/colleagues - told me in person

Friends/family/colleagues - told me via social media

Selby 950 - Facebook

Selby 950 - Twitter

www.selby.gov.uk

Selby District Council - Facebook

Selby District Council - Twitter

Other website*

Other organisation social media (e.g. Facebook / Twitter / Instagram)*

Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)

Newspaper

TV

Radio

Don't remember

None of the above

Other*
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Engagement with Arts and Culture

Hidden Histories

 
Audience member -

anywhere Taken part - anywhere
Audience member / taken

part - in Selby District

Ballet / Dance

Circus

Comedy

Festivals

Film

Heritage / Local history events

Literature / Spoken Word / Poetry

Museum / Historical attraction

Music

Opera

Outdoor events

Theatre

Visual arts / crafts

None of the above

20. In the last 12 months, have you attended (as an audience member) or taken part in any of the following
anywhere (in the UK or abroad), and which in Selby District specifically? 
(Tick all that apply in each column)
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This final section is about you. It’s a little more personal but is really useful to us. The questions have
been designed to align with the way the UK Government collects Census data. This enables us to
compare our visitor profile to the general population. By answering these questions, you will help us
to see the extent to which we're serving everyone in our community. If there are any questions that
you’d rather not answer, please select “Prefer not to say” or skip to the next question.

About You

Hidden Histories

21. What is your age?

If you describe your gender with another term, please provide this here:

22. Which one of the following best describes your gender? 
(Tick one only)

Male

Female

In another way

Prefer not to say

23. The Equality Act 2010 defines a disability as a "physical or mental impairment which has a substantial and
long-term adverse effect on a person's ability to carry out normal day-to-day activities". An effect is long-term if
it has lasted, or is likely to last, more than 12 months.

Are your day-to-day activities limited by a disability or long-term health problem that has, or is expected to last
more than 12 months? (Tick one only)

Yes, limited a lot

Yes, limited a little

No

Prefer not to say

24. What is your ethnicity? 

Ethnic origin is not about nationality, place of birth or citizenship. It is about the group to which you perceive
you belong. Please select the appropriate option:
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25. Do you live in the UK? (Tick one only)*

Yes No 
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Post Code

Hidden Histories

26. What is your full postcode? This will only be used to analyse and map where audiences have come from
to attend events.

Please enter your full postcode (i.e. YO8 9FT). 
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Country of Residence

Hidden Histories

27. What is your country of residence?

18





Thank you for your time in completing this survey

Selby Sings

 Yes No Don't know / Not sure

I enjoyed the project

I learnt a lot about the history of Selby Abbey

It made me feel that Selby Abbey is an important
part of Selby’s history

It made me want to find out more about the history
of Selby Abbey

I got better at writing and composing songs

I got better at performing in front of people

I feel more confident writing and composing songs

I feel more confident performing in front of other
people

It was good performing with children from other
schools

I felt special

I feel prouder to live in Selby

It made me think Selby is a special place

I would like to do a project like Selby Sings again

1. Think back to all the activities you took part in for the Selby Sings project - the history workshops, the song
writing workshops and the performances.

Please tick the face that shows how you feel about each statement.

2. What did you like most about the Selby Sings project?

1



3. What did you not like about the Selby Sings project?

4. What was the most interesting thing you learnt about Selby Abbey during the Selby Sings project?

5. What do you most like about living in Selby?

2



Thank you for your time in completing this survey

Parade

 Yes No Don't know Not applicable

I enjoyed taking part in the workshops and / or
parade

I learnt about the history of Selby Abbey through the
workshops and / or parade

The Parade project made me feel that Selby Abbey
is an important part of Selby’s history

The Parade project made me want to find out more
about the history of Selby Abbey

I got better at making things through the workshops

I got better at performing through the workshops
and / or parade

I feel more confident making things because of the
workshops

I feel more confident performing because of the
workshops and / or parade

It was good taking part with other people (children
and adults)

I felt special taking part in the Parade project

I feel prouder to live in Selby because of the Parade
project

The Parade project made me think Selby is a
special place

I would like to take part in a project like Parade
again

2. Think back to all the activities you took part in for Parade, which could include workshops in banner making,
drama, dance and movement, singing and the parade itself.

Please tick yes, no or don't know in response to each statement. If the statement does not apply to you (for
example, you didn't make things in a workshop), tick not applicable.
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3. What did you like most about the workshops and / or parade?

4. What did you not like about taking part in the workshops and / or parade?

5. What was the most interesting thing you learnt about Selby Abbey through taking part in the workshops and
/ or parade

6. What do you most like about Selby?

7. What is your age?

3





YOUR SCHOOL

Selby Sings

1. Please enter the name of your school (this will only be used to track responses - it will not be used as part
of the evaluation):

2. Please enter the school's post code:

2



Motivation to Get Involved

Selby Sings

Reason 1:

Reason 2:

Reason 3:

3. What were the key reasons for you / your school deciding to take part in Selby Sings? Please list up to three
key reasons

3



Your Overall Experience of Selby Sings

Selby Sings

 
Very good Good

Neither good
nor poor Poor Very poor

Don't know or
N/A

Clarity of information provided about
the project

Timeliness of information provided
about the project

Quality of the workshop with the Drax
learning team

Quality of the workshops with
Performing Arts etc.

Quality of the Teachers CPD session

Quality of the live performances at
Selby Abbey

The whole experience

4. Overall, how would you rate the following aspects of Selby Sings? Please tick only one on each row*

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... gave everyone the chance to share
and celebrate together.'

... gave the pupils who took part the
chance to meet people they otherwise
would not have met.'

… was an enjoyable experience.’

5. How much do you agree or disagree with the following statements? Please tick one only on each row

'Selby Sings ...

*
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Outcomes of Selby Sings

Selby Sings

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive impact on the
community (i.e. pupils, their families
and schools).'

... made me feel proud to work in
Selby District.'

... projected a positive image of Selby
as a good place to live.'

... has made the school more
interested in taking part in future arts
and cultural projects.'

6. How much do you agree or disagree with the following statements? Please tick one only on each row

'Selby Sings ...

*

7. On a scale of 0-10, how much has your knowledge and understanding of the history of Selby Abbey
increased as a result of the Selby Sings project, where 0 is 'Not at all' and 10 is 'A lot'? 

*

Not at all - 0 A lot - 10

8. What is the most interesting thing that you have learnt about Selby Abbey through Selby Sings?
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Impact of Selby Sings on Pupils

Selby Sings

9. Which of the following did your pupils develop from taking part in Selby Sings? Please tick all that apply*

Music skills

Performance skills

Knowledge of Selby Abbey's history

Creativity

Self-confidence

Team working

Communication skills

None of the above

Other (please specify)

What other changes, if any, did you notice in the children that you feel Selby Sings is responsible for?

10. Have you witnessed any of the following changes in the pupils who took part in the Selby Sings project?
Please tick all that apply

Increased interest in music 

Increased interest in performing

Increased interest in history

11. Reflecting on your pupils overall experience of Selby Sings and any feedback they have given you, what
was / were the most valuable thing(s) that they gained from taking part?

12. Reflecting on your pupils overall experience of Selby Sings and any feedback they have given you, how
could future projects like this be improved?

6



13. If there is anything further that you would like to share about your own and your pupils experience of Selby
Sings please do so below:
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Selby Abbey

Selby Sings

14. Prior to taking part in Selby Sings, had the school previously visited Selby Abbey? Please tick one only*

Yes, in the last 12 months

Yes, between one and two years ago

Yes, between two and three years ago

Yes, between three and five years ago

Yes, more than five years ago

No, the school had never visited Selby Abbey before

Don't know

8



Selby Abbey - Previous Visits

Selby Sings

15. Including Selby Sings, how many times have the school visited Selby Abbey in the last 12 months?
(Please enter your reply in numerical format, i.e. 2 rather than two, or if you don't know please leave blank)
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Selby Abbey - Your Thoughts

Selby Sings

 
Extremely

low
0 1 2 3 4 5 6 7 8 9

Extremely
high
10

Don't
know

or
N/A

It's historical importance and the need to
preserve it for the future

It's meaning to Selby and residents' identity

It's role as a place of worship

It's beauty and being a source of inspiration

It's ability to host events that connect people
and generate pride in the area

16. On a scale of 0-10 how would you score the following in relation to Selby Abbey, where 0 is 'extremely low'
and 10 is 'extremely high'? Please tick only one on each row
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Selby 950: Economic Impact Partner Survey
 

Thank you very much in advance for completing this survey. It will be used to provide a 

robust evidence base that will inform the comprehensive evaluation of Selby 950 currently 

being by undertaken by Courtney Consulting (www.courtneyconsulting.co.uk) on behalf of 

Selby District Council. 

 We will use the information you provide to model the economic impact of a variety of 

different events and activities that make up the Selby 950 programme. Please note that all 

the information you supply for this survey will be treated as strictly confidential and will not 

be shared / used for any other purposes. 

We have deliberately made the survey as short as possible. We have sent you an email with 

a link to this survey and a pdf version that you can print and fill-in as you collect the relevant 

data. Once you've completed the paper version please open the survey link and add this to 

the online survey. In some instances you might not have exact figures, if this is the case 

please make an informed estimate or contact Shaun to discuss in more detail. 

If you have any queries (from the simple to the complex) please don't hesitate to contact 

me - Shaun Romain (shaun.romain@sedumconsulting.uk). 

Many thanks again for your help, 

Shaun 

 

1. Please can you supply the following contact details?  

We might need to contact you by email or telephone if we have any queries. 

Survey completed by:           

Organisation:            

Contact email:            

Contact phone:           

 

2. Can you tell us the name of your event?          

 

To help us understand the economic impact of your event we need to know how much it 

cost. The following questions ask for you to estimate how much was spent on a range of 

items.  

Please provide estimates to the nearest £10, using only whole numbers (i.e. 10, 230, 12450 

etc.). Don't forget to include any pre-event costs such as the cost of the time involved in 

planning and organising the event or any post event costs such as your own evaluation or 

review processes etc. 

Please supply all figures net of VAT. 

  



3. How much did your project cost in relation to the following: 

Total Staff Wages 
(incl Salary; Employer National Insurance contribution; Pension contribution etc.) 

    

Total Freelance Fees & their Expenses 

    

Total services purchased 
(i.e. marketing / promotion support, catering, security services, web services etc.) 

    

Total Equipment Hire 
(i.e. stage, lighting and PA systems hire, facilities hire, catering equipment, additional toilets etc.) 

    

Any other expenditure  

    

 

Next we have to understand how much of your project's expenditure stayed within Selby 

District and how much 'leaked' into other parts of the national economy.  

To do this we'd like you to estimate how much of each figure for question 3 went to local 

workers and businesses and how much went to those located outside of Selby District. 

For ease of calculation we will assume that all wages are retained within the District. For the 

other types of expenditure please provide an estimated figure for the amount that is 

retained within the local economy.  

For example it might be that a total of £1500 was spent on Freelance Fees and Expenses. 

This went to three people of which two live within Selby District and whose costs equal 

£1200. In this instance you would write 1200 in the relevant box below. 

Please supply all figures net of VAT.

 

4. How much of your project's expenditure was retained in Selby District in relation to the 

following: 

Freelance Fees & their Expenses retained      

Services costs retained        

Equipment Hire costs retained       

Other expenditure retained        

 

  



Finally, it is important to understand where you project's financial support originated from - 

how much was inward investment (coming from outside of Selby District) and how much 

was 'dead-weight' and would have been spend locally anyway, even if it hadn't been spent 

on Selby 950. 

Please provide estimates to the nearest £10, using only whole numbers (i.e. 10, 230, 12450 

etc.). 

Please supply all figures net of VAT. 

 

5. Can you tell us the value of the financial support you received to deliver your project? 

Funds provided by your own organisation 

    

Funds provided by Selby District Council 

     

Funds provided by Trusts, Foundations, Charities and Local Authorities etc. located within Selby District 

    

Funds provided by Trusts, Foundations, Charities and Local Authorities etc. located outside Selby District 

    

Ticketed income 
    

Sponsorship / hospitality etc. income from individuals / companies / organisations located 

outside of Selby District 

     

Sponsorship / hospitality etc. income from individuals / companies / organisations located 

inside Selby District 

    

Any other types of financial support from inside Selby District 

    

Any other types of financial support from outside of  Selby District 

    

 

Many thanks for providing this information, we will in due course send you our calculations 

for comment before adding them to our final report.  In terms of reporting it may be 

necessary to aggregate the total economic impact, rather than show it event by event, 

which would result in individual project impacts not being made public. 

It is also important to note that Selby 950 has not been designed specifically to maximise 

economic impact so it is inevitable that there will be examples of projects that have had 

little or no economic impact but may have achieved various social, educational, intellectual 

and cultural impacts. 





About you / your organisation

Selby 950 and You

1. What is your name / the name of your organisation (optional)

2. Post Code of Company Address (optional):
This will be used for mapping purposes only
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Motivations to Participate in Selby 950

Selby 950 and You

3. Which of the following best describes your / your organisation's motivations for choosing to put on events
and activities linked to the Selby 950 celebrations? Please tick all that apply

*

To reach new audiences

To attract new members

To attract / recruit volunteers

To raise the profile of your group / organisation

To raise the profile of Selby Abbey

To raise the profile of Selby district

To engage your existing audiences with Selby Abbey

To engage staff with Selby Abbey

To test ideas for new events / activities

To fundraise for your group / organisation

To fundraise for other reasons

To be part of the Selby 950 celebrations

Other (please specify)
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Main Motivation to Take Part in Selby 950

Selby 950 and You

4. And which was your / your organisation's main reason for choosing to put on events and activities linked to
the Selby 950 celebrations? Please tick one only

To reach new audiences

To attract new members

To attract / recruit volunteers

To raise the profile of your group / organisation

To raise the profile of Selby Abbey

To raise the profile of Selby district

To engage your existing audiences with Selby Abbey

To engage staff with Selby Abbey

To test ideas for new events / activities

To fundraise for your group / organisation

To fundraise for other reasons

To be part of the Selby 950 celebrations

[Insert text from Other]
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We recognise that not everyone will have gathered the information below. Therefore, please just fill out
what you are able to. This information will help us to gain a fuller understanding of the reach and
impact of all events and activities connected to the Selby 950 celebrations that took place last year.

Your Selby 950 events and activities

Selby 950 and You

5. How many events and activities did you programme in 2019, linked to the Selby 950 celebrations in 2019?

Digital / online project (i.e. creation of electronic publications web-enabled projects):

Exhibition (i.e. a public display of works of art or other items of interest):

Festivals (i.e. an organised series of artistic events)

Participatory project (i.e. activities where the audience is involved in the creating / making of something):

Production / performance (i.e. presenting a play, concert, or other form of entertainment):

Publication (i.e. the preparation and issuing of a piece book, journal, magazine, etc.):

Screenings (i.e. public display of film, video and / or television):

Talk / Lectures (i.e. and oral presentation to share information or teach people about a particular subject):

Other (e.g. tea parties, celebratory services, fetes, etc.):

6. Please state how many of these events and activities fall into the following categories / types:
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7. Please list the events and activities you programmed in 2019, linked to the Selby 950 celebrations, and the
address where they took place:

8. In total, how many days worth of events and activities did you deliver in 2019, linked to the Selby 950
celebrations?

For example:
You had one exhibition that was open to the public for 7 days
You had one arts and crafts workshop
You had two book reading events on different dates.

7+1+2 = 10 days

9. Which, if any, of the following art forms / disciplines did your Selby 950 events and activities include?
Please tick all that apply. If not applicable please leave blank.

Combined arts

Dance

Literature 

Music

Theatre

Visual arts

Non-specific art form

Other (please specify)
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10. Which, if any, of the following types of heritage did your Selby 950 events and activities explore or
present? Please tick all that apply. If not applicable please leave blank.

Commemorations and celebrations (i.e. events and activities that tell the stories and histories of people, communities, places or
events related to specific times and dates).

Community archaeology (i.e. events and activities involving the participation of volunteers in archaeological activities).  

Designed landscapes (i.e. events and activities that work contribute to improving and conserving historic landscapes such as
public parks, historic gardens and botanical gardens).

Historic buildings, monuments and historic environment (i.e. events and activities that focus on buildings such as castles,
churches, houses, mills, and gardens, or areas connected to history and heritage).

Industrial, maritime and transport (I.e. events and activities that focus on places and objects linked to our industrial, maritime
and transport history).

Landscapes and the countryside (i.e. events and activities taking place in or focused on rural areas and which seek
to improve these landscapes for people and nature).

Museums, libraries and archives (i.e. events and activities that make the collections that museums, libraries and archives hold
more accessible to the public).

Nature (i.e. events and activities that improve habitats or conserve species, and help people to connect to nature in their daily
lives).

Other (please specify)

11. Which of the following audience groups did your Selby 950 events and activities reach? Please tick all that
apply

Black and Minority Ethnic (BAME)

Disability / long term health issues

Specifically early Years (0-5 years)

Specifically 5-19 year olds

Specifically young people (16-19 years)

All Children and Young People (0-19 year olds)

Families

Older people

Low socio-economic status

Faith / religious groups

Other (please specify)

12. What was the total audience for your Selby 950 events and activities?
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Attendees
Those who are at an event, e.g. watching a play, watching live music, attending a
writer's talk.

Participants
Those taking part in an activity or event, e.g. taking part in an arts and crafts
workshop, taking part in a dance class, singing in a choir.

13. How does the total audience figure you gave in response to the question above break down by attendees
vs. participants?

14. What was the total number of temporary staff you contracted to support your Selby 950 events and
activities? If zero or not applicable, please leave blank.

15. What was the total number of creative practitioners you contracted/commissioned for your Selby 950
events and activities? (e.g. artists, choreographers, curators, writers, designers). If zero or not applicable,
please leave blank.

16. What was the total number of heritage practitioners you contracted/employed for your Selby 950 events
and activities? (e.g. archaeologists, archivists, conservators, heritage curators, historians). If zero or not
applicable, please leave blank.

17. How many volunteers did you have to support your Selby 950 events and activities? Please enter the
number of unique volunteers (i.e. if one volunteer supported three events, please count them only once). If
zero or not applicable, please leave blank.

18. How many volunteer hours, in total, were used to support your Selby 950 events and activities? Please
enter the total number of volunteer hours across all events. If zero or not applicable, please leave blank.

To work out volunteer hours, count how many volunteers supported each event and how many hours each volunteer did, and add this
together. If you delivered more than one event, sum the totals for each individual event.

For example: Community group X did a tea dance and a book reading event. The tea dance involved three volunteers, each
volunteering 10 hours to plan, promote and deliver the event. The book reading event involved two volunteers, each volunteering 5
hours to plan, promote and deliver the event.

Tea dance: 3 volunteers x 10 hours each = 30 volunteer hours
Book Reading: 2 volunteers x 5 hours = 10 volunteer hours
Total volunteer hours for both events: 30 volunteer hours + 10 volunteer hours = 40 volunteer hours

8



Measures of success

Selby 950 and You

19. Which of the following measures of success were most important to you  / your organisation in relation to
your Selby 950 events and activities?

*

Audiences numbers

New audiences

Repeat audiences

Volunteers attracted / recruited

Income / funds generated

Profit generated

Audience satisfaction and enjoyment

Audience knowledge and understanding

Audience skills development

Audience change in attitudes and values

Audience changes in behaviour

Community cohesion

Community empowerment

Health and wellbeing

Social media engagement

Partnerships created

I / we had no measures of success

Other (please specify)
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Achievement of measures of success

Selby 950 and You

 
Not at all

successful
Somewhat
successful Successful Very successful Don't know

Audiences numbers

New audiences

Repeat audiences

Volunteers attracted / recruited

Income / funds generated

Profit generated

Audience satisfaction and enjoyment

Audience knowledge and
understanding

Audience skills development

Audience change in attitudes and
values

Audience changes in behaviour

Community cohesion

Community empowerment

Health and wellbeing

Social media engagement

Partnerships created

I / we had no measures of success

Other (please specify)

20. And how successful do you feel the Selby 950 events and activities delivered by you  / your organisation
were in achieving these measures of success?
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Outcomes of your taking part in Selby 950

Selby 950 and You

 Strongly
disagree Disagree

Neither
disagree nor

agree Agree Strongly agree
N/A or Don't

know

... made me / us more ambitious with
the types of events and activities I / we
delivered in 2019

... enabled me / us to try something
new, which we otherwise would not
have done

... enabled me / us to be more
innovative

21. To what extent would you agree or disagree with the following statements about how taking part in Selby
950 impacted on the type of events and activities you / your organisation delivered in 2019?

Selby 950 ...

 Strongly
disagree Disagree

Neither
disagree nor

agree Agree Strongly agree
N/A or Don't

know

... enabled me / us to secure public
funding

... enabled me / us to secure private
funding 

... enabled me / us to access heritage
that I / we otherwise would not have
been able to (e.g. buildings and
monuments, community stories,
historic collections, archive content)

... enabled me / us to perform, exhibit
or deliver activity in venues where I /
we otherwise would not have been
able to

22. To what extent would you agree or disagree with the following statements about how taking part in Selby
950 impacted on the resources you / your organisation were able to access in 2019?

Selby 950 ...
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 Strongly
disagree Disagree

Neither
disagree nor

agree Agree Strongly agree
N/A or Don't

know

... enabled me / us to develop
new partnerships or networks

... enabled me / us to attract staff or
freelancers that I / we otherwise would
not have attracted

... provided press and media coverage
that I / we otherwise would not
have attracted

23. To what extent would you agree or disagree with the following statements about how taking part in Selby
950 impacted on you / your organisation's ability to make new connections in 2019?

Selby 950 ...

 Strongly
disagree Disagree

Neither
disagree nor

agree Agree Strongly agree
N/A or Don'

know

... I am / we are more confident in
developing cultural events and
activities 

... I / we have a better understanding
of who our current audiences are

... I / we have a better understanding
of who our potential audiences are

... My / my organisation’s profile is
improving

24. To what extent do you disagree or agree with the following statements about you / your organisation?

As a result of taking part in Selby 950...

25. Has taking part in the Selby 950 celebrations led to any changes in skills and knowledge of you / your
organisation? Please tick one only

*

Yes, I / we have increased existing skills and knowledge

Yes, I / we have gained new skills and knowledge

Yes, I / we have both increased existing and developed new skills and knowledge

No, there has been no change in my / our skills and knowledge
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Skills and knowledge

Selby 950 and You

26. What skills / knowledge do you feel you / your organisation has developed as a result of taking part in
Selby 950?
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Anything else?

Selby 950 and You

27. If there anything else that you would like to share (positive and / or negative), about the impact that Selby
950 had on you / your organisation, please do so in the box below:

15



Please answer the following questions in relation to your partnership with the Selby 950 Team at Selby
District Council (SDC).

Partnership with Selby District Council

Selby 950 and You

28. What has been the most beneficial part of working with SDC on Selby 950 related events and activities?

29. What has been the most challenging part of working with SDC on Selby 950 related events and activities?

30. What are the key lessons learnt from your Selby 950 events and activities, which you will use to inform
how you / your organisation works in future?
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What did you think?

Selby 950 and You

Poor
1 2 3 4

Excellent
5 Don't know or N/A

31. How would you rate the Selby 950 year as a whole where 1 star is ‘Poor’ and 5 stars is ‘Excellent’? Please
select one only

Š Š Š Š Š

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... had a positive impact
on the local community.'

... made me feel proud
to live / work in Selby
District.'

... projected a positive
image of Selby as a
good place to live, do
business and visit.'

... brought money to the
town and / or district.'

... brought new visitors
to the town and / or
district.'

32. How much do you agree or disagree with the following statements? Please tick one only for each line

'Selby 950 ...
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Marketing & Communications

Selby 950 and You

Please specify which social media platforms; local TV, radio or newspapers; pre-existing resident communications; and / or other
communication channels below?

33. Which of the following communication channels do you find are most effective in reaching your
audiences? Please tick all that apply

Email

Facebook

Twitter

Other social media platforms (please specify which below)

Printed promotional materials, e.g. posters, leaflets, post cards, programmes

Local television (please specify which below)

Local radio (please specify which below)

Local newspapers (please specify which below)

Via pre-existing resident communications (please specify which below)

Face-to-face

None of the above

Don't know

Other  (please specify below)
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Just checking...

Tour de Yorkshire Stage 1 Finish and Your Business

1. Do you own a business, or are you employed by a business located in Selby? (Please tick one only)

Yes No

2



Selby 950

Tour de Yorkshire Stage 1 Finish and Your Business

2. Are you aware of Selby 950? (Please tick one only)

Yes No

3



Selby 950

Tour de Yorkshire Stage 1 Finish and Your Business

3. What do you know about Selby 950?

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

N/A or Don't
know

Through Selby 950 I have learned
more about the history and heritage of
Selby

Through Selby 950 I have attended
cultural events / activities in the
District for the first time

Through Selby 950 I have attended
cultural events / activities that I would
not otherwise have attended

Through Selby 950 I have attended
more cultural events / activities in
2019 than I would normally

Please specify any other ways that you feel Selby 950 has affected your behaviour and / or attitudes towards cultural events / activities:

4. Reflecting on anything you have seen, heard or experienced in relation to Selby 950 to date, how far would
you agree or disagree with the following statements? (Please tick one per row) 

NB: cultural events / activities include the arts and heritage (i.e. visual arts, museums, theatre, festivals,
outdoor events, film, circus, dance, music, libraries, literature, etc.)

*
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Opening During Tour de Yorkshire Stage 1 Finish

Tour de Yorkshire Stage 1 Finish and Your Business

5. Did you change your usual opening hours on the day of the Tour de Yorkshire Stage 1 Finish in Selby Town
Centre on 2 May 2019? (Please tick one only)

*

Yes No
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Opening During Tour de Yorkshire Stage 1 Finish

Tour de Yorkshire Stage 1 Finish and Your Business

Reason 1

Reason 2

Reason 3

6. What were your main motivations for deciding to change your opening hours on the day of the Tour de
Yorkshire Stage 1 Finish? (Provide up to 3 main motivations)
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Opening During Tour de Yorkshire Stage 1 Finish

Tour de Yorkshire Stage 1 Finish and Your Business

7. Why did you decide not to change your opening hours on the day of the Tour de Yorkshire Stage 1
Finish? (Please tick one only)

My usual opening hours meant I was open throughout the event

I did not feel it necessary to change my opening hours because of the event

I was unable to change my opening hours because of the event

Other (please specify)

7



We understand that the questions below ask for sensitive information. We would like to reassure you
that your answers are completely anonymous and will not be linked to any contact details you provide.

Impact of Tour de Yorkshire Stage 1 Finish on Your Business

Tour de Yorkshire Stage 1 Finish and Your Business

Very negative Negative
Neither negative nor

positive Positive Very positive Don't know or N/A

8. Overall, what impact did the the Tour de Yorkshire Stage 1 Finish have on your business? (Please tick one
only)

*

9. Why do think that the Tour de Yorkshire Stage 1 Finish had a positive or negative impact on your business?

Increase Stay the same Decrease Don't know Prefer not to say

10. Compared to the same day in 2018 (i.e. 2 May 2018), on average, what was the change in your
turnover? (Please tick one only)

*

Not at all
0 1 2 3 4

Completely
5 N/A or Don't know

11. On a scale of 0-5, to what extent do you feel that the Tour de Yorksire Stage 1 Finish was responsible for
this change in turnover, where 0 is 'not at all' and 5 is 'completely'?

*
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% increase / decrease in turnover:

Actual increase / decrease in turnover:

12. Compared to the same day in 2018 (i.e. 2 May 2018), what was the increase (or decrease) in your
turnover as a percentage and / or actual? (If not willing to share, please leave blank)

Example - increase: 
• On the 2 May 2018 you had a turnover of £2,500
• On 2 May 2019 you had a turnover of £3,800
• Actual increase: £3,800 - £2,500 = £1,300
• % increase: £1,300 / £2,500 x 100 = 52%

Example - decrease: 
• On the 2 May 2018 you had a turnover of £2,500
• On 2 May 2019 you had a turnover of £2,000
• Actual decrease: £2,500 - £2,000 = £500
• % decrease: £500 / £2,500 x 100 = 20%

Increase Stay the same Decrease Don't know Prefer not to say

13. Compared to the same day in 2018 (i.e. 2 May 2018), on average, what was the change in your profit?*

Not at all
0 1 2 3 4

Completely
5 N/A or Don't know

14. On a scale of 0-5, to what extent do you feel that the Tour de Yorksire Stage 1 Finish was responsible for
this change in profit, where 0 is 'not at all' and 5 is 'completely'?
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% increase / decrease in profit:

Actual increase / decrease in profit:

15. Compared to the same day in 2018 (i.e. 2 May 2018), what was the increase (or decrease) in your
profit as a percentage and / or actual?  (If not willing to share, please leave blank)

Example - increase: 
• On the 2 May 2018 you had a profit of £2,500
• On 2 May 2019 you had a profit of £3,800
• Actual increase: £3,800 - £2,500 = £1,300
• % increase: £1,300 / £2,500 x 100 = 52%

Example - decrease: 
• On the 2 May 2018 you had a profit of £2,500
• On 2 May 2019 you had a profit of £2,000
• Actual decrease: £2,500 - £2,000 = £500
• % decrease: £500 / £2,500 x 100 = 20%

Increase Stay the same Decrease Don't know Prefer not to say

16. Compared to the same day in 2018 (i.e. 2 May 2018), on average, what was the change in customers /
room bookings during the Tour de Yorkshire Stage 1 Finish?

*
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Staffing for Tour de Yorkshire Stage 1 Finish

Tour de Yorkshire Stage 1 Finish and Your Business

17. On average, how many extra TOTAL staff hours did you give to existing staff during the Tour de Yorkshire
Stage 1 Finish? (Please tick one only)

Example: 
• Staff member one: 10 hours extra
• Staff member two: 3 hours extra
• Staff member three: 17 hours extra
• TOTAL staff hour: 30

*

0

1-10

11-20

21-30

31-40

41-50

51-60

61-70

71-80

81-90

91-100

101 or more

Prefer not to say

18. Did you employ any additional temporary staff to work during the Tour de Yorkshire Stage 1
Finish? (Please tick one only)

*

Yes No Prefer not to say

Number of additional staff recruited

TOTAL number of hours given to additional staff

19. How many additional temporary staff did you employ, and how many TOTAL hours did they work?
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What did you think?

Tour de Yorkshire Stage 1 Finish and Your Business

Poor
1 2 3 4

Excellent
5 Don't know or N/A

20. How would you rate the Tour de Yorkshire Stage 1 Finish where 1 star is ‘Poor’ and 5 stars is
‘Excellent’? (Please tick one only)

*

Š Š Š Š Š

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive
impact on the local
community.'

... made me feel proud
to work in Selby District.'

... projected a positive
image of Selby as a
good place to live, do
business and visit.'

21. How much do you agree or disagree with the following statements? (Please tick one only for each row)

'Hosting the Tour de Yorkshire Stage 1 Finish in Selby ...
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About Your Business

Tour de Yorkshire Stage 1 Finish and Your Business

22. How would you classify the business sector your company operates in? (Please select one of the following
categories that is best fit)

*

Accommodation

Food and beverage

Arts or creative industries

Heritage

Education

Information and communication

Leisure, entertainment and recreation (not including arts / creative industries and heritage)

Transport

Wholesale and retail trade

Prefer not to say

Other business sector (please specify)

23. Post Code of Company Address:
This will be used for mapping purposes only, i.e. to identify whether certain post code areas experienced
greater impacts than other

24. What is your role within the organisation?

25. What is the size of the company you represent?*

Micro (fewer than 10 employees)

Small (10-50 employees)

Medium (51-250 employees)

Large (more than 250 employees)
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Cultural events / activities include the arts and heritage (i.e. visual arts, museums, theatre, festivals,
outdoor events, film, circus, dance, music, libraries, literature, etc.) 

Culture

Tour de Yorkshire Stage 1 Finish and Your Business

26. What do think are the biggest benefits of an annual celebration like Selby 950 for businesses, the
community and visitors?

27. As a business have you ever supported a cultural (arts or heritage) event, in the District, in any of the
following ways? (Please tick all that apply) 

*

Encouraging staff to attend cultural events

Encouraging staff to volunteer for cultural events

Cash sponsorship of cultural events

In-kind sponsorship of cultural events

Promoting cultural events to our customers

None of the above

Please specify any other ways your company has supported cultural events in the District:
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Please specify which social media platforms; local TV, radio or newspapers; pre-existing resident communications; and / or other
communication channels below?

28. Which of the following communication channels do you find are most effective in reaching your
customers? (Please tick all that apply)

*

Email

Facebook

Twitter

Other social media platforms (please specify which below)

Printed promotional materials, e.g. posters, leaflets, post cards, programmes

Local television (please specify which below)

Local radio (please specify which below)

Local newspapers (please specify which below)

Via pre-existing resident communications (please specify which below)

Face-to-face

None of the above

Don't know

Other  (please specify below)
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Future Communications

Tour de Yorkshire Stage 1 Finish and Your Business

29. Would you like to opt-in to receive information about Selby 950?*

Yes No
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Contact details

Tour de Yorkshire Stage 1 Finish and Your Business

30. Name of company (optional):

31. Your name (optional):

32. Email address:
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Just checking...

Parade and Your Business

1. Do you own a business, or are you employed by a business located in Selby? Please tick one only

Yes No

2



Selby 950

Parade and Your Business

2. Are you aware of Selby 950? Please tick one only*

Yes No

3



Selby 950

Parade and Your Business

3. What do you know about Selby 950?

4



Opening During Parade

Parade and Your Business

4. Did you change your usual opening hours on the day of Parade in Selby Town Centre on 31 July 2019?
Please tick one only

*

Yes No

5



Opening During Parade

Parade and Your Business

Reason 1

Reason 2

Reason 3

5. What were your main motivations for deciding to change your opening hours on the day of Parade? Provide
up to 3 main motivations
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Opening During Parade

Parade and Your Business

6. Why did you decide not to change your opening hours on the day of Parade? Please tick one only

My usual opening hours meant I was open throughout the event

I did not feel it necessary to change my opening hours because of the event

I was unable to change my opening hours because of the event

Other (please specify)

7



We understand that the questions below ask for sensitive information. We would like to reassure you
that your answers are completely anonymous and will not be linked to any contact details you provide.

Impact of Parade on Your Business

Parade and Your Business

 
Negative effect No effect Positive effect

Don't know / Prefer
not to say

Turnover compared to same day last
year

Profit compared to same day last year

Footfall or bookings compared to
same day last year

Please specify any other positive or negative impacts of Parade below:

7. Did Parade have a positive, negative or no effect on the following aspects of your business? 
Please tick one only on each line

*

8. Why do think that Parade was the cause of any positive or negative impact on your business?

8



Staffing for Parade

Parade and Your Business

9. On average, how many extra TOTAL staff hours did you give to existing staff during Parade? Please tick
one only

Example: 
• Staff member one: 10 hours extra
• Staff member two: 3 hours extra
• Staff member three: 17 hours extra
• TOTAL staff hours: 30

*

0

1-10

11-20

21-30

31-40

41-50

51-60

61-70

71-80

81-90

91-100

101 or more

Prefer not to say

10. Did you employ any additional temporary staff to work during Parade? Please tick one only*

Yes No Prefer not to say

Number of additional staff recruited

TOTAL number of hours given to additional staff

11. How many additional temporary staff did you employ, and how many TOTAL hours did they work?
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What did you think?

Parade and Your Business

Poor
1 2 3 4

Excellent
5 Don't know or N/A

12. How would you rate Parade where 1 star is ‘Poor’ and 5 stars is ‘Excellent’? Please select one only*

Š Š Š Š Š

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... has had a positive
impact on the local
community.'

... made me feel proud
to work in Selby District.'

... projected a positive
image of Selby as a
good place to live, do
business and visit.'

13. How much do you agree or disagree with the following statements? Please tick one only for each line

'Parade ...
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About Your Business

Parade and Your Business

14. How would you classify the business sector your company operates in? Please select one of the following
categories that is best fit

*

Accommodation

Food and beverage

Arts or creative industries

Heritage

Education

Information and communication

Leisure, entertainment and recreation (not including arts / creative industries and heritage)

Transport

Wholesale and retail trade

Prefer not to say

Other business sector (please specify)

15. Post Code of Company Address:
This will be used for mapping purposes only, i.e. to identify whether certain post code areas experienced
greater impacts than other

16. What is your role within the organisation?

17. What is the size of the company you represent?*

Micro (fewer than 10 employees)

Small (10-50 employees)

Medium (51-250 employees)

Large (more than 250 employees)
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Cultural events / activities include the arts and heritage (i.e. visual arts, museums, theatre, festivals,
outdoor events, film, circus, dance, music, libraries, literature, etc.) 

Culture

Parade and Your Business

18. What do think are the biggest benefits of an annual celebration like Selby 950 for businesses, the
community and visitors?

19. As a business have you ever supported a cultural (arts or heritage) event, in the District, in any of the
following ways? Please tick all that apply 

*

Encouraging staff to attend cultural events

Encouraging staff to volunteer for cultural events

Cash sponsorship of cultural events

In-kind sponsorship of cultural events

Promoting cultural events to our customers

None of the above

Please specify any other ways your company has supported cultural events in the District:

12



Please specify which social media platforms; local TV, radio or newspapers; pre-existing resident communications; and / or other
communication channels below?

20. Which of the following communication channels do you find are most effective in reaching your
customers? Please tick all that apply

*

Email

Facebook

Twitter

Other social media platforms (please specify which below)

Printed promotional materials, e.g. posters, leaflets, post cards, programmes

Local television (please specify which below)

Local radio (please specify which below)

Local newspapers (please specify which below)

Via pre-existing resident communications (please specify which below)

Face-to-face

None of the above

Don't know

Other  (please specify below)
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Future Communications

Parade and Your Business

21. Would you like to opt-in to receive information about Selby 950?*

Yes No
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Contact details

Parade and Your Business

22. Name of company (optional):

23. Your name (optional):

24. Email address:
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Just checking...

Selby 950 and Your Business

1. Do you own a business, or are you employed by a business located in Selby? Please tick one only*

Yes No

2



Selby 950

Selby 950 and Your Business

2. Were you aware of Selby 950 in 2019? Please tick one only*

Yes No

3



Selby 950

Selby 950 and Your Business

3. What do you know about Selby 950?

4



Opening During Selby 950

Selby 950 and Your Business

4. Did you change your usual opening hours in response to any of the events that took place during Selby
950? Please tick one only

For a reminder of the events that took place click here.

*

Yes No Don't remember

5

https://www.facebook.com/selby950/


Opening During Selby 950

Selby 950 and Your Business

5. For which of the following Selby 950 events did you change your opening hours? Please tick all that apply

Tour de Yorkshire: Stage 1 Finish of the Tour de Yorkshire, including all day live music and entertainment (2 May 2019).

Selby Sings: Large scale performance of songs written by three hundred Selby district school children to celebrate the 950th year
of Selby Abbey (4 July 2019).

Parade: A carnival parade that celebrated the Feast Day of the Abbey’s patron saint Germain (Wednesday 31 July).

Selby Treasures: ‘Pop up museum’ events inviting people to bring artefacts and objects (November 2019), culminating in a
celebratory exhibition at Selby Abbey (25 January to 9 February 2020).

Pilgrim (illumination): Video projection art installation on the west elevation of Selby Abbey (22-24 November 2019)

Hidden Histories: Unexpected streetscape installations at various locations, highlighting little known local history through to highly
historical significant events (January and February 2020).

Play - The Unknown: Outdoor interactive family theatre event by Manic Chord Theatre inspired by ET and Stranger Things (28-30
October 2019)

Don't remember

Other (please specify)

Reason 1

Reason 2

Reason 3

6. What were your main reasons for deciding to change your opening hours for this event / these events?
Provide up to 3 main reasons
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Opening During Selby 950

Selby 950 and Your Business

7. Why did you decide not to change your opening hours for any of the Selby 950 events? Please tick one only

My usual opening hours meant I was open throughout the events

I did not feel it necessary to change my opening hours because of the events

I was unable to change my opening hours because of the events

Other (please specify)
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We understand that the questions below ask for sensitive information. We would like to reassure you
that your answers are completely anonymous and will not be linked to the name of your business if
you choose to provide this information.

Impact of Selby 950 on Your Business

Selby 950 and Your Business

 
Negative effect No effect Positive effect

Don't know / Prefer
not to say

Turnover compared to 2018

Profit compared to 2018

Footfall or bookings compared to 2018

Why do think Selby 950 was the cause of these positive and / or negative impacts on your business in 2019 and early 2020?

8. Did Selby 950 as a whole have a positive, negative or no effect on the following aspects of your
business? Please tick one only on each line

 
Strongly
disagree Disagree

Neither disagree
nor agree Agree Strongly agree

Don't know /
Prefer not to say

Attracted new customers
to the business

Displaced regular
customers 

Attracted non-local
customers to the
business

Generated greater
awareness of the
business

Why do think Selby 950 was the cause of these changes to your business in 2019 and early 2020?

9. To what extent do you agree or disagree with the following statements in relation to the impact of Selby 950
on your business? Please tick all that apply

8



10. Do you believe that Selby 950 was responsible for any other positive and / or negative effects on your
business in 2019 and early 2020? Please tick one only

*

Yes, I believe Selby 950 had other positive effects on my business

Yes, I believe Selby 950 had other negative effects on my business 

Yes, I believe Selby 950 had other positive and negative effects on my business 

No, I believe Selby 950 had no effect on my business 

Don't know

9



Positive Effects of Selby 950

Selby 950 and Your Business

11. You said that Selby 950 had other positive effects on your business. Please provide a short summary of
what these were and why you feel Selby 950 was the cause? 

10



Negative Effects of Selby 950

Selby 950 and Your Business

12. You said that Selby 950 had other negative effects on your business. Please provide a short summary of
what these were and why you feel Selby 950 was the cause?

11



Positive and Negative Effects of Selby 950

Selby 950 and Your Business

13. You said that Selby 950 had other positive effects on your business. Please provide a short summary of
what these were and why you feel Selby 950 was the cause? 

14. You said that Selby 950 had other negative effects on your business. Please provide a short summary of
what these were and why you feel Selby 950 was the cause?

12



Ways to Improve

Selby 950 and Your Business

15. What do you think could have been done differently during Selby 950, in order for the year to have been of
greater benefit to the district's businesses?

13



Staffing During Selby 950

Selby 950 and Your Business

16. On average, how many extra TOTAL staff hours did you give to existing staff because of Selby 950
events? Please tick one only

Example: 
• Staff member one: 10 hours extra
• Staff member two: 3 hours extra
• Staff member three: 17 hours extra
• TOTAL staff hours: 30

0

1-10

11-20

21-30

31-40

41-50

51-60

61-70

71-80

81-90

91-100

101 or more

Prefer not to say

17. Did you employ any additional temporary staff to work because of Selby 950 events? Please tick one only

Yes No Prefer not to say

Number of additional staff recruited

TOTAL number of hours given to additional staff

18. If yes to the above question, how many additional temporary staff did you employ, and how many TOTAL
hours did they work?

14



What did you think?

Selby 950 and Your Business

Poor
1 2 3 4

Excellent
5 Don't know or N/A

19. How would you rate the Selby 950 year as a whole where 1 star is ‘Poor’ and 5 stars is ‘Excellent’? Please
select one only

Š Š Š Š Š

 
Strongly agree Agree

Neither agree
nor disagree Disagree

Strongly
disagree

Don't know or
N/A

... had a positive impact
on the local community.'

... made me feel proud
to work in Selby District.'

... projected a positive
image of Selby as a
good place to live, do
business and visit.'

... brought money to the
town and / or district.'

... brought new visitors
to the town and / or
district.'

20. How much do you agree or disagree with the following statements? Please tick one only for each line

'Selby 950 ...
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About Your Business

Selby 950 and Your Business

21. Are you ...?*

A private business

A voluntary sector organisation

A pubic sector organisation

22. How would you classify the business sector your company operates in? Please select one of the following
categories that is best fit

*

Accommodation

Food and beverage

Arts or creative industries

Heritage

Education

Information and communication

Leisure, entertainment and recreation (not including arts / creative industries and heritage)

Transport

Wholesale and retail trade

Prefer not to say

Other business sector (please specify)

23. Post Code of Company Address:
This will be used for mapping purposes only, i.e. to identify whether certain post code areas experienced
greater impacts than other

24. What is your role within the organisation?
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25. What is the size of the company you represent?*

Micro (fewer than 10 employees)

Small (10-50 employees)

Medium (51-250 employees)

Large (more than 250 employees)

17



Cultural events / activities include the arts and heritage (i.e. visual arts, museums, theatre, festivals,
outdoor events, film, circus, dance, music, libraries, literature, etc.) 

Culture

Selby 950 and Your Business

26. What do think are the biggest benefits of an annual celebration like Selby 950 for businesses, the
community and visitors?

27. As a business have you ever supported a cultural (arts or heritage) event, in the District, in any of the
following ways? Please tick all that apply 

Encouraging staff to attend cultural events

Encouraging staff to volunteer for cultural events

Cash sponsorship of cultural events

In-kind sponsorship of cultural events

Promoting cultural events to our customers

None of the above

Please specify any other ways your company has supported cultural events in the District:

18



Please specify which social media platforms; local TV, radio or newspapers; pre-existing resident communications; and / or other
communication channels below?

28. Which of the following communication channels do you find are most effective in reaching your
customers? Please tick all that apply

Email

Facebook

Twitter

Other social media platforms (please specify which below)

Printed promotional materials, e.g. posters, leaflets, post cards, programmes

Local television (please specify which below)

Local radio (please specify which below)

Local newspapers (please specify which below)

Via pre-existing resident communications (please specify which below)

Face-to-face

None of the above

Don't know

Other  (please specify below)
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Future Communications with You

Selby 950 and Your Business

Please specify local business networks, social media pages, newspapers, TV and radio stations, and / or other communication
channels:

29. How could businesses best be made aware of similar projects and events in future? Please tick all that
apply

Citizen Link

Direct contact from event organisers

Email / e-newsletter

Printed publicity materials (e.g. posters, leaflets)

Event website

Local business networks, e.g. LEP, Chamber of Commerce (please specify which below)

Social media (please specify which below)

Newspaper (please specify which below)

TV (please specify which below)

Radio (please specify which below)

Other (please specify below)

20



Appendix 8: Core Project Team Focus Group 
 

1.1. Introduction 

The Core Project Team (from hereon in the CPT) are key members of staff from 
Selby District Council (SDC) who were responsible for managing and delivering 
the Selby 950 project. 

To gain feedback from members of the CPT, a focus group was undertaken at the 
end of the Selby 950 programme. Given that the Selby Treasures Celebratory 
Exhibition at Selby Abbey did not complete until 9 February 2020 and the Hidden 
Histories project is still ongoing, a decision was made to hold the focus group in 
March 2020.  

It was planned that the focus group would take place face-to-face in Selby, but 
due to the Covid-19 pandemic and resulting lockdown in the UK, it was instead 
run as a group discussion on Microsoft Teams and some of the planned exercises 
amended to respond to the change in methodology.  

The focus group discussion guide is provided at the end of this appendix. 

1.1.1. The Core Project Team 

Six members of staff took part in the online focus group on 26 March 2020: 

• Yvette Turnbull: Culture, Visitor & Creative Economy Project Manager 
• Jennie Lowthian: Tourism Development Officer 
• Heather Kennedy: External Funding Co-ordinator 
• Laura Cobb: Partnerships Project Officer 
• Pauline Adams: Partnership Project Officer 
• Angela Crossland: Head of Community, Partnerships and Customers. 

1.1.2. Roles and Responsibilities for Selby 950 

Formal roles and responsibilities across the team included activities linked to 
project planning and conception, project management, partnerships and 
development, marketing and communications, community engagement, business 
engagement and legacy planning. A full list of the activities mentioned are: 

• Concept development 
• Budget management 
• Project lead 
• Project management, e.g. timelines, terms of reference 
• Programming 
• Contract management 
• Procurement 
• Fundraising 
• Partnership building – internal and external 
• Relationship management, including with funders and elected members 
• Advocacy 



• Marketing and communications 
• Community engagement 
• Business liaison 
• Legacy planning. 

In addition, staff took on a number of informal activities linked to the year. This 
was required in order for the events and activities to go ahead successfully and in 
some cases were done on a voluntary basis outside normal working hours: 

• Front of house duties 
• Technical support  
• Distribution of marketing materials. 

“Most of my involvement was unofficial, just because of how things got split up 
between the team. I didn’t have masses of input with 950 … It was just the 
fetching and carrying … and being reactive, when things dropped that they 

weren’t expecting with the rest of the team.” 

“What wasn’t my role, but I got involved in anyway was standing on the top of 
the Abbey and taking photographs, being a technical volunteer to all of the 

events … whether that be the contractors who needed extra bodies or Yvette 
and Jen.” 

Angela, Heather and Pauline were the three members of staff involved in the 
Selby 950 project from its moment of conception, with Angela and other 
members of the Council determining that something needed to take place to 
mark the anniversary of Selby Abbey. She enlisted Heather and Pauline to begin 
the early stages of planning the project. 

“My role even before 950, was setting the strategic direction for the District 
around the visitor economy and arts, heritage and culture, so this was a 

landmark opportunity to kickstart some of that strategic work.” 

“Keeping [elected] Members up-to-date and using it as an opportunity to show 
what we can do … using it as a showpiece … as an opportunity to engage 

funders, strategically as well.” 

“[We were asked] to pull together an event for Selby 950.” 

A major part of this initial planning stage was to pull together a working group of 
representatives from arts, culture and heritage organisations across Selby, as well 
as other voluntary, civic and community groups, and local businesses. 

 “[We] pulled the original working group together of all the partners that were 
a cross-section of internal Selby people, as well as external key partners across 
Selby town … to get a handle on what people wanted to do and what people 
were expecting of the event and ideas they had that they wanted to put on, 

and that became the crux of the whole delivery.” 

“It was really trying to get that networking between all the members of the 
working group at that stage, trying to get everybody engaged.” 



“A lot of people initially wanted to be around the table and be involved, and 
were very keen to put ideas on the table as well, about what they wanted to 

see from either telling the history of the Abbey to community events that they 
wanted to bring into the town … There were a couple that were suggested at 

the beginning that actually happened at the end.”  

Yvette and Jennie were then brought on board in October 2018, specifically to 
deliver the Visitor Economy Strategy for Selby, of which Selby 950 is one part. As 
such, their roles were more far reaching than just the delivery of Selby 950. 
However, a significant part of their work in 2018/19 was the programme and its 
supporting activities. 

“To support Yvette and the team in delivering [Selby 950], and a bit more 
around the promotional side, so getting those digital channels up and running, 

and helping to deliver on the ground.” 

“Manging the interface between all of the different practitioners that we had … 
We had Hazel Colquhoun in place right from the beginning, so working with 

Hazel to agree programme and the practitioners who would deliver each 
element of it.” 

1.1.3. Motivations to be Involved 

Given that many staff took on responsibilities (both formal and informal) for Selby 
950, beyond what was officially expected of them, a discussion took place 
around their motivations for agreeing to do so. There were four principal reasons: 

• Sense of ownership of the project through initial involvement. 

“We just wanted to be involved and be part of something that we’d actually 
been in the planning of it … and to actually see it delivered.” 

• Desire to give something back to the town. 

“Doing something for the town … I actually wanted to be involved more than I 
was allowed to be.” 

• Chance to be involved in something unique for Selby. 

“We’re never going to do anything like that again, of course we’re not, and it 
was brilliant to be able to be part of something like that.” 

• The opportunity to learn more about Selby. 

“You’ll maybe have caught that I’m not a Selby person, so its brilliant to actually 
learn a lot about the history of Selby and the background, and meeting the 

people and communities, getting involved within a new town for me.”  

	  



1.2. Hopes and Expectations 

The team spoke about the initial hopes and expectations that they had for Selby 
950 from the initial stages, through to its development. These were: 

• To mark a key moment in the town’s history in a way that connected people 
• To engage people with their own heritage 
• To develop civic pride 
• To boost the local economy 
• To inform future strategic direction for arts, culture and heritage 
• To establish a new relationship with public funders 
• To develop and upskill the arts, culture and heritage sector.  

“Bringing people together to celebrate something of momentous importance in 
the town.” 

“We were hoping to develop business and community networking … so we had 
network groups that could work together, not just for 950.” 

“Doing something which created civic pride that made people feel better about 
the place that they live in.” 

“Creating something where the businesses would do well, and where the town 
itself felt that sort of buzzy, there’s something happening, shifting the 

environment and how the environment feels” 

“Selby hadn’t had any key partner investment for a long time, so we’d done, 
prior to this, quite a lot of work with HLF (as was)  and Arts Council [England], 
through Yvette, and Historic England as one of the other partners. For them to 
sort of engage with Selby, because they hadn’t from the previous council set-
ups. So, there was that opportunity with Selby 950, that it would be the first 

time in a long time that they’d put any significant funding into the District, and 
it was sort of a test bed for that.” 

“Also, we had an interest in how we would use all [Selby 950] as a way of 
creating and developing our cultural sector.”  

1.3. Distinctive Nature of Selby 950 

Selby 950 was seen to be a distinctive programme of arts, culture and heritage 
activity for the town and district, especially when compared to what had gone 
before. This was because it chose to focus on the history of Selby Abbey (and of 
the town by extension), rather than just being a general anniversary celebration. 
This enabled a clear, simple and consistent message to be developed.  

“There were two different ways of approaching it. You could just do a 
programme of events and it’s a festival and it’s Selby 950, because it happens 

to be taking place in the year of 950, or you can do events which are 
specifically telling the story of the Abbey and connected to the history of the 

Abbey … A decision was taken then, that it was important that it had to be 
connected to the Abbey. That was very different to the decision that was taken 

for Selby 900 where there was a much broader festival.” 



“It was actually putting the Abbey out there as the USP for Selby.” 

It was felt that in having this focus on Selby Abbey and the clear connection to 
the town, the programme made it real and meaningful to those who engaged 
with it. 

“Selby Arts Festival … was a combined arts festival … some sale some free and a 
much more generic approach … It wasn’t about anything specific to the town. I 
don’t know if we can easily recreate what we did for Selby 950 … But it takes us 

on a route where you’ve got that authenticity … It’s about things which are 
absolutely unique, authentic and specific to our place, and that’s what makes it 

special.” 

The year also enabled the team to help the Abbey see what was possible in 
terms of developing their public engagement activity, and the benefits that this 
could bring to them as a visitor destination. 

1.4. Successes of Selby 950 

In reflecting on the Selby 950 year as a whole, the team were asked to think 
about what elements they thought had gone particularly successfully. Overall, 
there was a real sense of pride amongst the team for a job well done, with 
specific success elements being: 

• Public engagement 

“Each of the events had a moment where I thought, ‘Okay, this is amazing!’. So, 
the audiences we achieved were substantially in excess of where we had 

pitched it, and that’s partly because we didn’t know where to pitch it, as no 
one had done anything like that before.” 

“The excitement of the children in Parade and Selby Sings, and the lucidity of 
the children who were interviewed … they were telling these stories of the 

town and the founding of the town, and in the first place they were historically 
accurate, and in the second place they were really excited and interested in it.” 

“It was the audiences, the turnout. So, Parade, we had a first inkling when we 
turned the corner … a lot of people have turned out, but then at Pilgrim … the 

audience figures went up through to the Sunday … And people’s interpretation 
as well that I didn’t expect. They were making up their own story about what 

the art was.” 

“Sowing that seed with the younger community of their town, their history, 
that will stay with them forever.” 

	  



• Community engagement 

“For the community things, people did do loads of stuff. There was a 
programme that was far outside what I imagined would originally be delivered 

– in the breadth of it, but also in how people were getting involved, so even 
little things like the children who came down from their school to the parade, 

they’d all hand drawn these little banners … the ancillary things that were 
nothing to do with us.” 

“Some of our key partners … [One gentleman] came to Selby Sings and he was 
so proud about that event and he said, ‘If I don’t see another event at all, as 

part of 950, this has been a success’, and his face was just beaming about how 
much he’d enjoyed it.” 

• Business engagement (to some extent) 

“We didn’t have a dedicated network of all, we had STEP1, who were 
instrumental in the planning of 950, but that only represented so many 
businesses within the town itself. We had to spend time building those 

relationships, and physically going in and speaking to businesses along the high 
street about Parade and then across the town about Pilgrim. It gave us a really 
good opportunity to build on the relationships that already existed as part of 
the Selby Town Enterprise Partnership, but also build some new ones as well, 

and to have that two-way conversation … There was definitely as sense of 
starting something that is ripe to be built on … The likes of Sainsbury’s and how 

they embraced Selby 950 … and did whatever they could to help from a 
community perspective, but also a business perspective … There’s an open 

relationship there now and very much a sense that it’s two-way … and Drax and 
Rigid [Containers] … From my point of view, I found that hard and challenging 

at times, but really useful.” 

“Everything was really well received by [STEP] – they couldn’t speak highly 
enough of the events that went on and were really grateful for those … because 

of the effect it had on their businesses.”  

“When we were having conversations about [businesses] opening later for 
Pilgrim, there was a real appetite from some and a real reluctance from others. 

There was a sense of, ‘Well, let’s just see what it’s like before we make any 
decisions’, and in some cases that was night by night, and others by event. The 
George set up their pizza oven and did a roaring trade … We’re building case 
studies now … for when we go back and have that same conversation … What 

we don’t want to do is bring external businesses into the town. We want 
everything we do to benefit the businesses in the town, but obviously we have 
to be mindful of the experience we’re offering and providing, and we can’t let it 

fall flat because we haven’t got those additional services.” 

 

	
1 Selby Town Enterprise Partnership 



“Drax have been really key … they put an investment in. If we hadn’t had their 
match funding I don’t think we’d have been able to afford to do it … They’ve 

been there right from the very beginning in that working group.” 

• Challenging (even changing) perceptions of Selby 

“Speaking to our neighbouring destinations … Visit York, in particular.  I went in 
to speak to their visitor information staff and told them all about the 950 

programme and they were really enthused and excited by it … When you spoke 
to people outside the District looking in, the sense of excitement, you could 

feel it a lot more that people were looking into the District with real interest … 
and a willingness to help us promote.”  

• Delivering for the funders 

“We were pushing on an open door [with the funders]. They really wanted us to 
put a good application in … They wanted us to do well, but it had to be the 

right programme … That just cemented the relationship.” 

“The Arts Council came to all of [the projects], and the feedback from the Arts 
Council is that they are very proud of us, so that was lovely feedback … and 

National Lottery Heritage Fund are also very happy.” 

• Proving the doubters wrong 

“Some people were quite surprised that it went well, and that in itself feels like 
an achievement.” 

“The expectation that we would fail, the expectation that we wouldn’t get the 
funding and be able to deliver. We did all that and more.” 

• Civic pride 

“There was a moment during Pilgrim … There were literally thousands of people 
standing in the street looking at public art in Selby, and I was proud I thought 
my heart would burst, as I would not have thought that would’ve happened in 
that way … Nayan’s work just absolutely nailed it … The chatter on social media 
about that, and how proud people were, and the impact it was having on them 
and how excited they were that that was happening in their town, and it was 
them and their Abbey, the ownership of it on social media was just beautiful.” 

• Media coverage of Pilgrim 

“We had a front cover photograph on Saturday’s Yorkshire Post of Pilgrim … 
That was that perception change again … I can guarantee that not very many 

people who saw that would have associated culture and Selby.” 

• Sense of something to build on for the future. 

“It’s been very much a test bed for so many areas of our work … Certainly from 
my point of view, a visitor economy side, it’s been a fantastic test bed for all of 

that, in terms of testing perceptions; of understanding perceptions; the 
influence we’ve had to encourage people to come into the town; the 

relationships that we’ve been able to build with businesses.”   



It should also be noted that despite the challenges faced with getting some 
businesses to open, one member of the team who has been working in Selby for 
years, stated that Selby 950 had been a step change in this area. For past events 
they had run in the town centre that had tried to do the same, they got no one 
agreeing to open outside their usual opening hours, so the fact that some did 
was a major positive. 

1.5. Challenges of Selby 950 

Again, reflecting on the Selby 950 year as a whole, the team were asked to think 
about what elements they thought had been particularly challenging. Five 
principal challenges were raised, of which time was probably the biggest of all: 

• Timescale and funding 

“We had seven months to pull this together, which was a truncated timescale 
in itself, and with no funding behind it.” 

• Staffing 

“The idea was that we would have enough people in place that we would run it 
in parallel with everything else, but of course it became all-consuming.”  

• Business engagement (to some extent) 

“Thinking about the visitor economy businesses in particular, I think if we’d had 
more time I’m confident we could have built it into something more. I’m 

thinking more about the hoteliers that are on the outside of Selby. We never 
got chance to tap into them … We just didn’t have the time and the resources 

… But they’ve got half an ear open and want to know what we’re doing.”  

“Sometimes there was a lot of frustration and it felt a lot like wading through 
treacle … It’s history, years of there not being this resource, and things like this 
not happening … There’s a sense that the District Council hasn’t been there to 

support, to do this kind of work, so there’s a sense of, ‘We’ll believe it when we 
see it’, or ‘We’ve heard all this before’ … so we’ve had to do a lot of relationship 

building from the ground up.” 

• District wide activity 

“Schools that took part in Selby Sings that were not Selby town schools, there 
was quite a broad spread of schools that participated. I think that it didn’t have 

the reach in terms of people delivering things. So, we didn’t have Selby 950 
that were driven by people in Tadcaster, for instance, but what we did have 

was audiences that came from all over, I would say particularly and specifically 
for Pilgrim.” 

1.6. Selby 950 Programme 

Specific parts of the discussion also focused on the strengths and challenges 
linked to different elements of the Selby 950 year. The first element discussed 
was the programme. 



1.6.1. Strengths of the Selby 950 Programme 

The main strengths of the programme were felt to have come through the 
appointment that SDC made with its freelance Coordinator and Programmer, 
Hazel Colquhoun. The relationship that developed between Hazel and the team 
and the expertise she brought to the table was something that could not be 
underestimated. 

“Hazel recommended some wonderful practitioners for us, very appropriate 
practitioners for what we wanted to do and what we wanted to achieve.” 

The projects and commissions were also felt to have taken the arts, culture and 
heritage offer in Selby to a new level. 

“The unexpected nature of it … People genuinely did not think that those things 
would happen in their town.” 

The programme’s accessibility to all was also praised, which was made possible 
through a series of key decisions about where events and activities should take 
place and whether or not audiences should be expected to pay. 

“We set out for it to be for it to be as accessible as it possibly could be … one 
of the decisions was that everything that we put on should be free … that 

definitely enabled people to come who might not have otherwise have come, 
and the fact that we did most of it outside did make it accessible because it 
didn’t require people to take a decision to go into a venue. There was that 

notion that you could stumble on it.” 

In terms of the broader programme of events and activities put on by community 
partners in response to the year, there was a sense that a core group had really 
jumped on the opportunity that the year offered. 

“Some [community partners] embraced it.” 

1.6.2. Challenges Linked to the Selby 950 Programme 

When discussing the main challenges of the Programme, the main issue linked 
back to the capacity of the Selby 950 team. Selby 950 was an ambitious 
programme and the team had to deliver this alongside their other day-to-day 
responsibilities, which led to them never feeling like they were completely in 
control. It was felt that more could have been achieved had they had more time 
and resources available to them. 

“The timing, the amount, the volume of what we were taking on, the tininess of 
our team that was then taking on the hugeness … It was a big ambitious 

programme, it was put together incredibly quickly, everything had to be done 
backwards. It almost always come down to time and resource … We would 

have had better audiences, or bigger audiences if some of the work had more 
development time.” 

	  



1.7. Production Management 

The second element discussed was production management. 

1.7.1. Strengths of Selby 950 Production Management 

When discussing production management, the main strength really linked back to 
the earlier observation about how staff members from SDC had really stepped up 
to the challenge of the year, working as a team and having a determination that 
the year would be delivered successfully. 

“The absolute flexibility of a team that look after each other and support each 
other and were there doing things. It absolutely would not have been 

achievable with just Jen and I.”  

“Sometimes it was just, ‘This needs doing and it needs doing now’, a phone call 
came in. It didn’t matter what we were doing we had to drop whatever it was 

we were doing to be able to facilitate that, for it to work.”  

This praise extended outside the CPT members, with other departments across 
the Council being name checked – from Finance to Contracts & Procurement, 
Planning to Legal. The Assets Team were also cited for how they continued to 
support the project, providing access to buildings and equipment that were 
needed. 

“I don’t think we can thank our Assets team enough for some of the things they 
did for us, they were brilliant … They continued to pull it out the bag for us.” 

1.7.2. Challenges of Selby 950 Production Management 

As was the case with the Selby 950 Programme, the main challenge for the Selby 
950 team at SDC in regards production management, again came down to 
capacity. The working culture of a local authority was also flagged as being 
different to that of an arts, culture and heritage organisation or events delivery 
company, with the language, processes and timescales being distinctly different. 

“We’re not an events team, it’s a tiny team, but also managing some of the 
council processes almost prevented things getting done at a few points.”  

“Overall, across the whole thing … We’re not an events team. Everybody was 
trying to do their day job at the same time as being stewards or supporting 
events, or running up the high street with brochures … A big challenge is the 
resource you need to put on a programme … We don’t have that resource.” 

“There was budget for events management and traffic management, the things 
you know you need if you’re putting on an event, but what I had hugely 

underestimated when I put the budgets together was what we didn’t have as a 
[local] authority … How we would feed the beast of marketing, what channels 

we would use … how we would make the organisation do what we needed it to 
do.” 

	  



“The Arts Council advised us to include confirmed artists for each element of 
the programme before we submitted the application, so we were having to do 

lots of things parallel and backwards, and without the support of the 
procurement team guiding us through it all it absolutely could not have 

happened … As a result of it, they are moving on with additional changes and 
enshrining some of the things that we did last year as ways that we will work 

going forward.”  

“The same with our Planning Team, understanding what we need to do to 
actually promote the town, for example, lamppost banners.” 

“Planning was an issue for Hidden Histories as well. Again, it’s a council that is 
feeling its way through delivering this kind of event.” 

Despite this the team praised the way in which their colleagues had found ways 
to adapt their systems and processes to enable activity to go ahead. 

“It really highlighted the willingness of colleagues in other departments to 
change their processes, to change the way they work and how they work and 
understand different things that different delivery might require… That’s been 

hugely positive.” 

There was a clear sense that the team had experienced a learning curve as a 
result of these challenges, and they felt this put them in a stronger position going 
forward. 

“We’re better equipped for the future, and each time we do something like this 
we’ll continue to get better equipped.” 

1.8. Selby 950 Community Engagement 

Though previously mentioned in section 1.4 of this appendix, community 
engagement was again raised and focused predominantly on how the year had 
managed to engage local organisations in different sectors through outreach and 
participatory activity. 

1.8.1. Strengths of the Selby 950 Community Engagement 

Many organisations were name checked for having embraced the opportunities 
of the year, in terms of engaging with the projects and commissions delivered by 
SDC, choosing to deliver their own events and activities, and/or volunteering 
their time to support Selby 950 events/activities generally.  

The organisations mentioned included: 

• Selby Music Centre  

“For Selby Sings, the Music Hub were absolutely fantastic. Really supportive, 
really proactive, were really clear about what they could do and just did it.” 

	  



• Selby College 

“The College worked with us on so many aspects through the year … Right 
through, from the students doing the canapés at the VIP event for Pilgrim, 

through to delivering their own activity … They did an exhibition of their own, 
they worked with Nayan on some of the material, one of the students was there 

as a filmmaker for Pilgrim, they participated in the volunteering with us.” 

“Hazel and Nayan went and did some work around the [art] students’ portfolios 
and did some professional development work for them and that was a really 

lovely spin off. For those students to be able to say on their CV that they’ve had 
that input, that they have made work in response to a genuine commission that 
was written as part of a specific celebration … that’s a really excellent start for a 

student just starting off on their career.” 

• Selby High School 

“We had not imagined that we would have the students from Selby High doing 
the music for Selby Sings … but the GCSE students did it ... That willingness of 
the schools and that interest from them in getting involved, and how excited 

they were by it.” 

“Tour de Yorkshire … The High School came along in the pouring rain and had a 
great afternoon … The College as well, they played a big part – they were part 

of the working group for the community activity.” 

“Hazel and I went along to Selby High as part of their Enterprise Day for their 
year sevens – Selby 950 was their theme. We had to judge their presentations.” 

• Selby Young Farmers Group 

“We obviously had the core groups, who were already part of the steering 
group and had been involved right at the beginning, but when we were doing 
Selby Treasures, Young Farmers got really involved … As farming families some 

of them had stories going back several generations.” 

It was also mentioned by one member of the team that new community groups 
had been established as a result of the year.  

‘The Selby Benedictine Society is a new history group that has come out of a 
shared interest, which began as a result of understanding and wanting to know 
more about the history of the Abbey and the original shaping of the Abbey and 

how that has shaped the town.” 

1.8.2. Challenges of Selby 950 Community Engagement 

Again, the main challenge in regard to community engagement activity came 
back to resources and the time required to manage relationships. There was a 
clear message from the team that they would have liked to do more than they 
were able to in this area but were just spread too thinly to be able to commit and 
still manage to deliver the year. 



“You always look back and think it would have been good if there had been an 
opportunity to … We could have worked with a lot more schools than we 

actually had capacity to use.” 

However, the high level of interest that was generated amongst schools means 
the team are now able to look to the future to determine how they can work with 
those who missed out through future opportunities. 

1.9. Selby 950 Audience Development 

Audience development was a key focus of the Selby 950 year and discussions 
were had about the strengths and challenges in relation to this element. 

1.9.1. Strengths of Selby 950 Audience Development 

The fact that all the events were free was seen to have helped ensure the events 
and activities were accessible, whilst there was a suggestion that some of the 
longer running projects enabled deeper levels of engagement. 

“Taking, The Unknown, there was one boy … he came to nearly every 
performance because he lived in one of the houses that overlooked the Abbey , 

and his mum was telling us how he really likes drama … Manic Chord kind of 
took him under their wing and let him do some of the sound production for one 

of the shows.” 

“The observation at Pilgrim – the number of people that came more than one 
night, and the social media chatter as well … They’ll send one person to find out 
and then they’ll tell their mates if it’s good or not … A lot of people came on the 

Saturday and then came with their families on the Sunday. The number of 
people that we saw as repeat people, not just on performance, but on days was 
phenomenal … The breadth of people that came, so even the naughty kids that 
we knew off the ASB [Anti-social behaviour], they stopped to watch it. It was a 

cross-section.” 

Equally, the curiosity developed through the set up of some projects was 
referenced as having an impact in the area of audience development. For 
example, excitement built before Pilgrim went live with the test nights that took 
place beforehand. This created a momentum, which when combined with its 
unusualness and wow factor could not help but attract big numbers.  

“We only got one negative comment about [Pilgrim] on social media from all 
the comments we had.” 

The SDC team also worked with the Selby District Disability Forum (SDDF) across 
the programme, seeking their advice and guidance on how to address access 
needs and provisions at events and activities. This included a debrief session at 
the end of the project, where together they reflected on what they had learnt 
from the year, including what went well, what could be improved. This had a big 
impact on certain members of the team. 

“We feel like we’ve established a baseline [for accessibility], a minimum of 
things we must include in planning for all events going forward.” 



 
“It’s opened my eyes, it’s been really educational from my point of view, 

looking at how we plan going forward and how we embed everything that 
we’ve learnt this year … How we can make some really straightforward planning 

decisions that opens up the opportunity for different audience members.” 

Examples of what this baseline included were Mobiloos, accessible viewing areas, 
designated blue badge parking areas; whilst future plans and budgets will seek to 
provide for BSL and audio description. 

Media coverage was also mentioned as a way that audiences had been attracted 
to certain events within the programme, signalling the importance of developing 
relationships with media outlets for the promotion of future activity in Selby. 

“One of the managers of one of the day centres for older people saw [Parade] 
on the news in the morning, on Look North, and he packaged up all of his 

residents and he took them all to see Parade. I met him at something afterwards 
and he was talking about how fantastic it was and how much they all loved it.” 

The visual identity created by LazenbyBrown was also singled out by the team as 
having had a major effect on audience perception of Selby 950 as a whole, and 
by association the projects that were a part of it. 

“Mat’s visual identity for us and all of the material that he and his team 
produced was all absolutely beautiful … The quality of it all. The price he put on 

that was probably about a third of what I’d expect for commercial work 
delivered in that way … He did it because he wanted Selby to have something 

amazing.” 

“I think the quality of it was a bit of a turning point, really, because it just made 
people take it and us a bit more seriously as well.” 

“It gave distinctiveness to the whole festival.” 

A team member also shared the story of one audience member’s Selby 950 
journey. This indicated that through an initial positive experience at one event, 
the Selby 950 programme had acted as a catalyst to further engagement with its 
other events and activities. Not only did this result in multiple engagements, it 
also moved the individual from the position of spectator to participant. 

“There was one lady who was contacting us on the Selby 950 Facebook, 
because the community tea party was in the programme … so I was able to go 

back and say people have been invited, but you’re very welcome, it’s not 
closed to the public … She went along, and she sent a really lovely email saying 

she’d had the nicest afternoon and felt so proud. But then she sent one after 
the illumination [Pilgrim] …  she asked if she could have a [lamp post banner] 

because the year had meant so much to her. She started with the Parade, then 
went to the community tea party, where the community choir was singing, so 

she joined the community choir off the back of that and then she did something 
else, and then went back into the Abbey for something and just had this huge 
sense of pride and involvement and wants a banner, because she’s creating a 

time capsule for her granddaughter of 950.” 



1.9.2. Challenges of Selby 950 Audience Development 

As with all other areas of the Selby 950, the lack of time was a major challenge for 
audience development. It meant that the team had insufficient lead-in times to 
build up steam and begin generating interest amongst potential audiences ahead 
of entering the live delivery stage – both in terms of the overall Selby 950 
programme and at an individual project level. 

“We didn’t have much time to build traction on [the Selby 950 social media 
channels].” 

“In an ideal world we’d have had our brand, our destination brand, our visitor 
economy brand and our voice in place before we were running head long with 

950 to be honest, because that lack of channels, we really felt it.”  

Equally, Selby 950 specific platforms were not in place early enough in the year, 
as the initial decision had been to use the existing SDC channels. However, it 
soon became clear that the “voice” required for Selby 950 was very different to 
that used and required by a local authority.  

“Originally we had corporate comms in place, but we had conversations around 
how it wasn’t a corporate message, it was a partnership message, so it was 

important we were not seen to be taking the credit for other people’s work by 
using our corporate comms, so we took the decision to create the identity and 

social media channels for 950.” 

“Our web channels, because all we’ve got is the corporate District Council 
website, which isn’t necessarily the first place people will think to go and look 
to get this kind of information, and the tone of the corporate channels … When 

we’re going with our message and it’s pitched against messages about the 
services we offer as a District Council, our message was lost – it was way down 

the list of priorities.” 

“That 950 channel has had a different personality … It has got the personality of 
culture, of the visitor economy, so it’s chatty. It is not about getting a message 
out, it’s about having a conversation and I think that’s a quite different type of 

comms.” 

Staff resource was also raised again here, in terms of the ability to distribute 
promotional materials, especially given a lack of infrastructure for where such 
materials might be taken for display in the district. 

“The issue isn’t the paying for the printing, the issue is always getting the print 
out. So, we had beautiful material, but distributing that material was a 

challenge. It’s not like in other towns where you’d take boxes round to your 
cultural venues and your audiences are there already … because those cultural 

venues don’t exist.” 

“We don’t have information points. We physically took [printed promotional 
materials] to the shops and businesses in the town … They weren’t in the right 

places really.” 

 



1.10. Selby 950 Partnerships 

The second element discussed were the partnerships that were established 
and/or developed through Selby 950, both for SDC and amongst external 
partners. 

1.10.1. Strengths of the Selby 950 Partnerships 

There were many key partnerships that enabled Selby 950 to be the success that 
it was.  

Selby Abbey was one of the principal partners within the year and were widely 
praised by the team for how they had made the most of the year. They had not 
only been an excellent partner to the SDC team, but also to the community 
partners who approached them to host events and activities as part of the year. 

“It put a lot of pressure on the Abbey team, because they were so embracing of 
us. Their diary got ridiculous, as they had so many community groups wanting 

to host things in the Abbey, wanting to be part of things with the Abbey … 
Throughout all of that they remained so graceful and so welcoming and full of 

hospitality and care for people.” 

The year was also seen as having provided opportunities of other new 
partnerships to be established between different community partners who chose 
to get involved in the year. 

“There was a wonderful partnership between Selby College and a group called 
Em People, which is artworks and art projects for people with learning 

disabilities. They did an exhibition and they did it in the Abbey … Also, where 
people had big ideas, really big ideas. Some we had to talk off the ledge 
because their ideas were too big … and some where they had a massive 

ambitious plan, but they pulled it off … The Libraries programme, full of sell out 
events. Lots and lots of lectures, and they did loads of really fantastic stuff for 
children as well. I was talking to their Librarian, who had managed all of that, 
and she was talking about it as being really quite a defining thing for them, 

because it brought in new audiences and enabled them to reach people that 
they had not previously reached, and how they’re building on that with what 

they’re doing next.” 

Some of these partnerships were facilitated by the SDC team. For example, the 
Community Tea Party delivered at Selby Abbey was a joint project between 
Selby Abbey and Selby District Association of Voluntary Service (AVS). Initially an 
idea of a volunteer at the Abbey, this project was able to develop after SDC 
introduced the volunteer to the AVS. 

“[The Selby District Association of Voluntary Service] … collaborated [with 
Selby Abbey] and produced this really lovely tea party, where all the key 

community groups in Selby were invited along. The feedback from that, and the 
conversations I’ve had with people since are just where everything lies for me. 

They want to do that every year in some form.” 



Selby 950 also provided a positive opportunity for the district and town councils 
to work together, as the Town Council set up a Selby 950 grants scheme and 
also, through its venue Selby Town Hall, promoted comedian Rory Bremner (with 
full support) in a sell-out event at the Abbey. 

“We have a really good relationship with Chris, who’s the venue manager at the 
Town Hall … He was really committed to supporting 950.” 

1.10.2. Challenges of Selby 950 Partnerships 

The team felt that the support they were able to offer to community partners was 
not what they originally intended or hoped for, but again this was a reflection of 
the time and resource pressures the team were under. 

“I certainly thought to begin with that we’d have quite an ordered approach. 
We would be able to support people, we’d be able to have packs of 

information for them … of course, there was no resemblance to that at all. None 
of those things happened in order, it all happened backwards. We chased our 
tails all year. I’m absolutely sure that some of our community partners feel we 

did nothing to support them … It’s very difficult to deliver something yourself at 
the same time as trying to help other people to spin their plates. It becomes an 

either or.”  

Equally, in terms of the role that Yvette and Jen are playing at SDC, this is 
something new for the district. Time was not only needed for them to get to 
know Selby better, but to also get the message out about the type of support 
they can offer to local partners.  

“Also, me and Jen being new in post. Selby’s not a town I know at all … It was 
impossible to reach out.” 

“We also need to let a lot more people know who we are and what we’re 
doing, because this function hasn’t been in existence for an awfully long time. 

That lack of knowledge that there is someone they can’t talk to and build a 
relationship with … At the same time as delivering we were building 

relationships.” 

1.11. Selby 950 Fundraising  

As previously mentioned in section 1.5 funding was a one of the challenging areas 
faced by the Selby 950 team, not least because of the short timescales they were 
working to in order to both secure funding and deliver the programme. Key 
strengths and challenges in relation to this area are detailed below. 

1.11.1. Strengths of Selby 950 Fundraising 

There was clear agreement across the team that the funders who supported the 
Selby 950 had invested a great deal of trust in them and seen the potential that 
the programme offered. This was seen to be vital to the success of the year. 



“It was a real testament to the funders that they were able to see past [the lack 
of track record] and see it was worth taking punt and that potentially it was a 

very exciting thing to punt on.” 

“[Drax] were absolutely thrilled with Pilgrim. They were thrilled to have been 
part of it. It was a completely new process for them, working alongside the 

artists, having Nayan on their site, but also the sign off meetings that we had 
when Nayan was showing all his work. That was all completely new to them 

and they absolutely loved it. As a result of it, they’re now talking about having 
their own artist residencies.” 

It was felt that the year had enabled a really positive working relationship to be 
established with all of these funders and it was hoped that this would lead to 
more opportunities for the future. All funders were praised for the interest they 
had showed in the activity, attending events throughout the year. 

“[ACE] are really pleased … and very very positive.”  

“NHLF came to Selby Sings right at the beginning and their case officer came 
and spent some time with us and went around and saw all the Hidden Histories 

and saw Selby Treasures, and talked to Selby Treasures volunteers.” 

Equally, a lot of value in kind support was garnered from different partners. 

“There was a lot of in-kind support, and we had things like Welcome to 
Yorkshire hosting like a microsite for 950 and we had value placed on those … 
The Town Council set up grants for community activity, so they had grants of 

up to £950 each, so that enabled things like Angela Bridge’s Creative 
Monologues.” 

1.11.2. Challenges of Selby 950 Fundraising 

The main challenge that the team faced in raising funds for the programme was 
that the district had no track record in delivering a programme of the likes of 
Selby 950. As such, the funding applications for the year had to be developed 
using best guesstimates from research undertaken into similar activity elsewhere 
and using very limited data that was available to the team from local partners. 

“We’d not asked the Arts Council for a single penny and then we asked them 
for £70,000 in our first ever application … We had some evidentiary challenges 
based on that as well. Within that narrative of why you’re doing what you’re 
doing, we were cold callers in a sense. We weren’t able to say, ‘Well we’ve 

already done that and because of that we’re going to do this’, and we didn’t 
have some of the evidence in place.” 

“We were in the dark a lot of the time with the numbers that we were 
predicting.” 

	  



1.12. Moments of Pride 

When asked what they were most proud of in relation to Selby 950, a number of 
key themes came up: 

• Challenging perceptions linked to the value of arts, culture and heritage. 

“The ability to have changed some of the perceptions of Members and the 
direction of the Council to embed culture as a key delivery priority for the 

Council. I’m a Selby resident and my massive family are as well, so it means a lot 
to me individually as well … To go from a meeting where very senior Members 
were saying, ‘Why should we do this… through to now and the new Council 
plan, where it’s sat there and embedded we can be proud of the work that 

we’ve done … It wouldn’t have been as easy if it wasn’t for the skill of the team 
doing 950 to show what we can achieve … That shows them what we’ve got 

locally.” 

• Challenging perceptions held towards Selby as a place. 

“I’m proud of the way local residents speak … We only had one complaint 
about Pilgrim and put that in the context where everything on social media is a 
complaint. The narrative has changed. In the last year, the narrative about a lot 
of things, not just about culture, but the way people are interacting about the 

town and the place is very different.” 

• The teamwork that took place to be able to deliver the year against very 
challenging timescales and resources, and the ability of the team to adapt 
their language and ways of working to bring people on board. 

“The team have worked with indescribable pressure.” 

“I come from a world where things like this are completely normal to me, but 
I’m talking to people who find it completely alien – they don’t think the same 

way, they don’t speak the same way – so, it’s actually a skill to be able to build 
those relationships in that way and talk in somebody else’s language … It’s a 

significant skill that the team have got.” 

• The fact that Selby 950 actually happened and was successfully delivered 
despite the difficulties they faced. 

“I’m most proud of the fact that it happened at all, because it could so easily 
not have done … I’m really proud that the zeitgeist, all of the things coming 

together at the same time meant that Selby 950 happened, people lived it, it 
went really well, loads of people turned out, and it has changed the town.” 

• The turnout and response from local residents for many of the events. 

“The lasting memories are nothing but pride. When I think about the turnout of 
the Tour de Yorkshire, one of the wettest days I’ve ever experienced, and I 

looked down the street and it was packed.” 



1.13. Skills and Knowledge Gained 

Given the huge learning curve that the team went on, there were a range of skills 
and knowledge that they gained, which can be utilised in the future. This 
included: 

• Knowledge and understanding of procurement 
• Knowledge and understanding of planning law 
• Knowledge and understanding of highways  
• Local knowledge about Selby and its history 
• Risk Assessment skills and knowledge 
• Event Management Planning skills and knowledge. 

“The stuff about how Selby District Council does things … but also I’ve learnt a 
lot about Selby. I’ve learnt fascinating and amazing things about Selby’s 

heritage which has made me really, really passionate about it. There’s so much 
to be interested in and so much material that we could carry on working in this 

way for many years and never run out of interesting, quirky, funny, beautiful 
stories and people who want to tell them.” 

“I’d never even heard the term hostile vehicle mitigation before I started this 
job and now there’s barely a month gone by where I haven’t heard or used it.” 

1.14. Legacy 

Discussions around legacy from the year, in addition to the previously expressed 
desires around community engagement, local business engagement and the 
need to build a visitor economy brand were about ensuring that culture plays a 
big part in the revitalisation of the town, and that the reach and impact of such 
activity spreads beyond the town boundaries. 

“We’ve commissioned the cultural development framework and that will guide 
our work for the next five years … The important thing within that is not losing 
momentum … The opportunity we have to shout about our high street and talk 

culturally about our high street and to be ready to do that as soon as we are 
able to after the lockdown is over, it’s that kind of work in preparation. From 

that point of view all of the towns need something different.” 

“The important thing for me is that the ripples move out of Selby town and we 
push the cultural delivery that we’re doing out into Sherburn, Tadcaster, the 
villages, and that we don’t end up with a situation where people feel miffed 

because it’s not happening in their town … I have some thoughts about some 
large-scale pieces of work that we could do across the towns.” 

Equally, in regard to priorities for history and heritage, it was felt that the year 
highlighted the need to gather more stories and memories from the older 
generations of the district so that these are not lost for future generations. 

“There’s a sense of urgency about not letting the history and the heritage of our 
past communities from Selby actually be lost form our older generation … What 

the programme did was enable some of those voices to come out.” 



It was also stressed that there is a need to enable community groups from all 
areas, not just those linked to arts and culture, to develop and deliver projects 
themselves and in collaboration, and that in order to do this the pool of people 
who are willing to get involved in delivering needs to be expanded. 

“The confidence of the community groups to deliver themselves and not have 
to rely on a big engine like the Council in order to be able to do it. There are so 

many community groups in Selby across the breadth of the people that they 
represent … How can we give them the confidence?” 

“It’s always the same people that turn up to the same meetings, and it’s a really 
small group of people and we don’t want them to burn out.” 



Selby 950 Core Project Team: Focus Group Discussion Guide 
Topic area Comments / Questions Timing 

Icebreaker 
 

Everyone to give their first names and answer the following question: 
QUESTION: How were you involved in Selby 950? 
Probe: What was your official role in the year? Did you get involved in any other ways that were not required by your role? 

5 minutes 

Selby 950 – 
Measures of 
Success 

QUESTION: Prior to the year commencing, what for you were the key measures of success for Selby 950? 
Probe: What targets, aims and changes did you wish to see resulting from the year?  
QUESTION: Overall, how do you feel the year performed against these?  
Probe: What are the main achievements of the year? Where could improvements have been made? Have any changes 
been felt Selby wide or just in pocket areas of the district? 
QUESTION: What, in your opinion, made Selby 950 distinctive from other cultural events and activities that have taken 
place in the town and wider district prior to 2019? 

15 minutes 

Delivery of 
Selby 950 

EXERCISE: Write headings from bullet point list on a flipchart.  
QUESTION: These are the 7 areas that Selby 950 delivered against. As a group I want to talk about where you feel the 
biggest strengths and challenges were within these areas. 
• Programming (SDC commissioned projects + other activities) 
• Production management  
• Community engagement (schools, HE, community groups) 
• Audience development (diversifying audiences for culture, increasing-deepening engagement with culture) 
• Marketing and communications (SDC led activity + other activities) 
• Partnerships (internal to SDC, cultural partners, community partners, funders, local businesses) 
• Fundraising (public funds, trusts and foundations, private funding, sponsorship). 

QUESTION: How were the challenges mentioned overcome? 
QUESTION: Thinking again about these seven areas, what are the key lessons learnt that you will apply to future projects? 

40 minutes 

Outcomes of 
Selby 950 

QUESTION: What are you most proud of, in terms of what you and the team have achieved in relation to Selby 950? 
QUESTION: What skills and knowledge, if any, have you all developed through your roles and wider experience on Selby 
950?  

15 minutes 

2020 and 
beyond 

QUESTION: What do you hope to see happen in 2020 and beyond in Selby, as a result of everything that was learnt 
through Selby 950? 
Probe: What will SDC policy and strategy be regarding culture? How will SDC invest in culture? Will there be any 
processes or procedures that need to be implemented or changed? What will Selby District’s cultural offer be? 

10 minutes 

	 	



Topic area Comments / Questions Timing 

And finally… How, if at all, has your experience of Selby 950 affected how you feel about the town and district?   
Probe: Do you feel internal perceptions have changed and, if so, has the impact been Selby wide or just in pockets? Have 
external perceptions changed? 

5 minutes 

 

 

 

 

 

 

 





RECORD 
NO. EMPLOYMENT AGE GENDER DISABILITY ETHNICITY

1 Part time
2 Part time
3 Part time
4 Part time
5 Part time
6 Part time
7 Part time
8 Part time
9 Part time

Insert more records above as needed; right click this row number, click Insert. 

Equal Opps Forms were not completed 

PERMANENT STAFF SELBY 950

EACH RECORD NUMBER SHOULD BE MADE UP OF ONE COMPLETED EQUAL OPPORTUNITIES FORM



RECORD 
NO. EMPLOYMENT PROJECT ROLE AGE GENDER DISABILITY ETHNICITY

1 Part time Selby 950 Overall Cultural Programmer
2 Part time Selby 950 Overall Designer
3 Part time Selby 950 Overall Photographer
4 Part time Selby Sings Musician
5 Part time Selby Sings Producer
6 Part time Selby Sings Heritage Workshop Lead
7 Part time Selby Sings Arts Administrator
8 Part time Selby Sings Photographer
9 Part time Selby Sings Filmmaker

10 Part time Parade Artistic Director & Festival Producer
11 Part time Parade Composer & co-director
12 Part time Parade Visual artist & Co-director
13 Part time Parade Choreographer
14 Part time Parade Dramaturgist
15 Part time Parade Visual artist
16 Part time Parade Filmmaker
17 Part time Parade Filmmaker
18 Part time Pilgrim Artist
19 Part time Pilgrim Artist
20 Part time Pilgrim Filmmaker
21 Part time Selby Treasures Curator
22 Part time Selby Treasures Artist
23 Part time Selby Treasures Archivist
24 Part time Hidden Histories Writer
25 Part time Hidden Histories Designer
26 Part time The Unknown Writer & Director
27 Part time The Unknown Writer & Director
28 Part time The Unknown Producer
29 Part time The Unknown Actor
30 Part time The Unknown Actor

Insert more records above as needed; right click this row number, click Insert. 

Equal Opps Forms were not completed 

ARTS, CULTURE & HERITAGE PROFESSIONALS SELBY 950

EACH RECORD NUMBER SHOULD BE MADE UP OF ONE COMPLETED EQUAL OPPORTUNITIES FORM



RECORD 
NO. EMPLOYMENT ROLE AGE GENDER DISABILITY ETHNICITY

1 Part time Co-ordinator
2 Part time Evaluation Consultant
3 Part time Evaluation Consultant
4 Part time Evaluation Consultant
5 Part time Event Manager
6 Part time Event Manager

Insert more records above as needed; right click this row number, click Insert. 

Equal Opps Forms were not completed 

OTHER CONTRACTUAL, FREELANCE AND COMMISSIONED STAFF: SELBY 950

EACH RECORD NUMBER SHOULD BE MADE UP OF ONE COMPLETED EQUAL OPPORTUNITIES FORM



NAME OF COMMISSION NUMBER OF 
VOLUNTEERS VOLUNTEER HOURS

Tour de Yorkshire 7 26
Selby Sings 4 12
Parade 3 9
Pilgrim 9 77
Selby Treasures 19 294
General Support for Selby 950 1 10
TOTAL 43 428

Equal Opps Forms were not completed 

VOLUNTEERS: SELBY 950



NAME OF EXHIBITION POST CODE(S) DATE(S) TOTAL NUMBER OF 
EXHIBITION DAYS FREE / PAID FOR CYP SPECIFIC? TARGET AUDIENCE DISCIPLINE HERITAGE FOCUS

PROVISION TO 
INCREASE 

ACCESSIBILITY?
TYPE OF ACCESS PROVISION(S) TOTAL AUDIENCE TOTAL 

VOLUNTEERS

Pilgrim YO8 4PU 22/11/2019 - 24/11/2019 3 Free No Not applicable Visual art (video) Nature
Historic building Yes

Blue badge parking
Mobiloo
Accessible viewing area
Accessible toilets
Accessible entrance at Selby Abbey

                         7,877                                 6 

Selby Treasures Pop Up Museums YO8 4PB; YO8 4DZ; YO8 4PD; YO8 
4BL; YO8 4EQ

04/11/2019
15/11/2019
23/11/2019
14/11/2019

5 Free No Local residents Visual art (drawing)
Museum Community heritage No 126 1

Selby Treasures Celebratory Exhibition YO8 4PU 24/01/2020 - 10/02/2020 18 Free No Local residents Visual art (drawing)
Museum Community heritage Yes

BSL Tour
Accessible entrance
Accessible toilet
Accessibility Awareness training for 
volunteers

                         1,967                               16 

Selby Treasures Banner Tour YO8 9FT; YO8 4EQ Unknown Unknown Free No Local residents Visual art (drawing) Community heritage No Unknown  - 

Hidden Histories YO8 4NS; YO8 4NT; YO8 4PW; 
YO8 4PJ; YO8 4NW 13/12/2019 - 23/03/2020 101 Free No Local residents Visual art (design) Community heritage

Oral history No  Unknown                               -   

Insert more records above as needed; right click this row number, click Insert. 

COMMISSIONS
NAME OF ARTIST / COMPANY NAME OF EXHIBITION ARTIST LOCATION TYPE OF COMMISSION

Nayan Kulkarni Pilgrim UK based artist Production of new commission
Michala Pearson Selby Treasures UK based artist Production of new commission
Simon Grennan Selby Treasures UK based artist Production of new commission
Angela Bridge Hidden Histories UK based artist Production of new commission
Mat Lazenby Hidden Histories UK based artist Production of new commission
Insert more records above as needed; right click this row number, click Insert. 

ACTIVITY MONITORING: EXHIBITIONS



NAME OF PUBLICATION TYPE OF PUBLICATION FREE / PAID FOR NUMBER OF COPIES 
MADE

NUMBER OF COPIES 
DISTRIBUTED

Selby Sings Songbooks Print Free 20 20
Selby Sings Audio Recording CD £6 37 37
Selby Treasures Commemorative Brochure Print Free 500 500
Hidden Histories Postcards (6 designs) Free 1800 0
Insert more records above as needed; right click this row number, click Insert. 

ACTIVITY MONITORING: EXHIBITIONS



ACTIVITY MONITORING: EVENTS AND PERFORMANCES

NAME OF EVENT / 
PERFORMANCE POST CODE (S) DATE (S) NUMBER OF EVENT DAYS / 

PERFORMANCES FREE / PAID FOR CYP SPECIFIC? TYPE OF FOCUS DISCIPLINE (S) HERITAGE FOCUS
PROVISION TO 

INCREASE 
ACCESSIBILITY?

TYPE OF ACCESS PROVISION TOTAL AUDIENCE TOTAL 
PARTICIPANTS

TOTAL NUMBER 
OF VOLUNTEERS

Tour de Yorkshire: Stage 1 Finish YO8 3UE; YO8 3RE; YO8 9LU; 
YO8 4HT; YO8 4HS; YO8 4PU 02/05/2019 1 Free No Families Sport n/a Yes

Blue badge parking
Accessible portable toilets
Accessible viewing area
BSL Interpreter for award ceremony

                       53,334  9 community groups                               7 

Selby Sings Concert YO8 4PU 04/07/2019 2 Free Yes Specifically 5-19 year olds History
Music Historic building Yes Accessible toilets

Accessible entrance                             422                             261                               4 

Parade Start: YO8 4BL
End: YO8 4PA 31/07/2019 1 Free No Families History

Carnival Arts

Historic building
Commemorations and 
celebrations

No n/a                          2,000                             204                               3 

The Unknown YO8 4PU 28/10/2019-30/10/2019 9 Free Yes Families Theatre n/a Yes Accessible toilets                             131  n/a                              -   
Insert more records above as needed; right click this row number, click Insert. 

COMMISSIONS
NAME OF ARTIST / COMPANY NAME OF PERFORMANCE ARTIST LOCATION TYPE OF COMMISSION
Performing Arts etc. Selby Sings UK based artist Production of new commission
Edgelands Arts Parade UK based artist Production of new commission

Manic Chord The Unknown UK based artist Touring production by visiting 
organisation

Insert more records above as needed; right click this row number, click Insert. 



ACTIVITY MONITORING: LEARNING & PARTICIPATION

NAME OF L&P EVENT POST CODE(S) DATE(S) TOTAL NUMBER OF 
SESSIONS FREE / PAID FOR LEARNING TYPE CYP SPECIFIC? TARGET AUDIENCE DISCIPLINE HERITAGE FOCUS

PROVISION TO 
INCREASE 

ACCESSIBILITY?

TYPE OF ACCESS 
PROVISION

TOTAL 
PARTICIPANTS TOTAL VOLUNTEERS

Selby Sings: Drax Workshops

YO8 4QB; YO19 6PF; 
DN14 9NR; YO8 9BG; LS25 
5AU; YO8 5AA; YO8 9DZ; 
YO8 9HP; YO8 6QS; YO8 

Unknown 10 Free Formal Yes Key Stage 2: Years 3 
to 6 (8-11 year olds) History

Historic building
Commemorations and 
celebrations

No n/a 0

Selby Sings: Song writing Workshops

YO8 4QB; YO19 6PF; 
DN14 9NR; YO8 9BG; LS25 
5AU; YO8 5AA; YO8 9DZ; 
YO8 9HP; YO8 6QS; YO8 
9AX; YO8 4HT

Unknown 40 Free Formal Yes Key Stage 2: Years 3 
to 6 (8-11 year olds) Music

Historic building
Commemorations and 
celebrations

No n/a 270 0

Parade Community Group Workshops YO8 4NJ; YO8 9DZ; YO8 
4PG; YO8 4QQ; YO8 9HP

07/06/2019 - 
27/07/2019 15 Free Informal No Local residents

Crafts
Dance
Drama
Carnival arts

Historic building
Commemorations and 
celebrations

No n/a 360 0

Parade Drop-in Sessions YO8 4NS; YO8 4DZ; YO8 
4NJ

15/07/2019
24/07/2019
25/07/2019
26/07/2019
27/07/2019
28/07/2019
29/07/2019

10 Free Informal No Local residents

Crafts
Dance
Drama
Carnival arts

Historic building
Commemorations and 
celebrations

No n/a 158 0

Selby Treasures Pop Ups YO8 4PB; YO8 4DZ; YO8 
4PD; YO8 4BL; YO8 4EQ

04/11/2019
15/11/2019
23/11/2019
14/11/2019

5 Free Informal No Local residents Visual art (drawing)
Museum Community heritage No n/a 26 1

Selby Treasures Community Workshops YO8 9FT; YO8 8GE; YO8 
8PH; YO8 4QQ; YO8 4BA

06/11/2019
11/11/2109
13/11/2019
13/11/2019
19/11/2019
15/11/2019
21/11/2019

8 Free Informal No Local residents Visual art (drawing)
Museum Community heritage No n/a 96 0

Selby Treasures Exhibition Event Programme YO8 4PU

27/01/2019
29/01/2019
29/01/2019
01/02/2019
05/01/2019
05/02/2019
08/02/2019
08/02/2019

8 Free Informal No Local residents Visual art (drawing)
Museum Community heritage Yes BSL 371 3

Hidden Histories Memory Collection Online Unknown Unknown Free Informal No Local residents History Community heritage No N/A Unknown 0
Insert more records above as needed; right click this row number, click Insert. 

COMMISSIONS
NAME OF ARTIST / COMPANY NAME OF L&P EVENT ARTIST LOCATION TYPE OF COMMISSION

Performing Arts Etc Selby Sings UK based artist Production of new commission
Edgelands Arts Parade UK based artist Production of new commission
Leilah Vyner Parade UK based artist Production of new commission
Gemma Fisher Parade UK based artist Production of new commission
Louise Record Parade UK based artist Production of new commission
Michala Pearson Selby Treasures UK based artist Production of new commission
Simon Grennan Selby Treasures UK based artist Production of new commission



ACTIVITY MONITORING: SOCIAL ONLINE ENGAGEMENT
(MINUTES)

SELBY WEBSITE TOTAL NUMBER OF 
SELBY 950 PAGE VIES

TOTAL NUMBER OF 
UNIQUE VISITORS

AUDIENCE 
DEMOGRAPHICS 

(FROM ANALYTICS)
Column1 Column3

Jan-19 N/A N/A N/A
Feb-19 N/A N/A N/A
Mar-19 N/A N/A N/A
Apr-19 N/A N/A N/A
May-19 N/A N/A N/A
Jun-19 N/A N/A N/A
Jul-19 N/A N/A N/A

Aug-19 N/A N/A N/A
Sep-19 N/A N/A N/A
Oct-19 N/A N/A N/A
Nov-19 N/A N/A N/A
Dec-19 N/A N/A N/A

SELBY 950 FACEBOOK NUMBER OF LIKES NUMBER OF 
FOLLOWERS 

NUMBER OF NEW 
CONTENT UPLOADS

TOTAL VIEWING FIGURES 
(NEW CONTENT)

IMPRESSIONS ON 
POSTS

ENGAGEMENT WITH 
POSTS

AUDIENCE DEMOGRAPHICS (FROM 
ANALYTICS)

Apr-19 1 n/a 75 136 1
May-19 12 15 21 246 715 25
Jun-19 136 139 20 10,680 17,050 890
Jul-19 221 132 33 18,383 29,036 1,166

Aug-19 256 267 16 12,137 19244 1364
Sep-19 261 272 4 533 830 69
Oct-19 274 286 19 11,382 14081 508
Nov-19 343 355 24 30,985 32656 2257
Dec-19 368 383 8 17,709 19422 2812
Jan-20 391 407 11 10,055 10302 728
Feb-20 409 427 9 11,980 12996 1705
Mar-20 412 428 1 95 94 8

166 124,260 156,562 11,533

SELBY DISTRICT 
COUNCIL FACEBOOK NUMBER OF LIKES NUMBER OF 

FOLLOWERS 
NUMBER OF NEW 

CONTENT UPLOADS
TOTAL VIEWING FIGURES 

(NEW CONTENT)

TOTAL VIEWING 
FIGURES 

(ALL CONTENT)

IMPRESSIONS ON 
POSTS ENGAGEMENT WITH POSTS AUDIENCE DEMOGRAPHICS (FROM 

ANALYTICS)

Jan-19 2,265 2336 41 (11 S950) 22,687 (S950) 112706 194,846 (35,413 S950) 17,674 (1,403 S950)
Feb-19 2,312 2386 39 (5 S950) 4,423 (S950) 72733 123,072 (6,241 S950) 7,548 (141 S950)
Mar-19 2,351 2428 37 (13 S950) 25,655 (S950) 59175 92,765 (41,320 S950) 3,659 (1,356 S950)
Apr-19 2,490 2578 41 (21 S950) 88,496 (S950) 118741 201,455 (151,191 S950) 11,529 (8,051 S950)
May-19 2,590 2682 51 (25 S950) 75,369 (S950) 128807 206,475 (119,608 S950) 10.559 (6,401 S950)
Jun-19 2,664 2759 34 (12 S950) 21,236 (S950) 79539 130,371 (33,870 S950) 6,635 (1,663 S950)
Jul-19 2,755 2858 30 (9 S950) 29,301 (S950) 71240 112,072 (45,987 S950) 6,139 (2,179 S950)

Aug-19 2,798 2907 29 (4 S950) 10,793 (S950) 52978 79,876 (15,692 S950) 3,184 (618 S950)
Sep-19 2,872 2986 45 (1 S950) 1,177 (S950) 85646 133,761 (1.684 S950) 8,597 (73 S950)
Oct-19 2,899 3015 38 (9 S950) 17,463 (S950) 65785 82,651 (23,253 S950) 4,166 (820 S950)
Nov-19 2,976 3108 28 (8 S950) 40,100 (S950) 69154 74,063 (43,174 S950) 5,717 (3,188 S950)
Dec-19 3,038 3173 35 (0 S950) 0 (S950) 75424 81,966 (0 S950) 5,536 (0 S950)
Jan-20 3,301 3451 35 (1 S950) 8,420 (S950) 157834 171,913 (8,826 S950) 24,481 (591 S950)
Feb-20 3,728 3910 49 (1 S950) 1271 (S950) 325903 341,341 (1,341 S950) 51,918 (42 S950)

Total Reach 
(S950 related posts)=346,391 1,475,665

SELBY 950 TWITTER LIKES / FOLLOWERS / 
SUBSCRIBERS 

NUMBER OF NEW 
CONTENT UPLOADS

IMPRESSIONS ON 
POSTS

ENGAGEMENT WITH 
POSTS

Mar-19 26 12 5,015 183
Apr-19 78 24 14,194 211
May-19 92 22 19,141 521
Jun-19 113 15 12,007 329
Jul-19 144 34 26,613 535

Aug-19 151 15 8,332 134
Sep-19 152 2 1,024 17
Oct-19 163 12 12,112 180
Nov-19 188 24 24,920 329
Dec-19 191 6 7,367 181
Jan-20 208 11 10,646 190
Feb-20 211 11 7,150 129
Mar-20 214 4 802 12

192 149,323 2,951

SELBY DISTRICT 
COUNCIL TWITTER

LIKES / FOLLOWERS / 
SUBSCRIBERS 

NUMBER OF NEW 
CONTENT UPLOADS

IMPRESSIONS ON 
POSTS

ENGAGEMENT WITH 
POSTS

ENGAGEMENT WITH 
POSTS

AUDIENCE 
DEMOGRAPHICS 

(FROM ANALYTICS)
Jan-19 5,848 17 (6 S950) 42,346 (21,256 S950) 701 (180 S950)
Feb-19 5,889 32 (S950) 23,032 (6,415 S950) 425 (73 S950)
Mar-19 5,911 29 (7 S950) 40,847 (19,201 S950) 509 (261 S950)
Apr-19 5,952 42 (17 S950) 82,611 (54,474 S950) 1,333 (600 S950)
May-19 5,976 61 (14 S950) 145,565 (59,938 S950) 2,299 (897 S950)
Jun-19 6,012 24 (7 S950) 100,202 (71,413 S950) 1,049 (659 S950)
Jul-19 6,032 45 (6 S950) 100,593 (45,380 S950) 1,028 (394 S950)

Aug-19 6,059 18 (4 S950) 22,912 (7,923 S950) 238 (85 S950)
Sep-19 6,088 53 (1 S950) 73,409 (2,149 S950) 849 (53 S950)
Oct-19 6,095 32 (4 S950) 51,131 (11,246 S950) 554 (132 S950)
Nov-19 6,133 26 (7 S950) 39,772 (16,643 S950) 481 (333 S950)
Dec-19 6,162 40 (0 S950) 36,394 (0 S950) 622 (0 S950)
Jan-20 6,172 44 (1) 47,312 (1366 S950) 1356 (9 S950)
Feb-20 6,219 54 (0) 117,581 (0 S950) 3,223 (0 S950)

Total Impressions/ 
Engagements 823,505 14,667
Total Impressions/ 
Engagement S950 
Related Posts 317,404 3,676

71% Women | 26% Men

13-17 - 0% (W) 0% (M)
18-24 - 2% (W) 3% (M)
25-34 - 13% (W) 4% (M)
35-44 - 24% (W) 7% (M)
45-54 - 17% (W) 5% (M)
55-64 - 8% (W) 6% (M)
65+ - 8% (W) 2% (M)

Top 5 Locations: Selby, York, Goole, 
Leeds, Doncaster

13-17 - 0.175% (W) 0.175% (M)

13-17 - 0.175% (W) 0.175% (M)
18-24 - 4% (W) 2% (M)
25-34 - 22% (W) 8% (M)
35-44 - 24% (W) 8% (M)
45-54 - 14% (W) 5% (M)
55-64 - 5% (W) 2% (M)
65+ - 3% (W) 1% (M)

Top 5 Locations: Selby, York, Leeds, Goole, 
Tadcaster



NAME
POST CODE OF 

ORGANISATION HEAD 
OFFICE

ORGANISATION TYPE NEW OR EXISTING?

Selby Abbey YO8 4PU Cultural: Museums & Heritage sites (Non-NPO) Existing
Selby Town Hall YO8 4AJ Cultural: Other arts & cultural organisations Existing
Welcome to Yorkshire LS11 5DL Other Existing
Minster FM YO19 5ZX Other Existing
BBC Radio York YO30 7BR Other Existing
Drax YO8 8PH Other Existing
Lazenby Brown YO1 7LZ Other New
Selby Civic Society YO8 4QF Cultural: Other arts & cultural organisations Existing
Selby Town Enterprise Partnership - Other Existing
Selby District Disability Forum YO8 4QQ Other Existing
Sainsbury's YO8 4DZ Other Existing
Selby Library YO8 4EQ Cultural: Libraries & Library Services Existing
Selby College YO8 8AT Other Existing
Rigid Containers YO8 8AN Other New
Selby Town Council YO8 4AJ Other Existing
Inspiring Healthy Lifestyles WN5 0UL Other Existing
Selby Big Local YO8 Other Existing
Castle Communication Service YO8 4YR Other New
Angela Bridge, Local Writer - Other Existing
David Lewis, Selby Historian - Other Existing
Abbots Staith Heritage Trust YO8 4ED Cultural: Other arts & cultural organisations Existing
Selby Children's Literature Festival - Cultural: Other arts & cultural organisations Existing
Selby District Association of Voluntary Services YO8 4QQ Other Existing
Selby Hands of Hope

ACTIVITY MONITORING: PARTNERS & BRIDGE ORGANISATIONS



Appendix 10: Top Performing Social Media Posts 
 

1.1. Selby 950 Facebook 

 

 



 

 



 

 

 

 

 



 

 

 



 

 

 



 
 

1.2. Selby 950 Twitter 

 

 

 



 

 

 

 

 

 
 
	  



1.3. Selby District Council Facebook 

 

 



 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 
 



1.4. Selby District Council Twitter 

 

 



 

 



 

 

 



 

 

 



 

 

 

 





Meteroculturals (Higher Engagers)
Prosperous, liberal urbanites, Metroculturals choose a city lifestyle for the broad cultural opportunity it 
affords. They are therefore interested in a very wide spectrum of activity, but many tend towards their 
own preferred artform or style. Although active museum attenders, more engage with the arts and many 
on a weekly basis. Working in demanding but rewarding professions, they are highly educated and have a 
wide variety of other interests from food and travel to current affairs and architecture.

Commuterland Culturebuffs (Higher Engagers)
Affluent and settled with many working in higher managerial and professional occupations. 
Commuterland Culturebuffs are keen consumers of culture, with broad tastes but a leaning towards 
heritage and more classical offerings. Mature families or retirees, living largely in leafy provincial suburban 
or greenbelt comfort, they are willing to travel and pay for premium experiences, their habits perhaps 
influenced by commuting. Motivations are multiple, ranging from social and self-improvement, to the 
pursuit of learning opportunities for older children. They tend to be frequent attenders and potential 
donors. 

Experience Seekers (Higher Engagers)
An important and significant part of urban arts audiences, these highly active, diverse, social and 
ambitious singles and couples are younger people engaging with the arts on a regular basis. Students, 
recent graduates and in the early to mid-stages of their careers, they live close to city centres, have easy 
access to and attend a wide variety of arts, museums galleries and heritage. Interests cover mainstream, 
contemporary and culturally diverse offers and attending is at the heart of their social lives. They are 
mostly in search of new things to do and have disposable income to spend on a variety of leisure activities 
like sports/arts memberships and frequent visits to cafes, bars and restaurants. Digitally savvy, they will 
share experiences through social media on their smart phones.



Dormitory Dependables (Medium engagement)
A significant proportion of audiences are made up of this dependably regular if not frequently engaging 
group. Most live in suburban or small towns and show a preference for heritage activities, alongside 
popular and more traditional, mainstream arts. Many are thriving well off mature couples or busy older 
families; life stage coupled with more limited access to an extensive cultural offer mean that culture is 
more an occasional treat or family outing than an integral part of their lifestyle.

Trips and Treats (Medium engagement)
While this group may not view arts and culture as a passion, they are reasonably active despite being 
particularly busy with a wide range of leisure interests. Comfortably off and living in the heart of suburbia 
their children range in ages, and include young people still living at home. With a strong preference for 
mainstream arts and popular culture like musicals and familiar drama, mixed in with days out to museums 
and heritage sites, this group are led by their children’s interests and strongly influenced by friends and 
family.

Home and Heritage (Medium engagement)
Conservative in their tastes, this more mature group appreciates all things traditional: a large proportion 
are National Trust members, while classical music and amateur dramatics are comparatively popular.  
While this is not a highly engaged group – partly because they are largely to be found in rural areas and 
small towns – they do engage with the cultural activity available to them in their locality. They look for 
activities to match their needs and interests, such as accessible day-time activities or content exploring 
historical events.



Up Our Street (Lower engagement)
Living reasonably comfortable and stable lives, Up Our Street 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. Modest in their habits and in 
their means, value for money and low-risk are important factors in leisure decision making.

Facebook Families (Lower engagement)
Arts and culture play a very small role in the lives of this younger, cash-strapped group living in suburban and 
semi-urban areas of high unemployment. They are the least likely to think themselves as arty, while less than a 
third believe that the arts is important.  Nevertheless, they do go out as families: cinema, live music, eating out 
and pantomime.

Kaleidoscope Creativity (Lower engagement)
Characterised by low levels of cultural engagement despite living in and around city areas where plenty of 
opportunities are within easy reach. A great mix of people comprise this segment with a wide range of ages, 
living circumstances, resources and cultural backgrounds all living cheek-by-jowl. Low incomes and 
unemployment can present barriers to accessing some cultural provision. Nevertheless, two thirds do engage 
with more popular and accessible culture annually, some of this in the local community and outside the 
mainstream. Free, local events like outdoor arts, festivals and carnivals may appeal, and so might popular 
offerings like musicals and music events.

Heydays (Lower engagement)
Heydays are the group least likely to attend arts or cultural events, believing that the arts are no longer as 
important or relevant to them as perhaps they once were. Many live in sheltered or specially adapted 
accommodation for older people, and are excluded from many activities due to a raft of health, access and 
resource barriers. If they do engage this is likely to be participatory such as craft and knitting, painting, reading 
and writing activities organised by their sheltered housing, church group or community library..



Appendix 12: Economic Impact Assessment 
 

Tour De Yorkshire Indirect Economic Impact 
	

Audience Sample Composition 

Visitors 42 22.8% 

Residents 142 77.2% 

 184 100.0% 
Sample = 184  

 

Visitor Sample Composition (excludes Residents) 

Adult, Children & Young People Groups 27.5% 

Adult Only Groups 72.5% 
Sample = 42 

  

Visitor Sample Per Capita Average Total Primary Spend 

Adult, Children & Young People Groups £7.21 

Adult Only Groups £26.43 
Sample = 42 



MODELLED: AVERAGE SECONDARY SPEND 

 

Overnight 
accommo-

dation 

Food 
and 

drink 
Shopping 

Travel 
and 

transport 
(including 
parking) 

Other 
‘attractions’ 

‘Spending 
money’ 

for 
children 

Event / 
Venue 

merchandise 
Other 

Visitors – Adults & Children 
£1.23 

£2.21 £0 £1.14 £3.57 £0.21 £0.07 £0 

Visitors – Adults Only £17.51 £2.30 £1.49 £0 £0 £0 £5.68 
	

	



Selby Sings Indirect Economic Impact 
1. 	

Audience Sample Composition 

Visitors 26 17.6% 

Residents 122 82.4% 

TOTAL 148 100.0% 
Sample = 148  

 

Visitor Sample Composition (excludes Residents) 

Adult, Children & Young People Groups 84.6% 

Adult Only Groups 15.4% 
Sample = 26 

  

Visitor Sample Per Capita Average Total Primary Spend 

Adult, Children & Young People Groups £8.00 

Adult Only Groups £20.25 
Sample = 26 

 

 



	

	

MODELLED: AVERAGE SECONDARY SPEND 

 

Overnight 
accommo-

dation 

Food 
and 

drink 
Shopping 

Travel 
and 

transport 
(including 
parking) 

Other 
‘attractions’ 

‘Spending 
money’ 

for 
children 

Event / 
Venue 

merchandise 
Other 

Visitors – Adults & Children 
£0 

£5.00 £0 £0 £0 £0 £3.00 £0 

Visitors – Adults Only £9.26 £3.74 £7.26 £0 £0 £0 £0 



Parade Indirect Economic Impact 
2. 	

Audience Sample Composition 

Visitors 58 25.4% 

Residents 169 74.4% 

 227 100.0% 
Sample = 227 

 

Visitor Sample Composition (excludes Residents) 

Adult, Children & Young People Groups 86.2% 

Adult Only Groups 13.8% 
Sample = 58 

  

Visitor Sample Per Capita Average Total Primary Spend 

Adult, Children & Young People Groups £11.72 

Adult Only Groups £11.66 
Sample = 58 



MODELLED: AVERAGE SECONDARY SPEND 

 

Overnight 
accommo-

dation 

Food 
and 

drink 
Shopping 

Travel 
and 

transport 
(including 
parking) 

Other 
‘attractions’ 

‘Spending 
money’ 

for 
children 

Event / 
Venue 

merchandise 
Other 

Visitors – Adults & Children 
£0 

£9.20 £0.70 £0.42 £0.40 £0.60 £0.40 £0 

Visitors – Adults Only £7.50 £3.33 £0 £0 £0 £0.83 £0 



Pilgrim Indirect Economic Impact 
3. 	

Audience Sample Composition 

Visitors 33 15.3% 

Residents 182 84.7% 

 215 100.0% 
Sample = 215 

 

Visitor Sample Composition (excludes Residents) 

Adult, Children & Young People Groups 22.2% 

Adult Only Groups 77.8% 
Sample = 33 

  

Visitor Sample Per Capita Average Total Primary Spend 

Adult, Children & Young People Groups £21.25 

Adult Only Groups £60.00 
Sample = 33 



MODELLED: AVERAGE SECONDARY SPEND 

 

Overnight 
accommo-

dation 

Food 
and 

drink 
Shopping 

Travel 
and 

transport 
(including 
parking) 

Other 
‘attractions’ 

‘Spending 
money’ 

for 
children 

Event / 
Venue 

merchandise 
Other 

Visitors – Adults & Children £0 £17.08 £3.33 £0.83 £0 £0 £0 £0 

Visitors – Adults Only £12.38 £24.76 £3.81 £18.10 £0 £0 £0.95 £0 
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