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0

Executive Summary

0.1

Background to Selby 950
Selby 950 will be a town-wide celebration providing an opportunity to reflect on and
celebrate three key themes of Selby as a place to visit:
❖ Showcasing Selby's history;
❖ Showcasing Selby as a venue; and
❖ Civic Pride.
The programme will take advantage of the opportunity offered in 2019 of the 950th
anniversary of Selby Abbey’s Foundation. It will consist of new and existing community,
arts, cultural and heritage events and discrete projects, and link into other key community
groups and assets celebrating a significant anniversary in 2019.
Selby District Council will lead the development of Selby 950, aligning activity with other
funding and strategic developments in the District, and developing local and community
partnerships.

0.2

Understanding Potential Audiences for Selby 950
This purpose of this report, ‘Understanding Potential Audiences for Selby 950’, is to provide
a first stage market assessment for the proposed celebratory programme, with a focus on
local audiences. It seeks to present data on:
❖
❖
❖
❖
❖

0.3

The potential size of the local market for Selby 950;
Local audience segmentation and what this means for Selby 950;
Current audiences for arts, culture and heritage in Selby;
The potential to engage tourists with Selby 950; and
Barriers to engagement with the sector and what this means for Selby 950.

Methodology
Secondary research was undertaken to deliver this first stage market assessment,
involving:
❖ Desk Research - Demographics: understanding the profile of the local population,
through analysis of:
- Location and logistical issues;
- Population demographics and socio-demographics;
- Data on schools and HEFE.
❖ Desk Research - Segmentation: understanding local audience segments, particularly in
regards their consumption and behaviour towards arts, culture and heritage, through
analysis of:
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-

Audience Spectrum data from the Audience Agency Area Report
MOSAIC Group data from the Audience Agency Area Report
Arts and Heritage engagement from the Audience Agency Area Report
Market intelligence provided by sector partners.

❖ Desk Research - Tourism: understanding local tourism and any potential target market
within this audience group.
These analyses have been used to provide audience development insights.

0.4

Key Findings
The key findings from the research undertaken are summarised in the following sections.

0.4.1

Location and Logistics
Selby benefits from being a transport hub for the local area, with:
❖
❖
❖
❖

0.4.2

Bus links to other cities and towns operated by Arriva Yorkshire
Rail links to other cities and towns from Selby railway station
International links via Humberside airport and Hull Ferry Port
Road links to the M62 and A1(M); A63 and A19.

Local Population: Selby and North Yorkshire
Key features of the population at both district and unitary level are:
❖
❖
❖
❖
❖
❖

0.4.3

An even gender split between male and female
A growing population year-on-year, with more births than deaths
A growth in the proportion of one-person households
An aging population, with a higher median age and number of retirees
An increasingly diverse population - inward migration outweighing outward
Lower than average qualification levels amongst WAP.

Principal Audience Segments Locally
The Area Profile Report provided by the Audience Agency shows that the principal
Audience Spectrum Segments are:
❖ Dormitory Dependables
Suburban and small towns interest in heritage activities and mainstream arts
❖ Trips & Treats
Mainstream arts and popular culture influenced by children, family and friends
❖ Home & Heritage
Rural areas and small town, day-time activities and historical events
❖ Commuterland Culturebuffs
Affluent and professional consumers of culture.
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0.4.4

Target Audiences
Target audiences identified via the research are those segment outlined above, with the
addition of:
❖
❖
❖
❖
❖
❖
❖
❖
❖

Families with dependable children
Older people
Males
White Other
Schools and HEFE
Adult Learning and Participation
Residents of North Yorkshire
Residents of Yorkshire and the Humber (within a 1 hour drive time)
Staying Visitors in Yorkshire and the Humber.

Figure 1: Local Target Audiences

Figure 2: Target Audiences – Day Visitors

It should be noted that target audiences are not mutually exclusive, with many people
falling into more than one group.
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0.4.5

Barriers to Engagement
Barriers to engagement identified by the research, and those commonly brought up in
similar research, are summarised in the table below.

Table 1: Barriers to Engagement
Physical Barriers

Organisational Barriers

Social and Cultural Barriers

Economic Barriers
Other Barriers

❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖

Availability and location of parking
Availability and frequency of public transport
Lack of car ownership amongst some target audiences
Poor visual appearance of major towns
Lack of monitoring and evaluation within the sector
Lack of understanding of audiences for arts and culture
Quality and availability of accommodation
No defined District brand
No District marketing and communications strategy
Poor quality signage and signposting
Timing of events for some target audiences
Lack of collaboration and partnership working
Quality and availability restaurant/café offer
Timing of events for some target audiences
Growing population where English is not first language
Relevance of programming to non White British audience
Arts and culture “not for the likes of me”
Negative perceptions of Selby town centre
Lack of time amongst audiences
Ticket prices for some target audiences
Parking and/or travel costs
Lack of access provisions
Poor wheelchair access

0.5

Key Learnings

0.5.1

Popular and mainstream arts and culture rule the day for attendees,
but a more contemporary offer may be used to encourage more risktaking and attract a visiting audience
❖ Theatre, live music and film screenings are appealing to all target audiences.
❖ Classical music, opera and ballet appeal to older audiences, who prefer events to take
place in the day times.
❖ To sell more niche offerings (e.g. carnival, contemporary circus, jazz, street arts and
contemporary dance) may require offering them as free events, or as part of a ‘Test
Drive’ initiative (where audiences are provided guest tickets); ‘Pay What You Want’
initiative (where audiences pay what they can or what they feel the experience was
worth); and ‘Money Back Guarantee’ initiative (where audiences are given their money
back if they do not enjoy the experience).
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0.5.2

One-off participatory activities are likely to hold more attraction than
an ongoing commitment, with audiences interested in a diverse range
of art forms
❖ Playing musical instruments, photography, filmmaking, circus skills, painting, singing
and carnival appeal to many of the target audiences.
❖ More niche offerings including crafts, poetry writing, computer animation, ballet,
street arts, and other visual arts will appeal to some target audiences.

0.5.3

Heritage is a major interest across target audiences, suggesting Selby
950 should consider programming both a traditional heritage offer and
arts-based approaches to heritage presentation and interpretation
❖ More traditional heritage offers, e.g. exhibitions, historical re-enactments and guided
tours, etc. will help to engage all target audiences.
❖ Arts-based approaches can be used to present heritage in ways that are interactive and
bring the stories to life and/or use built heritage as “cast members” – in doing so:
- There is an opportunity to cross-sell heritage to arts audiences, and arts to heritage
audiences.
- It is likely to increase the proportion of male audiences for arts events.

0.5.4

Risk averse, rather than risk taking, means that pricing, and ticketing
strategies will be key to engagement and encouraging audiences to go
outside their comfort zone
❖ Reduce the risk of engaging with both familiar art forms and trying something new,
especially where it is a paid event, through discounts and initiatives like those listed
under 0.5.1.
❖ Ticketing strategies to consider include ‘Early Bird’ offers; family tickets (with a range
of options); Group tickets/offers; Senior Citizen tickets/ ffers; VIP tickets/offers; ticket
and meal packages.
❖ Identify opportunities within the programme to offer free events.
❖ Undertaking market testing of what different target audiences would be willing to pay
for potential programme elements may help to inform the above strategic decisionmaking.

0.5.5

Location, location, location – environment and atmosphere are just as
important as programme
❖ Spaces that enable socialising will appeal to all target audiences.
❖ Where families are being targeted for events and activities, family-friendly facilities
need to be considered.
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❖ Access provision will be necessary to minimise or eradicate barriers to engagement,
including:
- Physical access: levels access, seating areas, sufficiently wide entry and exit points;
accessible parking and accessible facilities for wheelchair users and those with
mobility issues, or an inability to stand for long periods of time.
- Sensory access: BSL interpretation, audio-captioning, captioning, tactile
approaches for those with visual or hearing impairments.
- Transport: provision of transport for older audiences and those with mobility issues
to feel more empowered to travel to the town centre.
❖ The food and beverage offer will be of interest to all target audiences, whether
provided at the venue or nearby, so ensuring it is of high quality, affordable, nearby
and open for key events will be key.

0.5.6

“Build it and they will come” is not always true, there is a need to think
District-wide to be truly inclusive
❖ Programming decisions should not focus on Selby town centre alone - opportunities to
deliver events and activities across the nine county divisions should be identified.
❖ A district-wide approach will minimise barriers experienced by those less willing or
able to travel to the town centre from surrounding or outlying areas.
❖ Outreach activity to offer taster events (as a form of experiential marketing) may also
help to establish relationships with those less likely to come to the town centre.

0.5.7

Marketing and communications requires a multi-layered approach,
should begin soon, and be careful in its messaging
❖ Messaging within promotional activity should focus on historical narratives and
content and/or the social or family aspects of an event, rather than an artistic
experience for the majority of audiences.
❖ Project development should include development of a Selby 950 standalone website or
microsite, to act as a one-stop information source for event and logistical information.
❖ Subscribing people to an e-newsletter about Selby 950 as soon as possible will help
develop interest and excitement and include “calls to action”.
❖ Social media activity should focus predominantly on Facebook and Twitter, especially
in terms of attracting families.
❖ Referral marketing (rewarding those who recommend the programme and/or
individual events to others in exchange for a proportional discount/reward) may help
to stimulate online recommendation.
❖ Develop relationships with local media (TV, radio and newspapers) to reach local
audiences, with a focus on winning editorial coverage.
❖ Identify and timetable significant stories within the programme, especially new
commissions.
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❖ Recruitment and training of a community ambassador panel could be an effective
approach to building audiences and taking advantage of audiences’ strong preference
for word of mouth.

0.5.8

Education institutions and local heritage organisations will not only
contain target audiences themselves, but also lead to greater
awareness through their word of mouth activity
❖ Formal learning and participation opportunities will build a public value element into
the programme.
❖ Children who enjoy their experience via school can translate their enthusiasm into
“pester power” at home.
❖ HEFE students can gain practical experience.
❖ Heritage organisations across the District, and local history groups and associations will
help to connect directly with older audiences.

0.5.9

Great customer service leads to customer satisfaction and an increased
likelihood of a return visit
❖ Customer service ensures a welcoming and high-quality experience for audiences.
❖ Whether staff or volunteers, the individuals working across the programme need to be
well trained, helpful, friendly and knowledgeable.

0.6

Next Steps
A number of next steps were identified in relation to Selby 950 and audience development.
These are:
❖ Clearly define the vision, mission, aims and objectives of Selby 950 project, including
those linked to audience development.
❖ Develop a logic model and monitoring and evaluation framework for the project, to
enable ongoing measurement of performance against these aims and objectives – this
should include the identification of relevant indicators.
❖ Establish a baseline for the identified indicators in 2018, to monitor and evaluate any
changes that take place in 2019 and their attribution to the Selby 950 project – this
could be achieved via a District Wide Residents Survey.
❖ Undertake primary research with target audiences to develop and test programming
ideas, identify further barriers to engagement, explore pricing and ticketing strategies,
marketing and communications strategies and audience development initiatives.
❖ Undertake formal education consultation to maximise the potential for the Selby 950
programme to offer local schools and HEFE opportunities for learning and
participation, through identifying links to the curriculum and key learning objectives.
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❖ Undertake a benchmarking study of best practice arts and cultural organisations that
have used arts-based approaches to present and celebrate their heritage in a way that
engages and develops audiences.
❖ Train all customer-facing staff (and volunteers) in excellent customer care, particularly
for diverse audiences who may face more barriers than most.
❖ Commission a short film about the history of Selby District to begin building interest
and enthusiasm for the project.
❖ Devise a range of key facts about the heritage of Selby District that can be printed on
tickets to inspire further interest in the annual programme.
❖ Explore potential areas such as arts in health where new and existing projects can be
developed to engage vulnerable/hard to reach audiences in partnership with for
example, health trusts and/or appropriate voluntary organisations.
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1

Introduction

1.1

Purpose of this Report
This purpose of this report, ‘Understanding Potential Audiences for Selby 950’, is to provide
a first stage market assessment for the proposed celebratory programme, with a focus on
local audiences. It seeks to present data on:
❖
❖
❖
❖
❖

1.2

The potential size of the local market for Selby 950;
Local audience segmentation and what this means for Selby 950;
Current audiences for arts, culture and heritage in Selby;
The potential to engage tourists with Selby 950; and
Barriers to engagement with the sector and what this means for Selby 950.

Background to Selby 950
Selby 950 will be a town-wide celebration, consisting of a six-month programme of new
and existing community, arts, cultural and heritage events and discrete projects. It will
provide an opportunity to reflect on and celebrate three key themes of Selby as a place to
visit:
❖ Showcasing Selby's history;
❖ Showcasing Selby as a venue; and
❖ Civic Pride.
It will take advantage of the opportunity offered in 2019 of the 950th anniversary of Selby
Abbey’s Foundation, as well as linking into other key community groups and assets in Selby
that will be celebrating a significant anniversary in 2019, for example:
❖ 50th anniversary of Selby Civic Society;
❖ 100th anniversary of Selby Town Football Club; and
❖ 240th anniversary of Selby Canal.
Selby District Council will lead the development of Selby 950. They have identified the
following as other considerations of the project:
❖ Selby 950 coincides with Selby Abbey Trust’s, national funding application to the
Heritage Lottery Fund (HLF) for repair and restoration of the Abbey roof and masonry.
❖ Although Selby 950 is not about directly contributing to raising funds for the roof
appeal, it will create an opportunity to pilot aspects the activity plan for the HLF
application.
The District Council also see Selby 950 as an opportunity to work with local and regional
community partners and businesses. As well as wider strategic partnerships, this will
include an opportunity to support the programme through direct investment.
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1.3

Potential Programme
A number of key events in the calendar for 2019 have been identified for inclusion within
the programme, including:
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖

Selby Food Festival
Beer Festival
Selby Abbey Children’s Reading Festival
UCI World Cycling Championships
Selby Family Fun Day
Easter
Tour de Yorkshire (potential start/finish in Selby)
Selby Abbey 950th Anniversary Celebration Concert
Bill Peel
St Germain Day Service
Abbey Trust Gala Concert.

A number of historic events significant to Selby have been identified for exploration and
celebration within the programme, including:
❖ Towton War in 1461 (during the War of the Roses)
❖ Selby Abbey’s Central Tower collapsing in 1690
❖ The Fire of 1906 at Selby Abbey
❖ Maundy Thursday, 3 April 1969, marking Selby Abbey’s 900th anniversary
❖ The founding of Ye Fraternitie of Olde Selebians in 1921;
❖ The birth of Henry 1st
❖ The death of St Germain, Selby’s Patron Saint, on 31 July 448
❖ Triple dedication of the Church of Selby Abbey to:
- Our Lord;
- The Blessed Virgin Mary; and
- St Germain.
It has also been noted that a ‘literary theme’ is emerging from the high profile Gold events
that may run as part of the Selby 950 programme, which will focus on reading, writing and
story-telling and involve a range of events and activities.
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2

Profile of the Local Population

2.1

Introduction
This chapter looks at local population statistics for Selby District and wider county of North
Yorkshire.
Data and information explored includes:
❖
❖
❖
❖

2.2

Location and logistical issues;
Research intelligence the Office for National Statistics;
Research intelligence from Data North Yorkshire; and
Research intelligence from NOMIS.

Local Context: Location and Logistics
Selby District Council is based in the town of Selby. It is the southern most District in North
Yorkshire and shares its border with the City of York, City of Leeds, City of Wakefield,
Doncaster, East Riding of Yorkshire and the Borough of Harrogate.

Map 1: Selby’s Location in Yorkshire

Source: Google Maps

Selby District is divided into nine County divisions:
❖
❖
❖
❖
❖

Cawood & Saxton
Escrick
Mid Selby
Osgoldcross
Selby Barlby
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Selby Brayton
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Map 2: Selby District’s County Divisions

Source: Selby District Council

2.2.1

North Yorkshire
The county of North Yorkshire, consists of eleven districts – seven that are part of the
County Council area and four unitary authorities:
❖
❖
❖
❖
❖

Selby
Borough of Harrogate
Craven
Richmondshire
Hambelton

❖
❖
❖
❖

Borough of Scarborough
City of York (unitary authority)
Redcar and Cleveland (unitary authority)
Middlesborough (unitary authority)
❖ Stockton-on-Tees (unitary authority).

❖ Ryedale
The largest towns are York, Middlesbrough, Harrogate and Scarborough.

Map 3: North Yorkshire

Source: North Yorkshire County Council
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2.2.2

Trains, Planes and Automobiles
Selby benefits from being a transport hub for the local area, with both bus and rail links to
other cities and towns.

2.2.2.1

Planes
Humberside Airport is the closest airport to Selby. It is around a 45-minute drive time to
Selby, crossing the Humber Bridge, and provides regular national and international
connections to Aberdeen and Amsterdam, and seasonal flights to several other countries.
The Humber Flyer express coach service (operated by Stagecoach Bus), runs and hourly
service from the airport to Hull city centre, from where a direct train can be taken to Selby.

2.2.2.2

Trains
Selby railway station is the main railway station in the district, located on in the town of
Selby. There are direct trains from Selby to London Kings Cross, Leeds, York, Manchester
Piccadilly and other places.

Table 2: Approximate Journey Times by Rail
Railway Station

Journey Time to Selby

York

25-35 minutes

Doncaster

15-25 minutes

Leeds

26-36 minutes

Hull

35-45 minutes

Manchester

90 – 150 minutes

London

120-130 minutes

Source: Trainline

2.2.2.3

Automobiles
Selby is located close to both the A1(M) and M62. The A63 provides connections to these
motorways. The A1(M) and M62 can be easily accessed from the rest of the UK motorway
network. The A19 provides access to the City of York in the North and Doncaster in the
South.

Table 3: Approximate Journey Times by Car
Place

Distance
(Miles)

Drive Time
(Minutes)

York

14.5 miles

33 minutes

Doncaster

21.0 miles

43 minutes

Leeds

26.8 miles

45 minutes

Hull

37.6 miles

48 minutes

Sheffield

45.5 miles

63 minutes

Manchester

67.0 miles

96 minutes

188.9 miles

232 minutes

London

Source: Journey distance and time estimated using RAC Route Planner
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Arriva Yorkshire has a depot in Selby that runs buses to both local and regional
destinations, including Leeds, York, Doncaster, Pontefract and Goole.

2.2.2.4

…and Boats
Hull Ferry Port provides daily international connections to Zeebruge in Belgium and
Rotterdam in Holland, operated by P&O Ferries. It is 50 - 60 minutes drive time from Selby.

2.3

Selby District
Mid-2017 population estimates suggest that the total population of Selby is 87,887 - an
increase of 987 (1.1%) from the 2016 estimate of 86,900.
Mid-2016 population estimates show 81 more births than deaths in Selby; international
inward migration being higher than outward by 743; and internal inward migration being
lower than outward by 129.
Household composition projections for 2014 (the latest available via the ONS) show a total
number of households in Selby District of 36,000 (an increase of 4.2%). In 2011, when there
were 34,559 households in Selby District:
❖ 25% were one-person households, with a fairly even split between those aged 65 years
and above and other.
❖ Upwards of 22% of households were made up of married couples and cohabiting
couples with dependent children.
❖ Lone parent households accounted for approximately 8% of households, with 64% of
these lone parents having one or more dependent children.
Household projections for 2014 suggest that there has been an increase of 5.4% in oneperson households, and a slight decrease of 1.7% in households with dependent children.
In households with dependent children in 2014:
❖ 1 in 2 contained only one dependent child;
❖ 2 in 5 contained two dependent children; and
❖ 1 in 10 contained three or more dependent children.
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Table 4: Household Types in Selby District
Household Type
One person household
Aged 65 and over
Other
One family household
All aged 65 and over
Married or same-sex civil partnership couple: No
children
Married or same-sex civil partnership couple:
Dependent children
Married or same-sex civil partnership couple: All
children non-dependent
Cohabiting couple: No children
Cohabiting couple: Dependent children
Cohabiting couple: All children non-dependent
Lone parent: Dependent children
Lone parent: All children non-dependent
Other household types
With dependent children
All full-time students
All aged 65 and over
Other
Total Households

Number of
Households

Percentage of
Households

3,913
4,620

11.3%
13.4%

3,223

9.3%

6,011

17.4%

6,284

18.2%

2,345

6.8%

2,116
1,495
183
1,727
971

6.1%
4.3%
0.5%
5.0%
2.8%

662
0
67
942
34,559

1.9%
0.0%
0.2%
2.7%

Number of
Households
9,000
12,000
3,000
10,000
2,000
36,000

Percentage of
Households
25.0%
33.3%
8.3%
27.8%
5.6%
100%

Table 5: Household Projections by Type
Household Type - 2014 Projections
One person households
Couple and no other adult
Couple and one or more other adult
Households with dependent children
Other
Total Households

Table 6: Household Projections by No. of Dependent Children
Household Type - 2014 Projections

Number of
Households

Percentage of
Households

With no dependent children

25,000

71.4%

With one dependent children

5,000

14.3%

With two dependent children

4,000

11.4%

With three or more dependent children

1,000

2.9%

35,000

100%

Total Households
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2.3.1

Demographic Profile
A combination of UK Census data from 2011 and mid-year population estimates for 2017,
via the ONS website, have been used to provide insight into the population profile for Selby
District (from hereon in referred to as Selby), compared with Yorkshire and the UK as a
whole.

2.3.1.1

Gender
Based on mid-2017 population estimates the gender breakdown for Selby is reflective of
both the regional and national picture, with a marginally higher percentage of females to
males.

Table 7: Gender Profile
Gender

Selby District

Male
Female

49.0%
51.0%

Yorkshire and
the Humber
49.4%
50.6%

UK
49.4%
50.6%

Source:
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/datasets/populatio
nestimatesforukenglandandwalesscotlandandnorthernireland

2.3.1.2

Age
The median age in Selby is higher than both the average for Yorkshire and the UK. This is
reflected by the fact that a higher percentage of people are aged in the 45-69 year age
groups: 35% in Selby, compared with 31% in Yorkshire and 30% in the UK.
Conversely, a lower percentage of people are aged in the 15-34 year age groups: 21% in
Selby, 26% in Yorkshire and 26% in the UK.

2.3.1.3

Ethnicity
95.5% of Selby residents in the 2011 Census described themselves as White British,
compared to a regional figure of 86.8% and a national figure of 79.8% (a difference of 8.7%
and 15.7%, respectively). The BAME population in Selby is therefore 4.5%, compared to
13.2% regionally and 22.2% nationally1.
The largest BAME group in Selby is White: Other (2.3% of the local population). In terms of
other BAME groups:
❖
❖
❖
❖

1

0.6% identified as Asian/Asian British;
0.3% identified as Black/Black British;
0.2% identified as Mixed/Multiple ethnicities; and
0% identified as Arab and Other ethnicities.

Source: https://www.nomisweb.co.uk
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Table 8: Age Profile
Age Group

Selby District

Median Age
Aged 0-4
Aged 5-9
Aged 10-14
Aged 15-19
Aged 20-24
Aged 25-29
Aged 30-34
Aged 35-39
Aged 40-44
Aged 45-49
Aged 50-54
Aged 55-59
Aged 60-64
Aged 65-69
Aged 70-74
Aged 75-79
Aged 80-84
Aged 85-89
Aged 90+

45
6%
6%
6%
5%
4%
6%
6%
6%
6%
8%
8%
7%
6%
6%
5%
3%
3%
2%
1%

Yorkshire and
the Humber
40
6%
6%
6%
6%
7%
7%
6%
6%
6%
7%
7%
6%
6%
5%
5%
3%
3%
2%
1%

UK
40
6%
6%
6%
6%
6%
7%
7%
6%
6%
7%
7%
6%
5%
5%
5%
3%
2%
2%
1%

Source:
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/datasets/populatio
nestimatesforukenglandandwalesscotlandandnorthernireland

2.3.2

Socio-economic Profile
In 2017 social-economic classification in Selby was significantly different to both Yorkshire
and the Humber, and Great Britain. There is a higher proportion of people in occupation
groups 6-7 and 8-9, and a lower proportion of people in occupation groups 1-3, than both
the average for Yorkshire and the Humber and nationally.
As shown in Table 9, overleaf, the latest claimant count available from NOMIS (November
2016) showed that on average the claimant count in Selby (7.7%) is lower than the average
for both Yorkshire and the Humber (12.5%), and Great Britain (11.0%). ESA and Incapacity
Benefits is the highest benefit category in Selby at 4.1%, which is more than 2% points
lower than in Yorkshire and the Humber (6.6%) or Great Britain (6.1%).
The Area Profile Report for Selby states that amongst those who are economically inactive,
3 in 5 are retired (60%), whilst the remaining 40% are:
❖
❖
❖
❖

Students (including full time students): 12%
Looking after the home or family: 14%
Long-term sick or disabled: 10%
Other: 5%.
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Table 9: Occupation Type
Selby District
Count
16,000
4,000
7,600
4,500
9,500
3,600
5,900
9,700
5,500
4,100
10,800
4,600
6,100

Soc 2010 Major Group 1-3
1 Managers, Directors or Senior Officials
2 Professional Occupations
3 Associate Professional & Technical
Soc 2010 Major Group 4-5
4 Administrative & Secretarial
5 Skilled Trade
Soc 2010 Major Group 6-7
6 Caring, Leisure and Other Service
7 Sales & Customer Service
Soc 2010 Major Group 8-9
8 Process Plant & Machine Operatives
9 Elementary Occupations

%
34.9
8.7
16.5
9.7
20.7
7.8
12.9
21.0
12.1
9.0
23.4
10.1
13.3

Yorkshire
and the
Humber
%
41.0
9.6
18.3
13.0
21.7
9.8
11.8
17.8
9.5
8.2
19.5
7.5
11.9

Great
Britain
%
45.7
10.9
20.3
14.4
20.8
10.3
10.3
16.7
9.1
7.5
16.9
6.3
10.5

Source: https://www.nomisweb.co.uk

Compared with the Yorkshire and the Humber region, the proportion of those who are
retired is over-represented in Selby (index 130), whilst long-term sick and disabled and
other economically inactive groups are under-represented (index 69 and 67, respectively).

Table 10: Benefit Claimants

4,140

7.7

Yorkshire
and the
Humber
%
12.5

430
2,180
370
690
60
300
100

0.8
4.1
0.7
1.3
0.1
0.6
0.2

1.5
6.6
1.2
2.0
0.2
0.8
0.2

Selby
District
Count
Total Claimants
By Statistical Group
Job Seekers
ESA And Incapacity Benefits
Lone Parents
Carers
Others on Income Related Benefits
Disabled
Bereaved

Selby
District
%

Great
Britain
%
11
1.1
6.1
1.0
1.7
0.2
0.8
0.2

Source: https://www.nomisweb.co.uk
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2.3.3

Indices of Multiple Deprivation
The English indices of deprivation measure relative deprivation in small areas in England
called lower-layer super output areas (LSOAs). The index of multiple deprivation is the
most widely used of these indices2.
The IMD 2015 index is based on seven domains, which are weighted according to their
relative importance in relation to the overall score (weights in brackets):
❖
❖
❖
❖
❖
❖
❖

Income deprivation (22.5%)
Employment deprivation (22.5%)
Education, skills and training deprivation (13.5%)
Health deprivation and disability (13.5%)
Barriers to housing and services (9.3%)
Living environment deprivation (9.3%)
Crime (9.3%).

Most of the data used for the 2015 IMD release uses statistics from 2012 to 2013.
Selby District is ranked 245th in England (out of 326 local authorities). The two domains for
which Selby is more deprived than its overall ranking are Education, skills and training
deprivation (182nd of 326 local authorities) and Barriers to housing and services (142nd of
326 local authorities).
Selby North and Selby South contain the most deprived LSOAs in the District, with the most
deprived being Selby 0005C in Selby North, ranked 2,057 out of 32,844 LSOAs.

2.4

North Yorkshire
Mid-2017 population estimates suggest that the total population of North Yorkshire is
604,866, an increase of 2,589 (0.43%) from the 2016 estimate of 602,277.
Mid-2017 population estimates show 974 more deaths than births in North Yorkshire;
international inward migration being higher than outward by 753; and internal inward
migration being higher than outward by 2,292.
Household composition projections for 2014 (the latest available via the ONS) show a total
number of households in North Yorkshire of 261,000 (an increase of 1.7%). In 2011, when
there were 256,594 households in North Yorkshire:
❖ 29% were one-person households, with a fairly even split between those aged 65 years
and above and other.
❖ Upwards of 19% of households were made up of married couples and cohabiting
couples with dependent children.

2

https://www.gov.uk/government/statistics/english-indices-of-deprivation-2015
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❖ Lone parent households accounted for approximately 8% of households, with 65% of
these lone parents having one or more dependent children.

Table 11: Household Types in North Yorkshire
Household Type (2011 Census)
One person household
Aged 65 and over
Other
One family household
All aged 65 and over
Married or same-sex civil partnership couple: No
children
Married or same-sex civil partnership couple:
Dependent children
Married or same-sex civil partnership couple: All
children non-dependent
Cohabiting couple: No children
Cohabiting couple: Dependent children
Cohabiting couple: All children non-dependent
Lone parent: Dependent children
Lone parent: All children non-dependent
Other household types
With dependent children
All full-time students
All aged 65 and over
Other
Total Households

Number of
Households

Percentage of
Households

36,911
38,043

14.4%
14.8%

28,015

10.9%

41,525

16.2%

49,939

15.9%

14,458

5.6%

13,186
9,157
1,138
13,711
7,242

5.1%
3.6%
0.4%
5.3%
2.8%

4,243
179
811
7,164
256,594

1.7%
0.1%
0.3%
2.8%

Household projections for 2014 suggest that there has been an increase of 2.7% in oneperson households, and a significant decrease of 13% in households with dependent
children.
In households with dependent children in 2014:
❖ Nearly 1 in 2 contained only one dependent child;
❖ 2 in 5 contained two dependent children; and
❖ Just over 1 in 10 contained three or more dependent children.

Table 12: Household Projections by Type
Household Type - 2014 Projections
One person households
Couple and no other adult
Couple and one or more other adult
Households with dependent children
Other
Total Households
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Number of
Households
77,000
85,000
19,000
67,000
13,000
261,000

Percentage of
Households
29.5%
32.6%
7.3%
25.7%
5.0%
100%

20

Selby District Council
Selby 950: Understanding Potential Audiences
Chapter 2: Profile of the Local Population

Table 13: Household Projections by No. of Dependent Children
Household Type - 2014 Projections
With no dependent children
With one dependent children
With two dependent children
With three or more dependent children
Total Households

2.4.1

Number of
Households
194,000
31,000
27,000
9,000
261,000

Percentage of
Households
74.3%
11.9%
10.3%
3.4%
100%

Demographic Profile
A combination of UK Census data from 2011 and mid-year population estimates for 2016,
via the Office for National Statistics (ONS), have been used to provide insight into the
population profile for North Yorkshire, compared with Yorkshire and the UK as a whole.

2.4.1.1

Gender
Based on mid-2016 population estimates the gender breakdown for North Yorkshire
showed a slightly higher percentage of females to males, which reflects the gender profile
for Yorkshire and the UK.

Table 14: Gender Profile
Gender

North Yorkshire

Male
Female

49.3%
50.7%

Yorkshire and
the Humber
49.4%
50.6%

UK
49.4%
50.6%

Source: ONS Analysis Tool mid-2016 UK

2.4.1.2

Age
The median age in North Yorkshire is significantly higher than both the average for
Yorkshire and the UK. This is reflected by the fact that a higher percentage of people are
aged 50 years and above: 46% in North Yorkshire compared with 35% in Yorkshire and 35%
in the UK (see Table 15, overleaf).
Conversely, and as would be expected, a lower percentage of people are aged under 25
years: 24% in North Yorkshire, 31% in Yorkshire, and 30% in the UK.

2.4.1.3

Ethnicity
94.4% of North Yorkshire residents in the 2011 Census described themselves as White
British, compared to a regional figure of 86.8% and a national figure of 79.8% (a difference
of 7.6% and 14.6%, respectively). The BAME population in North Yorkshire is therefore
5.6%, compared to 13.2% regionally and 22.2% nationally3.

3

Source: https://www.nomisweb.co.uk
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The largest BAME group in North Yorkshire is White: Other, who constitutes 2.4% of the
local population. In terms of other BAME groups:
❖
❖
❖
❖

1.2% identified as Asian/Asian British;
0.4% identified as Black/Black British;
0.8% identified as Mixed/Multiple ethnicities; and
0.3% identified as Arab and Other ethnicities

Table 15: Age Profile
Age Group

North Yorkshire

Median Age
Aged 0-4
Aged 5-9
Aged 10-14
Aged 15-19
Aged 20-24
Aged 25-29
Aged 30-34
Aged 35-39
Aged 40-44
Aged 45-49
Aged 50-54
Aged 55-59
Aged 60-64
Aged 65-69
Aged 70-74
Aged 75-79
Aged 80-84
Aged 85-89
Aged 90+

47
5%
4%
5%
5%
4%
5%
5%
5%
6%
7%
8%
8%
7%
7%
6%
4%
3%
2%
1%

Yorkshire and
the Humber
40
6%
6%
6%
6%
7%
7%
6%
6%
6%
7%
7%
6%
6%
5%
5%
3%
3%
2%
1%

UK
40
6%
6%
6%
6%
6%
7%
7%
6%
6%
7%
7%
6%
5%
5%
5%
3%
2%
2%
1%

Source:
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/datasets/populatio
nestimatesforukenglandandwalesscotlandandnorthernireland

2.4.2

Socio-economic Profile
In 2017 social-economic classification in North Yorkshire was similar to both Yorkshire and
the Humber, and Great Britain. There are a slightly higher proportion of people in groups 13 when compared to Yorkshire and the Humber, and a slightly lower proportion of people
compared to the national average.. For groups 4-5 the proportion of people in North
Yorkshire in these occupations is higher than both the proportion regionally and nationally.
Compared to both the regional and national average, North Yorkshire has a higher
proportion of people in groups 6-7, and compared with the national average a higher
proportion of people in groups 8-9.
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Table 16: Occupation Type
North Yorkshire

Soc 2010 Major Group 1-3
1 Managers, Directors or Senior Officials
2 Professional Occupations
3 Associate Professional & Technical
Soc 2010 Major Group 4-5
4 Administrative & Secretarial
5 Skilled Trade
Soc 2010 Major Group 6-7
6 Caring, Leisure and Other Service
7 Sales & Customer Service
Soc 2010 Major Group 8-9
8 Process Plant & Machine Operatives
9 Elementary Occupations

Count
122,600
36,400
46,400
39,700
70,300
28,600
41,700
39,600
21,900
17,700
54,300
21,100
33,200

%
42.7
12.6
16.1
13.8
24.5
9.9
14.5
13.8
7.6
6.1
18.9
7.3
11.5

Yorkshire
and the
Humber
%
41.0
9.6
18.3
13.0
21.7
9.8
11.8
17.8
9.5
8.2
19.5
7.5
11.9

Great
Britain
%
45.7
10.9
20.3
14.4
20.8
10.3
10.3
16.7
9.1
7.5
16.9
6.3
10.5

Source: www.nomisweb.co.uk

The latest claimant count available from NOMIS (November 2017) showed that on average
the claimant count in North Yorkshire (7.5%) is lower than the average for both Yorkshire
and the Humber (12.5%), and Great Britain (11%). ESA and Incapacity Benefits is the main
benefit category that is over 1% lower in North Yorkshire than in Yorkshire or Great Britain.

Table 17: Benefit Claimants

Total Claimants
By Statistical Group
Job Seekers
ESA And Incapacity Benefits
Lone Parents
Carers
Others on Income Related
Benefits
Disabled
Bereaved

North
Yorkshire
(N)
27,680

North
Yorkshire
(%)

Yorkshire and
the Humber
(%)

Great Britain

7.6

12.5

11

1,850
15,810
1,870
4,780

0.5
4.4
0.5
1.3

1.5
6.6
1.2
2

1.1
6.1
1
1.7

470

0.1

0.2

0.2

2,160
740

0.6
0.2

0.8
0.2

0.8
0.2

(%)

Source: https://www.nomisweb.co.uk
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2.4.3

Schools
The tables below provide a summary of the number of schools and pupils on the school roll
within Selby and North Yorkshire in 2016/17.

Table 18: Schools in Selby District
School Type

Number of
Schools

Primary Schools
Secondary Schools
Total

Number of students
41
6
47

6,847
4,744
11,591

Source: North Yorkshire County Council

Table 19: Schools in North Yorkshire
School Type
State Funded Nursery
State Funded Primary
State Funded Secondary
Special Schools
Pupil Referral Units (PRUs)
Independent
Total

Number of
Schools
3
306
10
11
5
22
390

Number of students
212
45,375
36,178
903
93
6,656
89,417

Source: Department for Education, January 2017

Names and contact details for schools in Selby can be found on the North Yorkshire County
Council website, alongside guides to admissions, including nursery and primary schools,
secondary schools, and academies (see Map 4).

Map 4: Schools in Selby

Source: North Yorkshire County Council
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Information can also be found on the website for:
❖ Selective Grammar Schools:
https://www.northyorks.gov.uk/selective-school-admissions
❖ Special Schools:
https://www.northyorks.gov.uk/send-specialist-support-and-provision
❖ Pupil Referral Units:
https://www.northyorks.gov.uk/behaviour-emotional-and-social-difficulties

2.4.4

Note on ethnicity of school pupils in the City
The School Census is a statutory data collection for all maintained schools and academies.
It collects information about individual pupils and information about the schools
themselves. It provides detailed statistics on pupil ethnicity and language. In North
Yorkshire:
❖ 4,140 primary school students (9%) and 2,995 secondary school students (8%) belong
to minority ethnic groups. This is much lower than nationally where the figures are
32% and 29% respectively.
❖ The largest minority ethnic group in schools in North Yorkshire is the White Other
group. 1,658 primary school students (4%) and 865 secondary school students (2%)
identify as White Other. This is lower than nationally where the figures are 7% and 5%
respectively.
❖ The Mixed ethnic group in schools in North Yorkshire is the next most prominent BAME
group. 1,148 primary school students (3%) and 810 secondary school students (2%)
identify as Mixed. This is lower than nationally where the figures are 6% and 5%
respectively.
❖ 2,426 primary school students (5%) and 1,262 secondary school students (3%) do not
have English as their first language. This is lower than nationally where the figures are
21% and 17% respectively.

2.4.5

Selby College
Selby College has a mission: ‘To be an outstanding provider of education and training,
meeting the needs of employers and our community and supporting our learners to
achieve their potential through excellent teaching and learning.’
Their corporate values are:
❖ Commitment to improving the skills of our local and regional communities and
employers.
❖ Pride in our learners, our college and our excellent reputation.
❖ Focus on excellence and continuous improvement.
❖ Outstanding teaching, learning and assessment.
❖ Enterprising approach.
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❖ Inspiring our learners and raising their aspirations by providing a supportive
environment that enables them to grow in confidence, esteem, motivation and
aptitude.
❖ Maintaining a safe, friendly and welcoming atmosphere.
❖ Culture of collaboration and teamwork, with staff who 'go the extra mile' to support
our learners.
❖ Financial strength of the college and the imperative to protect it.4
Selby Students' Union meets regularly to discuss college issues and represents the student
body on a number of committees including the Board of Governors, the Equality and
Diversity committee and the Health and Safety committee. They also arrange a number of
events, activities and trips.

2.4.5.1

Relevant Courses at Selby College
Vocational courses at Selby College linked to arts and culture are:
❖ Art & Design: Level 3 /Extended Diploma in Art & Design
❖ Media, Music & Performing Arts:
- Level 3 /Extended Diploma in Music Performance & Production
- Level 3 /Extended Diploma in Creative Media Production & Technology
❖ Travel & Tourism: BTEC Level 3 National Extended Diploma in Travel & Tourism.
A-Levels at Selby College of relevance to Selby 950 are:
❖ Art & Design:
- A-Level Art & Design
- A-Level (Photography)
❖ Media, Music & Performing Arts:
- A-Level Media Studies
- A-Level Music Technology
❖ History: A-level.
Selby College also offers a range of Higher Education courses on behalf of some of the UK's
most well established universities. The only Higher Education course at Selby College linked
to arts and culture is Art & Design: Higher National Diploma (HND) Art & Design (Arts
Practice).

4

https://www.selby.ac.uk
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2.4.6

Qualification Levels
NOMIS (www.nomisweb.co.uk) provides access to data from the Annual Population
Survey. This includes information on the qualification levels held by the working age
population (WAP) of each local authority area.
The proportion of people without any qualifications in Selby District, for the period January
– December 2017, was that same as the national average (7.6%). Both are slightly higher
than the average for North Yorkshire (6.7%), with all these areas being significantly lower
than the proportion in the Yorkshire and the Humber region (9.5%).
The proportion of the population with degrees, doctorate or professional qualifications
(NVQ4) in Selby District (28.0%) is significantly lower than that seen in North Yorkshire
(35.2%), Yorkshire & The Humber (33.0%), and nationally (38.3%).
Of all qualification levels attained, it is most likely that the population of Selby District have
NVQ 1 (e.g. GCSEs graded D - G, Foundation diploma) or NVQ2 (e.g. GCSEs graded A* - C,
Higher diploma).

Table 20: Qualification Level Attained by WAP
Qualifications:
Population aged 16-64

Selby
District

% with NVQ4+
% with NVQ3+
% with NVQ2+
% with NVQ1+
% with other qualifications (NVQ)
% with no qualifications (NVQ)

28.0%
50.2%
77.4%
84.8%
7.6%
7.6%

North
Yorkshire
35.2%
55.2%
76.7%
87.8%
5.4%
6.7%

Yorkshire
and the
Humber
33.0%
52.3%
71.1%
83.4%
7.0%
9.5%

England
38.3%
57.1%
74.6%
85.5%
6.9%
7.6%

Source: Annual Population Survey, January – December 2017
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3

Audiences for Arts & Culture

3.1

Introduction
This chapter provides insight into the potential audience for arts and culture programmes
within Selby District and the wider Yorkshire and the Humber region. It utilises the Area
Profile Report on Selby District provided by The Audience Agency to profile:
❖ Audience Spectrum segmentation for the target population of Selby District, compared
with the baseline population of Yorkshire and the Humber.
❖ MOSAIC segmentation for the target population of Selby District, compared with the
baseline population of Yorkshire and the Humber.
❖ TGI data on Arts, Culture and Heritage engagement for the target population of Selby
District, compared with the baseline population of Yorkshire and the Humber.
The chapter also considers data provided on audiences from events and activities delivered
in Selby District, including:
❖ Stakeholder consultation for a Visitor Economy Strategy for the District
❖ Sherburn Craft and Food Festival
❖ Research and consultation to inform a Cultural Strategy for Tadcaster.

3.2

Audience Spectrum Segmentation
‘Audience Spectrum is a population profiling tool which describes attendance, participation
and engagement with the arts, museums and heritage, as well as behaviours, attitudes and
preferences towards such organisations. It has been built to meet the needs of small and
large scale, ticketed and non-ticketed organisations from across the cultural sector’ (Area
Profile Report: Selby District Council, The Audience Agency).
The latest Area Profile Report for Selby District from The Audience Agency, shows that the
population’s main Audience Spectrum segments are Dormitory Dependables, Trips &
Treats and Home & Heritage. 66% of the population belong to one of these three
segments, compared to 43% of those of the base population in Yorkshire and the Humber.
A full breakdown is provided in Table 21. The index column highlights whether the
population of Selby District, when compared to the population of the Yorkshire and the
Humber region is greater or lesser proportionally. The index column shows whether each
category is over or under represented in the target area compared to the base population:
❖
❖
❖
❖

An index of 100 occurs when they exactly match
An index over 100 indicates over-representation in the target area
An index under 100 indicates under-representation in the target area
Where the index cell is shaded it indicates a significant difference.
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Table 21: Audience Spectrum Segments
Selby District
Count
Metroculturals
Commuterland Culturebuffs
Experience Seekers
Dormitory Dependables
Trips & Treats
Home & Heritage
Up Our Street
Facebook Families
Kaleidoscope Creativity
Heydays
Adults 15+ estimate 2016

0
9,211
323
18,669
17,057
11,602
6,134
4,705
730
2,887
71,318

%
0%
13%
0%
26%
24%
16%
9%
7%
1%
4%

Yorkshire & The
Humber
Count
%
11,846
0%
311,226
7%
273,422
6%
577,215
13%
805,342
18%
516,601
12%
589,204
13%
621,565
14%
394,085
9%
318,962
7%
4,419,468

Index
0
183
7
200
131
139
65
47
11
56

Source: Area Profile Report, Selby District (2018)

❖ Dormitory Dependables live in suburban and small towns with an interest in heritage
activities and mainstream arts, who are a regular if not frequently engaging group.
They tend to be mature older couples or older families, who engage with culture as a
treat or social outing. This was the largest segment in the target population,
proportionally and was over-represented in relation to the UK average (index: 134).
❖ Trips & Treats are consumers of mainstream arts and popular culture like musicals and
familiar drama, mixed with days out to museums and heritage sites, influenced by
children, family and friends. Children range in age, including young people still living at
home. This was the segment most over-represented in the target population
compared to the Yorkshire and the Humber region (index: 200).
❖ Home & Heritage are more mature people living in rural areas and small towns, who
are more conservative in their tastes and are likely to engage with local cultural
activity, especially daytime activities and those exploring historical events. They prefer
familiar, mainstream programme offers and lean towards classical content across a
range of art forms. This segment represents over 10% of the target population, and is
over-represented compared to the Yorkshire and the Humber region (index: 139).
In addition to these three principal segments, Commuterland Culturebuffs make up more
than ten per cent of the target population (13%) and are over-represented when compared
to the Yorkshire and the Humber region:
❖ Commuterland Culturebuffs are described as affluent and professional, often frequent
consumers of culture, who have broad tastes but lean towards heritage and more
classical or traditional offerings. Motivations include self-improvement and the pursuit
of learning opportunities for older children. They are often mature families or retirees
and are willing to travel for premium experiences (index: 183).
When looking at the wider base population for the region, additional segments within a
potential tourist market for Selby, representing over ten per cent of the base population
are Up Our Street and Facebook Families:
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❖ Up Our Street are modest in habits and means who engage with popular arts,
entertainment and museums, as well as visiting heritage sites. They have limited
household incomes, so value for money and low-risk can influence decision-making.
This segment was under- represented in the target population compared with the
Yorkshire and the Humber region (index: 65).
❖ Facebook Families are younger suburban and semi-urban families. They do not see
themselves as particularly arty, with arts and culture playing a small role in their lives,
though they often go out as a family to the cinema, live music and pantomime. They
also like eating out. This segment was under-represented in the target population
compared with the Yorkshire and the Humber region (index: 47).

3.3

MOSAIC Group Profile
‘Mosaic combines a wide range of information from over 400 sources to create a summary
of the likely. Households are assigned to a ‘group’, of which there are 15 in Mosaic, which
describes their socio-economic and cultural behaviour.’ (Area Profile Report: Selby District
Council, The Audience Agency)
The Area Profile Report for Selby District from The Audience Agency, shows that the
population’s main MOSAIC Groups are D Rural Reality, C Country Living and H Aspiring
Homemakers. 56% of the target population belong to these three groups, compared to
22% of the base population.
❖ D Rural Reality: Households living in inexpensive homes in village communities. They
tend to be aged between 46 and 55 years, be single and without children. Preferred
communication channels are post, email and landline telephone. They access the
internet regularly, though are the least likely to check email everyday, and also suffer
low internet speeds. Local newspapers and radio are popular with this group.
❖ C Country Living: Well-off owners in rural locations enjoying the benefits of country
life. They tend to be aged 66+, with one child aged over 18 years and 2 in 3 own a pet.
Preferred communication channels are post, email and landline telephone. They access
the internet regularly for practical purposes, though are likely to suffer low internet
speeds.
❖ H Aspiring Homemakers: Younger households settling down in housing within their
means. They tend to be aged 26 to 35 years, with two children. Preferred
communication channels are mobile telephone, email and social media. They access
the Internet everyday for a range of purposes, including the use of social networks and
downloading of apps.
A full breakdown is provided in Table 22. The index column functions in the same way as
with the Audience Spectrum segmentation above.
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Table 22: MOSAIC Group Profile
Selby District
Count
A City Prosperity
B Prestige Positions
C Country Living
D Rural Reality
E Senior Security
F Suburban Stability
G Domestic Success
H Aspiring Homemakers
I Family Basics
J Transient Renters
K Municipal Challenge
L Vintage Value
M Modest Traditions
N Urban Cohesion
O Rental Hubs
U Unclassified
Adults 15+ estimate 2016

0
4,143
15,251
17,985
3,487
4,237
6,935
7,254
3,538
3,721
576
2,807
1,620
0
828
142

%
0%
6%
21%
25%
5%
6%
10%
10%
5%
5%
1%
4%
2%
0%
1%
72,382

Yorkshire & The
Humber
Count
%
12,805
0%
236,162
5%
239,813
5%
261,691
6%
434,990
10%
314,723
7%
296,669
7%
474,441
11%
450,275
10%
419,275
9%
231,561
5%
352,787
8%
275,031
6%
191,800
4%
259,207
6%
75,490
4,451,320

Index
0
108
391
423
49
83
144
94
48
55
15
49
36
0
20

Source: 2016 Experian Ltd.

3.4

Arts & Cultural Engagement
The Audience Agency Area Profile Report provides data on arts and cultural engagement
amongst the population of the Selby District (see Table 23). The table compares the results
to that of the Yorkshire and the Humber region.
Overall, the target population has higher levels of cultural engagement than the base
population of Yorkshire and the Humber. Amongst the target population the arts activities
with the highest level of engagement area:
❖ Theatre: 43% have attended in the last 12 months
❖ Popular/rock concert: 37% have attended in the last 12 months
❖ Plays: 32% have attended in the last 12 months.
Museums and heritage attendance (see Table 24) in the last 12 months by the target
population was more likely to have been visits to museums, than visits to stately
homes/castles or archaeological sites.
76% of the target population had visited the cinema in the last 12 months (see Table 25).

New Understandings (2018)

32

Selby District Council
Selby 950: Understanding Potential Audiences
Chapter 3: Audiences for Arts & Culture

Table 23: Arts Attendance
Attended in past 12 months

Selby

Index

%

Count

%

18,735

26%

1,074,458

24%

109

715

1%

53,636

1%

83

Ballet

7,033

10%

427,874

9%

103

Classical concerts

8,682

12%

489,956

11%

111

16,882

23%

1,014,396

22%

104

Contemporary dance

4,418

6%

283,108

6%

97

Jazz concerts

5,333

7%

322,512

7%

103

Opera

6,162

8%

367,799

8%

105

Plays

22,855

32%

1,310,191

29%

109

Popular/rock concerts

26,539

37%

1,591,250

35%

104

Theatre

30,968

43%

1,796,713

40%

108

883

1%

70,713

2%

78

Art galleries

Count

Yorkshire & The Humber

Art gallery once a month or more

Comedy show

Theatre once a month or more
Source: Target Group Index Survey

Table 24: Heritage Visits
Visited in past 12 months

Selby

Index

%

Count

%

18,280

25%

1,150,959

25%

99

Archaeological sites

3,161

4%

167,547

4%

118

Stately homes/castle

15,972

22%

900,696

20%

111

Museums

Count

Yorkshire & The Humber

Source: Target Group Index Survey

Table 25: Cinema Visits
Cinema visits

Selby

Index

%

Count

%

54,991

76%

3,377,257

75%

102

Go every two or three months

9,644

13%

578,769

13%

104

Go once or more a month

8,602

12%

592,071

13%

91

17,456

24%

1,136,389

25%

96

Ever go to the cinema

Never go

Count

Yorkshire & The Humber

Source: Target Group Index Survey

3.5

Data on Audiences in Selby District
A range of reports have been provided by Selby District Council and its partners to provide
insight into who may currently be attending arts and cultural events in the District. Findings
from these reports are provided in the sections below.
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3.5.1

Selby Visitor Economy Research: Qualitative
A survey of businesses operating in the visitor economy in Selby District has been
undertaken by Selby District Council to feed into the Visitor Economy Strategy 2018-2022.
It achieved a response rate of 107, from businesses in the visitor economy (38%), outside
the visitor economy (16%) and those interested in members of the public (46%).
Respondents included accommodation, attractions, venues, retail and food and drink, and
a vast majority of small operators such as B&Bs.
The results of this survey has provided the following information on current audiences:
❖ Over half of tourism businesses customers were thought to be from outside Selby
District;
❖ Three quarters of visitors are thought to be coming for leisure purposes and the rest
for business;
❖ Around 1 in 3 visitors are travelling with children under 16 years of age;
❖ The average party size is 5 people;
❖ Most visitors are aged between 35 and 65 years; and
❖ Couples, families and friend groups are the most common visitor groupings.

3.5.1.1

Potential Barriers to Visitor Economy Growth
The survey respondents identified several potential barriers to attracting visitors to the
District:
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖

3.5.2

Visual appearance
Reputation
Lack of investment in the visitor economy offer
Parking
Lack of capacity in quality accommodation
Transport infrastructure
Public transport
Lack of collaborative working
Lack of investment in marketing the District as a destination
Lack of accessible tourist information.

Selby Visitor Economy Research: Qualitative
Stakeholder workshops and individual consultations have been undertaken by Selby
District Council to feed into the Visitor Economy Strategy 2018-2022. The results of this
consultation has provided the following information on current audiences:
❖
❖
❖
❖
❖

Stakeholders audiences were predominantly a mix of male and female;
Ages of audiences varied by stakeholder from 18 through to 80 years;
Education level tended to Higher Education and above;
Occupations tended to be professional and trade; and
Visitors tended to be local or domestic tourists.
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3.5.2.1

Potential Barriers to Engagement
The stakeholder consultation identified several potential barriers to engagement for
audiences:
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖

3.5.3

Public transport infrastructure
Parking cost and availability (including for mini buses and coaches)
Visual appearance of Selby and Tadcaster
Reputation of town centre in regards anti-social behaviour and deprivation
Lack of capacity in quality accommodation
Lack of capacity and investment in marketing
Lack of collaboration within the sector and with other sectors
Lack of partnership working between Selby and Tadcaster
Lack of international and national touring performances
Lack of high quality events and programming
Lack of arts and cultural infrastructure (venues)
Perceived low quality wraparound offer
Insufficient sign-posting for cyclists and car parking
Lack of awareness of what is on offer
Perceived failure to celebrate an capitalise on the area’s rich heritage
Poor web presence
Social media not being utilised.

Sherburn Craft and Food Festival
The first Sherburn Craft and Food Festival was held in the village over the August Bank
Holiday weekend in 2017. It was borne out of the Cawood Craft Festival, which announced
its closure in 2016, and a desire to build on and host more events in Sherburn, as a result of
Sherburn for Cycle Saturday in 2016 when the Tour de Yorkshire passed through.
The Sherburn Craft and Food Festival included craft stalls; stalls for local and regional food
producers; celebrity chefs and cooking demonstrations; a children’s cookery school; live
entertainment; children’s entertainment; competitions; vintage cars and motorbikes;
fringe activities and attractions; opportunities for local and community groups to show
work; and charity stalls.

3.5.3.1

Audiences
The Report for the Sherburn Craft and Food Festival 2017 states: ‘the target audience for
the event was predominantly families looking for a day out at a reasonable cost’. Local
towns and villages within a 20-mile radius were targeted with messaging that focused on
the entertainment and activities on offer. The Report states that:
❖
❖
❖
❖
❖
❖

Over 5,200 tickets were sold for the event (does not include under 16s)
Estimated footfall for the three days was 9,000 visits
69% of visitors were from less than 5 miles away
25% of visitors were from 6-25 miles away
6% of visitors were from over 25 miles away
4% of visitors were aged 16- 21 years
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❖
❖
❖
❖
❖

3.5.3.2

40% of visitors were aged 21-40 years
43% of visitors were aged 41-60 years
23% of visitors were aged over 60 years
The percentage of under 16s is unknown as their data was not captured
Anecdotally, it appears that a high proportion of families attended.

Ticketing
Key findings in relation to ticketing within the report include:
❖ The multiple day ticket appeared attractive, accounting for 68% of ticket sales, and is
believed to have increased the daily footfall.
❖ Some audiences were not aware of, or were unable to purchase discounted tickets as
this was only available online.
❖ 69% of tickets were sold on the gate on the day, compared with 18% being sold in
advance online and 13% sold in advance in local outlets.
❖ The price of tickets was a main source of negative feedback.

3.5.3.3

Marketing and Communications
The Report details the main activities within the marketing campaign and provides details
on the reach that each has achieved (see Table 26).

Table 26: Marketing Activity - Reach
Method
Website

Facebook page
Twitter

Reach
❖ 7,800 visitors
❖ 100,000 page views
❖ 1,093 visits on 26 August
❖ 712 followers
❖ 121 followers

Via the first event, audiences were also invited to subscribe to a mailing list about future
events, and the Festival currently has 800 subscribers.
In addition to the above, other marketing and communications activity included the below,
though the result of this activity is unclear from the Report:
❖
❖
❖
❖
❖
❖

Facebook Event
Media Coverage: Minster FM, Radio York, This is Leeds TV and The Lowdown
A5 event programmes
A5 and tri-fold leaflets
Posters
Local printed adverts.

Analysis of ticket sales, supplemented by visitor feedback forms, suggests that promotion
via Yorkshire Life Magazine created increased page views for the event, but did not result
in significant conversion rates in terms of ticket sales.
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3.5.4

Tadcaster Cultural Strategy
In starting to develop a Cultural Strategy for Tadcaster, local research was undertaken,
including an online survey with local residents (Tadcaster and surrounding), which achieved
a response rate of 106. Results showed that:
❖ 21.4% of respondents attended live events less than once a year
❖ 21.4% of respondents attended live events once a year
❖ 44.7% of respondents attended live events 2 or 3 time a year
❖ 12.6% of respondents attended live events more than 4 times a year
❖ Types of events attended most frequently by respondents were:
-

Carnival / outdoor arts
Live music (rock and pop)
Stand up comedy
Musicals
Pantomime
Theatre
Children/family shows.

❖ Over three quarters (77%) attended film screenings at least twice a year
❖ The principal ways that at least 1 in 3 people find out about cultural and entertainment
events in their area are:
-

Facebook (74%)
Word of mouth - family and friends (53%)
Venue websites (37%)
Leaflets picked up (33%)

❖ The principal barriers to engagement in Tadcaster are:
-

Lack of awareness (31%)
Caring responsibilities (22%)
Cost (15%)
Lack of time (10%)
Lack of events that appeal.
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4

Tourism

4.1

Introduction
This chapter presents the latest data available for tourism volume and value in Selby
District, North Yorkshire and the Yorkshire and the Humber region, alongside other key
tourism information using data provided on the Visit Britain, Visit Yorkshire and Selby
District Council websites.

4.2

Tourism: Selby District and North Yorkshire
Selby District Council’s website provides information for those wishing to visit the District.
It includes details of key places to see and events to visit in each of the District’s main
towns:
❖ Selby:
-

Selby Abbey
Selby Town Hall (an award winning arts centre)
The Venue
Summit Indoor Adventure
Drax Power Station
Towerfest
Farmers Markets
Selby Park
War Memorials
Selby Food and Drink Festival
Selby Beer Festival
Field of Dreams VW Show
Selby Three Swans Sportive
Selby Bonfire and Firework Display
Remembrance Concert at Selby Abbey
Selby Christmas Market and Light Switch On

❖ Tadcaster:
-

Riley Smith Hall (theatre, ballroom and concert venue)
St Mary’s Church
Tadcaster Arts Festival
The Tad 10 (10 mile road race)

❖ Sherburn-in-Elmet:
- Eversley Park Centre
- All Saints Church
- Sherburn-in-Elmet Craft and Food Festival
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4.2.1

Tourism Volume and Value
Visit Britain provides data on the volume and value of tourism of counties and towns in
England. The table below presents the three-year averages, from 2014-2016, for Selby
District and North Yorkshire. This is shown overall, as well as a breakdown by day visits,
overnight tourism, VFR and Business trips.
The data shows that Selby receives around 1.2m visits per year, with an attached
expenditure of £21 million. This represents around 3.5% of the overall visits to North
Yorkshire and 1.1% of the overall tourist expenditure in North Yorkshire.

Table 27: Tourism Volume and Value
Selby District
Tourism Day Visits
Visits (millions)
Expenditure (£ millions)
All overnight Tourism
Trips (millions)
Nights (millions)
Expenditure (£ millions)
Holidays
Trips (millions)
Nights (millions)
Expenditure (£ millions)
VFR (Visiting Friends and Relatives)
Trips (millions)
Nights (millions)
Expenditure (£ millions)
Business
Trips (millions)
Nights (millions)
Expenditure (£ millions)
Total Tourism
Visits (millions)
Expenditure (£ millions)
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North Yorkshire

1.12
£15

30.854
£972

0.080
0.159
£6

4.604
13.819
£969

0.030
0.056
£2

3.153
10.217
£750

0.046
0.095
£3

1.055
2.635
£131

0.005
0.008
£1

0.276
0.671
£67

1.199
£21

35.458
£1,941
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4.3

Tourism: Yorkshire and the Humber
Visit Yorkshire, the region’s tourism agency, highlights a number of key facts about
Yorkshire on its industry website.
❖ Yorkshire has more Michelin Star restaurants than anywhere outside London.
❖ Yorkshire boasts more top racecourses than any other region.
❖ Yorkshire’s Top Five most visited free attractions
-

Museums Sheffield: Millennium Gallery, Sheffield
National Railway Museum, York
Yorkshire Sculpture Park, Wakefield
National Media Museum, Bradford
Leeds Art Gallery, Leeds.

❖ Yorkshire’s Top Five most visited paid for attractions
-

Flamingo Land Park and Zoo, Malton
Yorkshire Wildlife Park, Doncaster
The Deep, Hull
RHS Garden Harlow Carr, Harrogate
Fountains Abbey, Ripon.

❖ The annual Tour de Yorkshire takes place each Spring in the county.

4.3.1

Tourism Volume and Value
Visit Britain provides data on the volume and value of tourism at regional level.

4.3.1.1

GB Tourism Survey - 2017
The tables below show the volume and value of all tourism to Yorkshire and the Humber
for each quarter in 2017, as well as the year to date, up until September (the latest
available). This data is compared with the same quarters in 2016 to highlight changes.
❖ Overall, trips to Yorkshire and the Humber in 2017, up to September, are up 9% on
figures for 2016;
❖ Quarter 2 (April to June), experienced the greatest increase in trips (+26%), with a
slight increase in Quarter 1 (January to March) and a slight decrease in Quarter 3 (July
to September);
❖ Overall, bed nights in Yorkshire and the Humber in 2017, up to September, are up 2%
on figures for 2016;
❖ Only Quarter 2 experienced an increase in bed nights (+24%), with a decrease in
Quarter 1 and Quarter 3;
❖ Overall, tourism expenditure in Yorkshire and The Humber in 2017, up to September, is
up 9% on figures for 2016; and
❖ Only Quarter 2 experienced an increase in expenditure (+4%), with no change in
Quarter 1 and a decrease in Quarter 3.
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Table 28: Tourism Volume and Value 2017 vs. 2016
Yorkshire & The
Humber
Trips (millions)
Bed Nights
(millions)
Expenditure
(£millions)

Quarter 1
(Jan – Mar)
2016
2017
1.813
1.860

Quarter 2
(Apr – Jun)
2016
2017
2.251
2.847

Quarter 3
(Jul – Sep)
2016
2017
2.936
2.923

Quarter 4
(Oct – Dec)
2016
2017
2.291
-

4.148

4.012

6.224

7.711

11.022

10.119

5.713

-

£261

£261

£363

£507

£586

£544

£406

-

Source: Visit Britain

Table 29: % Change Tourism Volume and Value 2016-17
Yorkshire & The
Humber
Trips (millions)
Bed Nights
(millions)
Expenditure (£
millions)

Quarter 1
(Jan – Mar)
% change
2016-17
+2.59%

Quarter 2
(Apr – Jun)
% change
2016-17
+26.48%

Quarter 3
(Jul – Sep)
% change
2016-17
-0.44%

Quarter 4
(Oct – Dec)
% change
2016-17

-3.28%

+23.89%

-8.19%

-

0.00%

+3.67%

-5.46%

-

-

Source: Visit Britain

Table 30: Tourism Volume and Value – YTD (Jan-Sep 2017)
Yorkshire & The Humber
Trips (millions)
Bed Nights (millions)
Expenditure (£ millions)

2016
7.000
21.394
£1,210

2017
7.630
21.842
£1,322

% change
+9.00%
+2.09%
+9.26%

Source: Visit Britain

4.3.1.2

GB Day Visitor Survey - 2016
The GB Day Visitor Survey 2016 is the latest annual report for the survey. This provides a
detailed overview of survey findings, broken down by regions, demographics and other key
variables.
The data for the Yorkshire and the Humber region is in Table 31. It shows that:
❖ The volume and value of domestic overnight trips in Yorkshire and the Humber fell by
18% from 2015 to 2016 and expenditure fell by 16%.
❖ Overseas visitor trip volume increased by 5% in Yorkshire and the Humber in 2016 and
nights increased by 11%, however overall spend fell by 9% in 2016.
❖ Yorkshire and the Humber region outperformed the national average for day trips,
with an 8% increase in visitor numbers and a 3% increase in spend.
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Table 31: Tourism Volume and Value – Yorkshire & The Humber
Trips by domestic overnight visitors
2016
Trips
9,290,000
Nights
27,110,000,000
Spend
£1,616m
Trips by overseas overnight visitors
2016
Trips
1,360,000
Nights
11,480,000
Spend
£516m
Trips by day visitors
2016
Trips
149,000,000
Spend
£4,370m
Total Trips
2016
Trips
159,650,000
Spend
£ 6,502m

2015
11,320,000
30,880,000,000
£1,922m

% change
-18%
-12%
-16%

2015

% change
1,290,000
10,355,000
£566m

5%
11%
-9%

2015
138,000,000
£4,256m

% change

2015
150,610,000
£6,744m

% change

8%
3%

6%
-4%

Source: Visit Britain
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5

Audience Development Insights

5.1

Introduction
Having analysed the market for Selby District this chapter provides key insights for
audience development linked to the Selby 950 project. This includes:
❖ Target audiences for the project and the implications of this for:
- Programming
- Marketing and communications
- Key messaging to appeal to audience motivations
❖ Identification of potential barriers to engagement
❖ Ticketing policy considerations
❖ Suggested aims and objectives for audience development
❖ Suggested next steps.

5.2

Target Audiences for Selby 950: Local Audiences
Audiences that the Selby 950 project should be targeting, based on the data presented on
Selby District and North Yorkshire, are illustrated in Figure 3. Note that target audiences
are not mutually exclusive.

Figure 3: Local Target Audiences

5.2.1

Dormitory Dependables; Trips & Treats; Home & Heritage
Key aspects of the marketing mix relating to the principal audience segments within Selby
District are provided in Table 32.
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Table 32: Audience Segmentation Selby District - Product, Price, Place , Promotion, Partnerships and Relationship Building
PRODUCT
PROGRAMME
Dormitory
Dependables

Mainstream popular offerings in the
following art forms:
❖ Live music
❖ Theatre.
Keen interest in heritage activities.

Trips & Treats

Mainstream popular offerings in the
following art forms:
❖
❖
❖
❖
❖
❖
❖
❖

Live music
Musicals
Film
Pantomime
Circus
Carnival
Theatre
Street Arts

Keen interest in heritage, particularly
visits to museums and heritage sites.

Home & Heritage

PRICE
PARTICIPATION

Workshops and other
participatory activities
linked to:
❖
❖
❖
❖

❖
❖
❖
❖
❖
❖
❖
❖

Local or social
participatory activities
linked to:

❖
❖
❖
❖

❖ Singing
❖ Amateur dramatics
❖ Local history

Classical music
Opera
Ballet
Theatre.

Keen visitors of heritage offers and
activities, including:
❖
❖
❖
❖
❖
❖

Local history
Heritage sites
Period recreation
Memorabilia and nostalgia
Dying traditions and crafts
Historical narratives.

Risk averse

Ticketing strategy:
❖ Family tickets/offers
❖ Group tickets/offers
❖ Ticket and meal
packages

Risk averse

Ticketing strategy:
❖ Advance purchase
discounts
❖ Family tickets/offers
❖ Group tickets/offers
❖ Ticket and meal
packages

Circus skills
Painting
Drawing
Computer animation
Carnival
Craft
Photography
Music

Day time mainstream traditional and
classical offerings in the following art
forms:

PROMOTION

PARTNERSHIPS

RISK

Music
Photography
Filmmaking
Digital arts

Fun days, activity
workshops and
participatory activities
linked to:

PLACE

Risk averse

Ticketing strategy:
❖ Ticket and transport
packages
❖ Senior packages/offers

Venues and sites that
create the following:
❖ Relaxing
environment
❖ Social
environment
❖ Cafés/restaurant
offer

Venues and sites that
create and offer the
following:
❖ Access provision
- Physical
- Sensory
- Transport

Key messaging:
❖ Heritage content presented
and/or celebrated
❖ Family-friendliness
Key communication channels:
❖ Selby 950 website/ microsite
❖ E-newsletter
❖ Postal campaigns
Key messaging:
❖ Heritage content being
presented and/or celebrated
❖ Family-friendliness
❖ Fun
❖ Educational
Key communication channels:

❖ Relaxing ambiance
❖ Social ambiance
❖ Cafés/restaurant
offer

❖
❖
❖
❖
❖
❖
❖
❖

Venues and sites that
create and offer the
following:

Key messaging:

❖ Access provision
- Physical
- Sensory
- Transport
❖ Safe environment
❖ Pleasant ambience
❖ Welcoming
environment
❖ Cafés/restaurants

Partnerships
organisations that
could help reach this
audience segment:
❖ Local sports
teams
❖ Local sports
clubs
❖ Local sports
venues
Partnerships
organisations that
could help reach this
audience segment:
❖ Nurseries
❖ Schools
❖ Children’s
centres

RELATIONSHIP
BUILDING
Audience development
initiatives:
❖ Test Drive
❖ Taste
recommendation
❖ Customer service

Audience development
initiatives:
❖ Outreach
❖ Customer service

Social media
E-newsletter
Referral marketing
Local media coverage
Local ambassador schemes
Brand association
Street advertising
Experiential marketing

❖ Heritage content being
presented and/or celebrated
Key communications channels:
❖ Local media coverage
❖ Postal campaigns

Partnerships
organisations that
could help reach this
audience segment:
❖ U3A
❖ Rural touring via
village halls and
churches
❖ Heritage
organisations
❖ History
associations
❖ Community
networks
supporting older
people

Audience development
initiatives:
❖ Outreach
❖ Customer service

Also keen on the natural world.
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PRODUCT
PROGRAMME
Commuterland
Culturebuffs

Day time mainstream traditional and
classical offerings in the following art
forms:
❖
❖
❖
❖
❖
❖
❖
❖

Classical music
Theatre
Live music
Musicals
Opera
Ballet
Jazz
Contemporary dance.

Open to more contemporary offers.
Very keen interest in heritage, particularly
visits to museums and heritage sites.
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PRICE
PARTICIPATION

Participatory learning
opportunities and / or
performance
opportunities for older
children and adults:
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖
❖

Ballet
Singing
Music
Street arts
Carnival
Circus skills
Photography
Filmmaking
Crafts
Painting
Sculpting.

PLACE

PROMOTION

PARTNERSHIPS

RISK
Many are
risk averse,
but some
are open to
trying
something
new

Ticketing strategy:
❖ VIP packages/offers
❖ Ticket and meal
packages

Venues and sites that
create and offer the
following:
❖ High quality
venues
❖ Relaxing ambiance
❖ Social ambiance
❖ Cafés/restaurant
offer

Key messaging:
❖
❖
❖
❖
❖
❖
❖

Premium experiences
Exclusive access
Added value events
Opportunities to buy
High quality
Key travel options
Endorsement of well-known
respected artist and experts
❖ Learning opportunities (for
adults and older children)

Partnerships
organisations that
could help reach this
audience segment:
❖ National Trust
❖ Heritage
organisations

RELATIONSHIP
BUILDING
Audience development
initiatives:
❖ Customer service
❖ High quality offer
❖ Inviting feedback
and dialogue

Key communication channels:
❖ Websites
❖ E-newsletter
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5.2.2

Families with Dependent Children
There are several indicators within the data presented to imply that Selby District has a
significant family audience, including:
❖ 2 in 5 households containing dependent and/or older children
❖ 3 in 10 households containing dependent children
❖ 1 in 10 households containing only older children.
The family market is therefore strong and one that Selby 950 needs to bear in mind when
designing the programme and planning events. This includes:
❖ Designing family-friendly activities and events within both the audience-based and
participatory elements of the programme.
❖ Consideration of family-friendly facilities within venues or on sites where events and
activities are programmed, for example, baby change, play facilities, picnic areas, food
and drink offers, toilets.
❖ Provision of detailed information about ancillary elements such as parking, public
transport, and food and drink alongside event information.

5.2.3

Older People
There are several indicators within the data presented to imply that Selby District has an
aging population, including:
❖
❖
❖
❖
❖
❖
❖

A greater number of deaths than births
1 in 5 households containing people aged 65 and over
1 in 2 one-person households being those aged 65 and over
An increase of 5.4% in one-person households between 2011-2014
A higher median age than Yorkshire and the Humber and the UK
1 in 5 are aged 65 years and above
3 in 5 economically inactive residents are retired.

Older people are a prime audience for volunteer work, as well as being at risk of social
isolation (particularly if living alone). Older people also respond to special exhibitions and
targeted programming of events, especially those in the daytime. This includes events and
activities such as lecture series, courses and tours.

5.2.4

Males
Selby District, like many local and unitary authorities and the UK, has a fairly even gender
spilt. Traditionally, the Arts tend to attract a disproportionately large percentage of female
audiences. For example, data from the Taking Part Survey 2015/16 shows that:
❖ In Yorkshire and the Humber 64.6% of males vs. 75.4% of females had attended an arts
event or participated in arts activity in the last 12 months;
❖ In England 71.8% of males vs. 80.2% of females had attended an arts event or
participated in arts activity in the last 12 months;
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❖ In Yorkshire and the Humber 49.7% of males vs. 61.5% of females had attended an arts
event or participated in arts activity three or more times in the last 12 months; and
❖ In England 56.0% of males vs. 65.7% of females had attended an arts event or
participated in arts activity three or more time in the last 12 months.
Conversely, heritage based activities seem to be more balanced, often having a marginally
higher level of engagement amongst males. For example, data from the Taking Part Survey
2015/16 shows that:
❖ In Yorkshire and the Humber 68.6% of males vs. 67.9% of females had visited a
heritage site in the last 12 months;
❖ In England 74.2% of males vs. 72.3% of females had visited a heritage site in the last 12
months ;
❖ In Yorkshire and the Humber 47.4% of males vs. 47.4% of females had attended a
museum or gallery in the last 12 months; and
❖ In England 52.3% of males vs. 52.8% of females had attended a museum or gallery in
the last 12 months.

5.2.5

White Other
The catchment area for Selby 950 is limited in its diversity, but Selby District and North
Yorkshire have a growing number of people from other ethnic groups, especially White
Other. Looking for ways to make aspects of the Selby 950 programme relevant to these
groups, and undertaking outreach activity to reach specific communities will be key to
engaging this group. It may also make sense to provide some information in different
languages given that a significant proportion will not have English as a first language.

5.2.6

Schools & HEFE

5.2.6.1

Schools
In Selby there are a total of 47 schools - 41 primary and 6 secondary schools; whilst in
wider North Yorkshire there are a total of 390 schools (including Selby) - 3 state funded
nurseries, 306 state funded primary schools, 10 state funded secondary schools, 11 special
schools, 5 PRUs and 22 independent schools.
This represents a large market for formal learning and participation programmes linked to
Selby 950. A strong learning programme will not only increase the public value of the
programme, but it will also help to develop a broader audience. Research across arts and
cultural organisations demonstrates that children who have visited through a formal
education programme will often use “pester power” to persuade their parents into a
return visit in their leisure time.
The key to attracting school visits includes a programme that is tailored to the specific
learning objectives of the schools, facilitated sessions (usually with a member of staff or
volunteer), excellent facilities (such as a classroom, lunchroom and toilets) and the
availability of pre-visit resources.
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Being mindful of the growing number of children whose first language is not English,
through providing resources in other languages, would also enable a fully inclusive learning
and participation programme.

5.2.6.2

HEFE
Selby College is the primary HEFE education provider in the District and has a number of
vocational and academic courses linked to arts, culture, the creative industries and
tourism. In seeking to engage young people from the College with Selby 950, exhibition
and performance opportunities could be built into the programme, as well as work
experience opportunities linked to:
❖ Heritage based research
❖ Event documentation: photography and filmmaking
❖ Provision of tourist information at key touch points across the District.

5.2.6.3

Adult Learning & Participation
The data presented on the indices of multiple deprivation shows that Selby District is more
deprived than its overall rank in relation to education, skills and training deprivation.
Equally, it has lower qualification levels compared with county, regional and national
averages. Building opportunities for adult learning and participation into the programme,
including development of a Selby 950 volunteer programme could offer key opportunities
for residents to up skill and gain new knowledge.

5.3

Target Audiences for Selby 950: Day Visitors
The region experiences a high volume of tourism, though overall Selby is the District that
currently attracts the lowest proportion of day and staying visitors within the region.
Research into the Visitor Economy Strategy suggests that couples, families with dependent
children, and friend groups are the most common profile of visiting groups to the District.
As such, the targeting of families amongst local residents, should also appeal to these
visiting groups; whilst a focus on the social aspects of the programme offer will also appeal
to group visits.
To engage those who are already visiting the District, publicity should be distributed to its
main tourist attractions. Considerations of how to provide pop-up tourist information
booths, or similar, should also be considered for 2019.
Equally, the Visiting Friends and Relatives (VFR) market in Selby is significant, so the
development of local ambassador schemes and ticket offers to residents who host visitors
could help to capture those not coming via traditional tourist routes.
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Figure 4: Target Audiences – Day Visitors

5.3.1

Residents of North Yorkshire
The profile of the population for North Yorkshire differs only slightly to that of Selby, so
conclusions linked to target audience in section 5.2 are equally applicable to North
Yorkshire residents.
The main difference overall is that in terms of socio-economic classification this group has
a higher proportion of people within higher level occupations, who may therefore also
benefit from higher levels of disposable income.

5.3.2

Residents of Yorkshire and the Humber
Looking slightly further afield, into Yorkshire and the Humber, two additional Audience
Spectrum groups come into play. Key aspects of the marketing mix relating to these
audience segments are provided in Table 33.

5.3.3

Staying Visitors in Yorkshire and the Humber
An initial strategy for increasing tourism numbers could be targeting residents of
elsewhere in North Yorkshire, and the main tourist hot spots for staying visitors within the
region who may be tempted to take a day trip during their stay to visit Selby. York and
Harrogate would be key cities to target, given they are relatively nearby. Raising awareness
of the offer to these tourists could include the distribution of marketing materials to the
following places within these towns and cities:
❖
❖
❖
❖

Tourist Information Centres;
Hotels, B&Bs and Guest Houses;
Major tourist attractions; and
Key transport hubs, e.g. bus and railway stations.

Ticket offers linked to the use of public transport to travel to Selby from these towns and
cities could also help influence decision-making amongst visitors.
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Table 33: Additional Audience Segmentation Yorkshire and the Humber - Product, Price, Place , Promotion, Partnerships and Relationship Building

Up Our Street

PROGRAMME
Mainstream popular
offerings in the following
art forms:
❖
❖
❖
❖
❖
❖
❖
❖

Outdoor festivals
Theatre
Music
Live streamed events
Musicals
Pantomimes
Craft exhibitions
Carnivals.

PRODUCT
PARTICIPATION
Workshops and other
participatory activities
linked to:

PRICE
RISK
Risk averse

Ticketing strategy:
❖
❖
❖
❖

Couple packages/offers
Discount tickets
Senior packages/offers
Tickets and meal
packages
❖ Family packages/offers
(grandparents/
grandchildren)

❖ Crafts
❖ Poetry

PLACE
Venues and sites that
create and offer the
following:
❖ Cafés/restaurants
❖ Access provision
- Physical
- Sensory
- Transport
❖ Comfortable
environments

Visitors to heritage sites.

PROMOTION

PARTNERSHIPS

Key messaging:

Audience development
initiatives:

❖ Opportunities to buy
crafts
❖ Value for money
❖ Experiential benefits
❖ Special treat.

❖ Community
engagement and
outreach
❖ Pay What You Want
❖ Money Back
“guarantees”
❖ Taster events

Key communication
channels:
❖
❖
❖
❖

RELATIONSHIP BUILDING

Word of mouth
Postal campaigns
Social media
Local media coverage.

Interest in nature and
wildlife.
Facebook Families

Mainstream popular
offerings in the following
art forms:

Drop in and
intergenerational
activities:

❖
❖
❖
❖
❖
❖
❖
❖

❖
❖
❖
❖
❖

Cinema
Live music
Outdoor festivals
Pantomime
Musicals
Carnival
Circus
Plays/drama.

Music
Filmmaking
Animation
Family fun days
Skills development.

Risk averse

Ticketing strategy:
❖ Family tickets/offers
❖ Ticket and meal
packages
❖ Free events and
activities

Venues and sites that
create and offer the
following:
❖
❖
❖
❖
❖

Cafés/restaurants
Welcoming atmosphere
Family friendly facilities
Customer service
Childcare facilities

Key messaging:
❖ Family friendly
❖ Community focus.
Key communication
channels:
❖
❖
❖
❖
❖

Partnerships organisations
that could help reach this
audience segment:
❖ Schools

Audience development
initiatives:
❖ Community
engagement and
outreach.

Social media (Facebook)
E-newsletter
Word of mouth
Referral marketing
Local media coverage.

Visit museums and
heritage sites.
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5.4

Barriers to Engagement
The data on audiences presented in the previous chapters of this report have identified a
series of potential barriers that would prevent audiences from engaging with, and
maximising their learning, participation and enjoyment of Selby 950. These barriers should
be addressed in the development phases of the project, as far as possible, within the
constraints of current resource and capacity.
The following sections list the barriers to engagement identified. Other barriers to
engagement that commonly come up in research with audiences are also considered.

5.4.1

Physical Barriers
❖ The availability and location of auxiliary offers, such as parking, may deter some
audiences from visiting.
❖ Some audience segments may be unable to travel to Selby town centre due to
availability of their own or public transport.
❖ The visual appearance of the District, but particularly Selby and Tadcaster, may not
represent an attractive offer to residents and visitors alike.
❖ Public transport into and across the District may be challenging for some audiences.

5.4.2

Organisational Barriers
❖ Limited monitoring and evaluation activity prevents the arts and culture sector from
better understanding their audiences, which in turn affects their ability to take
strategic decisions in relation to programming, marketing, communications and
partnership development.
❖ Capacity and quality of accommodation within the District does not currently make the
District an attractive place to stay.
❖ No defined brand for Selby District leads to an unclear and confused offer for residents
and visitors, which is accentuated by the lack of a marketing and communications
strategy linked to the Visitor Economy.
❖ There is a lack of quality signage and signposting from the main arterial routes into
Selby to tell local people and visitors how to get there, as well as how to reach its
principal arts, culture and heritage attractions once there.
❖ The timing of events within the programme could act as a potential barrier, with Home
& Heritage and other older people often preferring daytime activities to those in the
evenings.
❖ Recruiting volunteers to support events and activities takes place on a project-byproject basis, which is time consuming.
❖ Partnership working and collaboration within the city is underdeveloped, which misses
opportunities to cross-promote, cross-sell and develop joined up offers.
❖ The wraparound offer that audiences for arts, culture and heritage often expect is
perceived to be of low quality, with a focus on major high street brands.
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5.4.3

Social & Cultural Barriers
❖ More mature audiences such as Home & Heritage are more attracted to daytime
activities, making it difficult to attract them to programme night-time offerings.
❖ Engaging the increasingly diverse population of the District, especially the White Other
group, may be challenging due to language and selling the relevance of programmes to
them and their own culture.
❖ There are audiences who consider that arts and culture are ‘not for the likes of me’,
particularly those from lower income groups.
❖ Negative perceptions of the District and Selby town centre, particularly in terms of
anti-social behaviour and deprivation in Selby town centre, may act as a deterrent to
potential audiences.
❖ Many audience segments are time poor, leading hectic lifestyles, which means there is
significant competition when seeking to attract these segments.

5.4.4

Economic Barriers
❖ Ticket prices can be prohibitive to those on limited or low disposable incomes,
including Up Our Street, Facebook Families, Trips and Treats and those living in Selby
North and Selby South, which may limit their ability to attend certain elements of the
programme and/or attending multiple events and activities
❖ The cost of auxiliary offers, such as parking may deter lower income audiences from
visiting the District or town centre

5.4.5

Other Common Barriers to Engagement
❖ Lack of provision for those with sensory impairments means that they are unable to
engage sufficiently to have a worthwhile experience.
❖ Wheelchair access and provision for those who have difficulty walking and/or standing
for prolonged periods is often overlooked, making it impossible for these audiences to
attend/take part.

5.4.6

Audience Development Recommendations

5.4.6.1

Programming
The principal art forms that will appeal across all local audiences in terms of opportunities
to attend events include theatre, live music and film screenings; whilst classical music,
opera and ballet will also appeal to older audiences, especially if programmed during the
day time. More niche offerings, such as carnival, contemporary circus, jazz, street arts and
contemporary dance may be more difficult to sell to local audiences. Ways around this may
be to offer them as free events, or if programmed as paid events, link them to ‘Test Drive’
initiatives (where audiences are provided guest tickets); ‘Pay What You Want’ initiatives
(where audiences pay what they can or what they feel the experience was worth); and
‘Money Back Guarantee’ initiatives (where audience are given their money back if they do
not enjoy the experience).
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In terms of participatory activities, the majority of audiences will be more attracted by
drop-in or one-off events, with a focus on playing musical instruments, photography,
filmmaking, circus skills, painting, singing and carnival.
More niche offerings linked to specific audience segments include crafts, poetry writing,
computer animation, ballet, street arts, and other visual arts.

5.4.6.2

Heritage
Due to all audience segments leaning for heritage offers:
❖ New projects or events linked to the Selby 950 should consider art-based approaches
to presenting and celebrating the District’s history and heritage in ways that are
interactive and bring the stories to life.
❖ Programming linked to Selby 950 should make use of the District’s built heritage – this
includes using built heritage as venues for events and activities, as well as “cast
members” in the development of new projects or events
This will not only attract audiences who engage more with heritage than arts, whilst at the
same time bring audiences more pre-disposed to arts to engage with heritage.
As detailed in section 5.2.4 males are more pre-disposed to engaging with heritage than
the arts, so arts-based approaches to presenting, interpreting and celebrating the District’s
heritage may help bring more males to the arts. Focusing key messaging of a project or
event on its historical narrative will be vital.
Equally, programming more traditional heritage based offers within the programme, such
as exhibitions, historical re-enactments and guided tours, etc. will help to engage this
audience with the programme.

5.4.6.3

Risk Aversion
The majority of target audiences are risk averse, so there is a need to reduce the risk of
engaging with both familiar art forms and trying something new, especially where it is a
paid event. Equally, there are a significant number of residents in Selby District who are
price sensitive. This may indicate a need to undertake market testing of what different
target audiences would be willing to pay for potential programme elements
A number of ticketing strategy considerations have already been identified within the
tables linked to audience segmentation, which may help address this. These were:
❖ Advanced ticket through ‘Early Bird’ offers.
❖ Offering family tickets will help attract the Families target audience as well as reducing
economic barriers to engagement that this audience may have - given household
composition data this may need to include several options:
- Two adults and a child
- Two adults and two children
- Two adults and three children.
❖ Group tickets/offers.
❖ Senior Citizen tickets/offers, including transport provision.
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❖ VIP tickets/offers.
❖ Test Drive initiatives.
❖ Ticket and meal package offers that appeal to the predilection audience segments have
for eating out, socialising and the ancillary offers that go with arts and culture events.
Ensuring that a proportion of events are free will help to mitigate against those where
economic barriers are significant.

5.4.6.4

Select Venues and Plan Site Provisions
All audience segments put a high value on opportunities to socialise with friend and family,
so ensuring that the environs in which things are programmes promote socialising will by
vital. This includes relaxed and welcoming environments.
Where families are being targeted for events and activities, family-friendly facilities need to
be considered (as referenced in section 5.2.2).
For a significant proportion of target audiences access provision will be necessary to
minimise or eradicate barriers to engagement. This includes:
❖ Physical access: levels access, seating areas, sufficiently wide entry and exit points;
accessible parking and accessible facilities for wheelchair users and those with mobility
issues, or an inability to stand for long periods of time.
❖ Sensory access: BSL interpretation, audio-captioning, captioning, tactile approaches for
those with visual or hearing impairments.
❖ Transport: provision of transport for older audiences and those with mobility issues to
feel more empowered to travel to the town centre.
The wraparound offer is also going to be of interest to all audience groups, whether it is
the venues or sites themselves having food and drink provisions, or being within easy reach
of local restaurants and cafes. Where events and activities are relying on the latter, it will
be important to signpost these offers pre-visit. The proposal for ticket and meal packages
will also help in this area, if local restaurants buy into the scheme.

5.4.6.5

Be District Wide
To be inclusive to all audiences within the District, programming decisions should not focus
on Selby town centre alone. Opportunities to deliver events and activities across the nine
county divisions should be identified. This will also minimise barriers experienced by those
less willing or able to travel to the town centre from surrounding or outlying areas, such as
Home & Heritage and the more deprived communities of Selby North and Selby South.
Outreach activity to offer taster events (as a form of experiential marketing) may also help
to establish relationships with those less likely to come to the town centre. Through
initiating a relationship with them in their locale the Selby 950 project may successfully
convert them into attending events in Selby town centre also.
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5.4.6.6

Marketing and Communications
Key messaging for the Selby 950 project should steer away from the artistic experience,
with the exception of Commuterland Culturebuffs who place great value on this element.
Instead, the focus should be on the historical narrative or content of projects, events and
activities and/or their social aspects.
Project development should include consideration of development of a Selby 950
standalone website or microsite. This will predominantly be an information source for
audiences, given the segments being targeted. However, there are some audiences who
will purchase tickets online, and with those less disposed to do so, offering early bird
discounts or discounts for buying online may create a sufficient call to action. It should also
offer detailed information o how to get to and around the District by car, bike and public
transport; as well as information about local food and drink offers.
Looking to subscribe people to an e-newsletter about Selby 950 as soon as possible is also
a key recommendation. Many target audiences will respond to email communications and
the e-newsletter can be used to develop interest, excitement and calls to action.
Social media activity should focus predominantly on Facebook and Twitter, especially in
terms of attracting families. Referral marketing (rewarding those who recommend the
programme and/or individual events to others in exchange for a proportional discount/
reward) may help to stimulate online recommendation, especially among the risk averse.
Developing relationships with local media (TV, radio and newspapers) will help reach many
local audiences, especially where editorial coverage is achieved. Identifying and
timetabling significant stories within the programme, especially regarding specially
commissioned projects and events will help build the foundations of the annual media
campaign.
Given the strong influence of word of mouth recommendation locally, the recruitment and
training of a community ambassador panel could be an effective approach to building
audiences. Their role would be to spread the word throughout the local community of how
the project is developing and what’s on (once the programme is announced) to help local
people to feel involved and have greater input and ownership.

5.4.6.7

Partnerships
Targeting schools will enable excitement and enthusiasm for the project to be built up
through formal learning and participation opportunities, which can be translated into
“pester power” at home. This is particularly true for Trips & Treats and Facebook Families.
With HEFE there is an opportunity to help those studying vocational and academic courses
to gain practical experience, which will help build their skills, knowledge and confidence, as
well as enhancing future prospects for further study and employment.
Creating links with heritage organisations across the District, and local history groups and
associations will help to connect directly with older audiences.
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5.4.6.8

And finally…
Customer service will be vital in ensuring a welcoming and high-quality experience for
audiences. Whether they be interacting with staff or volunteers, the individuals with who
they speak need to be well trained, helpful, friendly and knowledgeable. These interactions
can make or break an experience for audiences.

5.5

Next Steps and Other Things to Consider
❖ Clearly define the vision, mission, aims and objectives of Selby 950 project, including
those linked to audience development.
❖ Develop a logic model and monitoring and evaluation framework for the project, to
enable ongoing measurement of performance against these aims and objectives – this
should include the identification of relevant indicators.
❖ Establish a baseline for the identified indicators in 2018, to monitor and evaluate any
changes that take place in 2019 and their attribution to the Selby 950 project – this
could be achieved via a District Wide Residents Survey.
❖ Undertake primary research with target audiences to develop and test programming
ideas, identify further barriers to engagement, explore pricing and ticketing strategies,
marketing and communications strategies and audience development initiatives.
❖ Undertake formal education consultation to maximise the potential for the Selby 950
programme to offer local schools and HEFE opportunities for learning and
participation, through identifying links to the curriculum and key learning objectives
❖ Undertake a benchmarking study of best practice arts and cultural organisations that
have used arts-based approaches to present and celebrate their heritage in a way that
engages and develops audiences.
❖ Train all customer-facing staff (and volunteers) in excellent customer care, particularly
for diverse audiences who may face more barriers than most.
❖ Commission a short film about the history of Selby District to begin building interest
and enthusiasm for the project.
❖ Devise a range of key facts about the heritage of Selby District that can be printed on
tickets to inspire further interest in the annual programme.
❖ Explore potential areas such as arts in health where new and existing projects can be
developed to engage vulnerable/hard to reach audiences in partnership with for
example, health trusts and/or appropriate voluntary organisations.
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