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The attention of Contains Art 
is two-fold: to focus on the 
needs of our community and 
how to meet them, while at 
the same time pursuing our 
artistic ambitions.

In this regard, we view 
ourselves as a civic arts 
organisation, as elucidated 
in the recent report by 
the Calouste Gulbekian 
Foundation. Its description 
of civic arts organisations 
as those that are dedicated 
to artistic excellence and to 
fostering individual creativity 
but in a frame of reference 
that is built on a recognition of 
the role of art in tackling some 
of society’s most pressing 
social problems, is closely 
aligned to our way of thinking 
and our mode of development 
and delivery. 

This community focus does 
not, however, act as break 
on our ambitions in terms of 
reach nor curtail our absolute 
focus on artistic quality; 
rather it reminds us why we 
are here—grounding Contains 
Art in a resolute intent to 
provide the best possible arts 
engagement to the widest 
possible group of people. 
Our leadership is committed 
to a civic role. Our roots as 
an organisation are in the 
community and reflect a firm 
view that place matters. As 
a consequence people and 
communities are central to 
our approach and to the 
practice that we promote and 
commission in our artistic 
programme. This development 

1. Introduction
plan therefore focuses on 
building relationships with 
people and connecting 
directly with our communities 
(live and digital audiences and 
practitioners). 

Aside from Contains Art, 
opportunities for the 
community, families, and 
young people to access 
cultural opportunities in our 
area are severely limited, 
constrained by distance and 
cost. We see every day the 
power of arts experiences to 
question, motivate, mobilise 
and delight audiences and 
participants and our goal 
is to widen and deepen 
such opportunities. This is 
especially crucial in West 
Somerset—which has the 
lowest social mobility in the 
whole country. What we have 
in West Somerset, despite 
severe deprivation, however, 
is strong social capital (we 
have the lowest wages 
nationally but the second 
highest happiness score)—this 
gives us a powerful base from 
which to build relationships, 
audiences and community 
strength amongst groups of 
people who would traditionally 
be expected to be among 
the least engaged based only 
on socio-demographic, and 
educational trends. Key to 
our success to date has been 
a determined effort to make 
the art that we commission 
and show relevant to the 
people who live and visit 
here. This focus is central to 
our audience development 
strategy and runs through 

our outcomes (see logic 
framework in next section).

In 2020, we expect to move from 
our shipping container home 
into a new purpose-built gallery 
as part of a wider cultural and 
enterprise regeneration project. 
This will increase our gallery 
space from 24m2 to 170m2. and 
is accompanied by an ambition 
to increase our impact and 
reach with audiences across 
the South West and beyond, as 
we also expand our capacity 
and resources to become a 
significant regional player.. 

Our aim in the next two-three 
years, in the lead-up to the 
opening of the new gallery is 
threefold:

1. To deepen our relationship and 
connectedness with our existing 
audiences, including through 
repeat visits.
2. To widen our reach to more 
audiences, from further afield, 
raising awareness amongst 
regional audiences.
3. To broaden our impact with 
local and tourist audiences 
by active targetting and 
engagement of ‘harder to reach’ 
audiences. 

This plan focuses on how we 
will work with our exisiting 
and targeted audiences over 
the next two years, but also 
considers the bigger picture 
and the need to expand our 
knowledge and understanding 
of wider regional audiences as 
we plan our future programme 
in the new building with 
enhanced regional impact. 
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A community event in the courtyard at Contains Art.
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2.1 Socio-economic context 

In 2016, West Somerset gained 
the depressing accolade 
of having the lowest social 
mobility in the whole country.1  

Watchet is the most deprived 
ward in West Somerset.

In late 2015, the most important 
employer in the town, 
Wansbrough Paper Mill, closed 
its doors for good, with the loss 
of 175 jobs (around 20 percent 
of the town’s workforce lost 
their jobs). This ended 250 
years of uninterrupted paper 
manufacturing in the town, 
that had defined it as a gritty, 
working, making place rather 
than the seaside or fishing 
towns and villages that scatter 
the local coastline. The closure 
dented an emergent revival 
and raised new fears for the 
future amongst the townsfolk. 
Even before this, the town 
had long suffered from a lack 
of opportunities for decent, 
validating jobs in such a rural 
area and we have been keenly 
aware of the wasted talent of 
many who had returned to the 
area after successful and varied 
careers elsewhere or who were 
simply constrained by the 
lack of dynamism in the local 
economy

The context here is one 
of significant economic 
deprivation. Watchet faces a 
number of challenges from 
a perspective of economic 
strength and growth. It is 
relatively deprived in both 
national and local terms, and 
suffers from the deficit in 

2. social and cultural context
opportunities and services that 
commonly befall areas of such 
rurality and relative isolation. 
It also, however, has some key 
strengths—its relatively young 
population by comparison to 
local towns and villages at 
least, its industrial legacy and 
seaside location. 

Perhaps the most instructive 
analysis of the town’s strengths 
from a socio-economic 
perspective is contained within 
benchmarking report that 
was commissioned by the 
Department for Communities 
and Local Government, 
the Commission for Rural 
Communities and DEFRA in 
2011.2 It presents a range of 
statistical evidence on socio-
economic conditions and 
compares the figures with 
regional and English averages 
and with the averages for 
larger seaside towns. It focuses 
on 37 smaller ‘seaside towns’ 
each with a population below 
10,000 but above 1,500. 
Watchet is included in this 
report and as such can be 
compared against its closest 
peers (including 15 in the south 
west of England, the nearest 
being Lynton/Lynmouth and 
Westward Ho) across a whole 
range of socio-economic 
criteria that serve to elucidate 
starkly the needs facing the 
community.

On almost all indicators 
Watchet fares badly by 
comparison to its closest 
peers. It ranks very low on 
almost all measures. Overall 
the Indices of Deprivation offer 

the best composite guide to 
the degree of disadvantage 
in individual towns. Three 
domains within the Indices—
income, employment, and 
education and skills—together 
offer a reasonable guide to the 
more ‘economic’ dimensions 
of disadvantage. Of the 37 
towns being benchmarked, 
six towns figure among the 
most disadvantaged ten 
seaside towns in all three of 
the ‘economic’ domains in the 
Indices of Deprivation, and a 
further three appear twice. 
These smaller seaside towns 
might therefore be seen as 
having the greatest economic 
problems. Watchet is one 
of these nine, appearing in 
the bottom 10 on all three 
‘economic domains’ (p. 107), a 
fact made even more stark by 
the recognition that seven of 
the nine most disadvantaged 
are on the East Coast.

Watchet only outperformed 
its peers in one area: having 
a manufacturing base that 
helped to diversify its economy. 
This reflected the presence 
of Wansbrough Paper Mill in 
the town. Sadly, as stated, the 
Mill closed down for good 
in December 2015 with the 
loss of 175 jobs; ending the 
industry of paper-making in 
the town after 250 years of 
operation. With the loss of its 
manufacturing base, Watchet’s 
economy and community relies 
almost exclusively on tourism 
to provide for income, jobs, and 
to give the town an identity 
and focus. It is the lifeblood 
of Watchet but has been 
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under-prioritised by the local 
authority for many years.

It is this context that the East 
Quay regeneration project, in 
which Contains Art is a key 
tenant, has been planned. 
It is a major enterprise and 
cultural project that aims to 
change lives by providing 
jobs, opportunities, aspiration 
and engagement for the 
local population, and to 
foster pride and ambition for 
that community by building 
a development, including 
nationally-signficant gallery, 
that showcases what is 
possible with support, 
committment and working 
together at a community level.

2.2 Cultural engagement and 
diversity in West Somerset

National datasets that give 
meaningful input about arts 
engagement are relatively 
limited. The overall Active 
People (arts) 2 year average 
percentage score in West 
Somerset, which reveals the 
percentage of adults in the 
local authority who have either 
attended an arts event or 
participated in an arts activity 
at least three times in the 
past 12 months was 47.8%. 
But this is quite out of date 
data, based on 2009 and 2010 
average. More up to date than 
this is the Target Group Index 
survey on arts and heritage 
attendance, but this still is only 
from 2015. That year in the 
Watchet postcode 19 percent 
of residents had attended 
an art gallery in the previous 

12 months, compared to 25 
percent for West Somerset, 
and 26 percent for the South 
West as a whole. This low 
cultural engagement reflects 
the socio-demographics of 
the area and the relative lack 
of affluence in Watchet in 
particular. Only 11 percent of 
Watchet residents are in AB 
social categories, compared to  
18 percent in West Somerset 
and 23 percent across the 
South West. Likewise, 31 
percent are in DE categories 
compared to 27 percent for 
West Somerset and 23 percent 
across the South West as a 
whole. 

These data indicating 
deprivation are also echoed 
in economic activity, 
occupation and qualifications 
attainment. Only 28 percent 
are in professional, technical 
or managerial occupations, 
compared to 40 percent in 
the South West; 17 percent of 
the economically inactive are 
long term sick or disabled, 
compared to 12 percent in 
West Somerset and the South 
West; and 27 percent have no 
qualifications at all, compared 
to 21 percent in the South 
West. As above, the other area 
of differentiation in Watchet 
by comparison to wider West 
Somerset is its age profile: 
with 41 percent under 40, 
compared to just 35 percent 
in West Somerset. At the 
other end of the scale, some 
38 percent of West Somerset 
residents are aged over 60, 
whereas in Watchet, this figure 
is 31 percent.

These data serve to explain 
why our focus has been 
and remains to increase arts 
engagement with families, 
young people and the harder-
to-reach in the town. Where 
in other parts of the country, 
concerns are often about 
diversity in terms of ethnic 
background, in Watchet and 
West Somerset, which is 
almost exclusively white in 
ethnicity (99 percent), the 
dominant need is to increase 
engagement and access for 
those from less priviledged 
backgrounds. 

The TGI data on attendance 
in 2015, give us a firm base on 
which to build and to identify 
impact (assuming the survey 
is repeated regularly). The 
audiences that we choose to 
focus upon (see later) reflect 
an ambition to alter what 
are woefully low levels of 
engagement, in particular by 
working with children, families, 
young people, and more 
elderly isolated individuals and 
groups. 

The audience segmentation 
for Watchet, see later section, 
provides us with an insight, 
very much corroborated by 
our experience in the town, 
into the best ways to engage 
with the people who live here 
and in the area around. 

Looking forward we will 
collate a similar picture for 
SW audiences to feed into our 
audience development plan for 
2020 onwards.
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The following two pages set 
out our overarching logic 
framework that explores 
the impact we aim for by 
way of outcomes, outputs 
and activities alongside 
robust monitoring and risk 
assessments.

We review progress and/
or changes to the logic 
framework regularly at 
Board level. This framework 
sets out our goals for the 
organisation as a whole that 
are then integrated into our 
audience development work. 
It sets out both a high-level 
strategy that guides this work 
and monitoring/evaluation 
data and issues that arise in 
terms of measuring progress 
against targets..

3. logic framework 
Indicators (SMART)
Audiences report that they have met new people through our events (48% in 2016). 
Audiences report that events make them feel part of the community (78% in 2016).
Audiences report that artistic practice at CA asks questions about wider issues.
In all cases audiences comprise four core groups: local community, including harder to reach regional 
audience, tourist audience and arts practitioners. 
Residents and young people report improved aspirations about their potential (need to establish baseline in 
residents survey in November 2017). 
West Somerset moves up the social mobility rankings nationally (from worst in the UK in 2016). 
The number of WS students opting for arts-based careers increases (baseline tbc).  
19 percent of WS residents had attended an art gallery in the previous 12 months (TGI), increase by next 
data run. 
Audiences report that Contains Art offers something different to other galleries (82% in 2016).
Audiences report that the location is part of the charm (85% in 2016).
Visitors report 'art' or 'Contains Art' as part of the reason for coming to Watchet (baseline from 2016 
Watchet Visitors Survey). 
N.B. In 2017 calculate jobs related to CA visitors as part of wider Watchet Visitors/economic impact data 
exercise, being undertaken by Visitor Centre.

Creative industries are recognised as a key part of local economny in Council strategies.
Opportunities to see more and different work are provided - 15 over 2018/19.

Artists produce high-quality, original, magical, ambitious work. Audiences report that their experience of Contains Art is inspiring (85% in 2016). 
Artist participants report that opportunities provided have given them freedom to develop. 

Artists produce work that is relevant to our community (audiences and practioners) through 
identified themes: Identity/Community and Place/Nature. 

We undertake projects with at least 3 other (non-arts-based) organisations annually. 
Commissions/exhibitions are selected with reference to community connectedness.

Artists produce work that connects with our community (audiences and practitioners) by being 
humourous, interesting, provocative, real and experiential.

Audiences report that their experience of Contains Art is inspiring (85% in 2016), interesting, challenging, 
relevant (baselines tbd).

Artists produce work that resonates with our community (audiences and practitioners) in artforms 
which have been particularly succesful for us in engaging people (installation, performance, 
participatory, digital).

Audiences report that Contains Art shows an interesting range of work (93% in 2016), that resonates 
(baseline tbd).
Audiences report that they have had new arts experiences at Contains Art (baseline tbd).

Barriers to arts engagement are narrowed. Residents (incl. young people) report engagement (on and offline) with Contains Art (baseline tbd in 2017 
residents survey). 

The community speaks differently, positively and confidently about art.

Audiences report that they are comfortable visiting Contains Art (87% in 2016).
Audiences report that Contains Art is 'fun' (76% in 2016).
Audiences report that they feel welcomed at community events (83% in 2016). 
Audiences report that artists and staff are friendly at community events (90% in 2016). 
Audiences report that staff are helpful (98% in 2016). 

Physical audiences are expanded: local, tourist and regional. Visitors to Contains Art increase annually, representative of local socio-demographics. 
2016 baseline 13,648.  From 2020, when the new gallery opens, visitors reach 35,000 in year 1.

Digital reach is wider and deeper.
Dgitial reach increases by 20% annually. 
Baseline 2016: 16,578 unique facebook video views; 61,470 audience served from our facebook page; 
65,990 twitter impressions from 1,100 followers; 1056, instagram likes. 

Educational reach is deeper and wider. At least 10 visits to exhibitions at Contains Art by school groups happen annually.

People can participate in arts experiences. Exhibitions are delivered free of charge and events/workshops are low-cost so as to be widely available to 
the community.

Opportunities are provided to look at art, join in with artistic experiences and create art (and the 
programme) together. Artistic programme combines visiting, participating and co-creation opportunities. 

Rich creative and cultural conversations take place within the arts community. At least 40 practitioners attend 'connect' meetings and symposiums annually.
Creatives club networking events take place monthly. 

Artists (national, regional, local, studioholders) have opportunities to develop their practice. 
Opportunities to partake in digital engagement work are extended to at least 5 artists annually.
Opportunities are extended as part of container conversations/symposium to speak by at least 5 artists 
annually. 

Artists (national, regional, local, studioholders) have opportunities to express themselves 
creatively.  Opportunities are extended to at least 10 artists annually for exhibitions/commissions. 

Our bond with the local arts community is stong and mutually supportive. Artist participants report that they feel supported and engaged by CA (baseline tbd).
CA is a partner/collaborator in events/exhibitions/intiatives led by others.

The local arts community is confident, supported and inclusive. Artist participants report a sense of belonging to the creative community locally, and to CA (baseline tbd).

The organisation is confident, brave and excited about the future. Board members report confidence and exciterment about the future.
Staff report confidence and excitement about the future.

The organisation is financially stronger (resilient, sustianable, viable).
Reserves increase year-on-year (£6000 in 2016). 
CA makes a surplus annually.
Business plan are updated annually (including as move to EQ).

The organisation has the resources to effect the change it seeks. CA employs gallery, educational, digital, curatorial and administrative staff.  
CA secures grant funding as projected and maintains earned income lines as per budget.

The organisation has a greater social and educational role in Somerset. Partnerships are established with 3 local primary schools, Danesfield Middle, West Somerset College and 
University College Somerset. 

The organisation has a greater role regionally in the arts.
CA is invited to be part of discussions/conferences/meetings as part of the wider SW arts world. 
CA forms partnerships with regional and national organisations in preparation for the opening of the new 
building and the programme within it.

The organisation has maintained and developed its brand/profile. CA website is regularly updated, as are social media channels, and consistent branding is applied to 
marketing and materials. 

Commission artist across discplines and backgrounds. The 2018/19 seasons include commissions/exhibitions in performance, digital, particpatory.
Provide exhibition opportunities to artists (local, regional, national). Opportunities are extended to at least 10 artists annually for exhibitions/commissions. 
Provide installation opportunities to artists. Installation opportunity is provided in Jan-April 2018.
Operate Shifting Somerset programme focused on stetching Somerset artists. Opportunities are extended to at least 3 Somerset-based artists in 2018/19.
Deliver exhibitions linked to landscape/nature. The 2018/19 seasons include commissions/exhibitions linked to community/identity.
Deliver locally resonant exhibitions (heritage and place). The 2018/19 seasons include commissions/exhibitions linked to heritage/place.
Deliver exhibitions linked to identity/community. The 2018/19 seasons include commissions/exhibitions linked to location/landscape.

Implement community strand of the Audience Development Plan. Work in partnership with 5 local and community partners.

Deliver artistic programme that is audience focused. Audience development strands are built initially around the artistic programme, not treated as an unrelated 
strand of work.

Deliver a series of family- and community-focused events, including kids art day, workshops. Annually deliver an inclusive open events programme, aimed at local audience engagement, with 4 
community events will be held, attended by 1000 people. 

Provide a 'place to hang out' at the Containers. Open access to the courtyard continues.
Develop 2-day Contains Arthouse film festival and work with Halsway Manor on folk festival in 
Watchet. Deliver 3 arthouse film showings in 2018/19 and folk festival (New Soundings) in 2018.

Offer work experience opportunities to West Somerset College students. Annually, at least two work experience positions are offered with CA.
Undertake dedicated play-based consultation with children. Undertake dedicated play-based consultation with children in 2018.
Implement education strategy strand of the Audience Development Plan. Work up action list when new staff member in place.
Implement digital  strand of the Audience Development Plan. Work up action list when new staff member in place.

Implement marketing strategy (on and offline). CA website is regularly updated, as are social media channels, and consistent branding is applied to 
marketing and materials. 

Provide a programme of CPD mentoring for studio artists. 4 CPD sessions in 2017. TBD in 2018.

Support the establishment of other arts initiatives, including a new folk festival. Deliver 3 arthouse film showings in 2018/19 and folk festival (New Soundings) in 2018.
Provide support for creatives and emerging artists, including potential of a bursary programme. Explore bursary programmes in other studio/gallery spaces.
Test the effectiveness of Contains Art as  a collective banner for sales, including at art fairs. Attend an art fair as Contains Art in 2019.

Provide creative spaces in which to work (studios), show and sell. Provide 4 studios and a gallery through 2018, and open new gallery/studios in 2020.

Showcase very local talent, through studio provision, arts weeks involvement and annual open 
exhibition. Maintain Arts Weeks Membership and active involvement in Somerset Arts Weeks in 2018/19.

Explore the future direction of the gallery and wider arts provision within the East Quay 
development through a dedicated programme, including annual symposium.

At least 40 practitioners attend 'connect' meetings and symposiums annually.

Provide inspiration and encouragement through speaker events - container and uncontained 
conversations. Deliver at least 3 container conversations attended by 20 people each year.

Provide artist critique and networking opportunities through launch pad and creatives club. Creatives club networking events take place monthly. 

Enhance partnership relations at a regional and national level in recognition of the next phase. Attend at least 3 conferences/regional events annually.

Develop partnerships with regional/national organisations in support of the artistic programme and 
the educational strand. 

CA forms partnerships with regional and national organisations in preparation for the opening of the new 
building and the programme within it.

Increase capacity by engaing curatorial expertise, related to current programme and in relation to 
development of a new gallery and its programme. Engage external curatorial support.

Increase resourcing by engaging dedicated digital engagement and education engagement staff, 
with appropriate budgets. Engage digital and education engagement officers, 1 days a week.

Continue iterative business planning through capital build and merger. Update business plan 6 monthly, at minimum.
Establish a retail strategy combining online presense in interim phase and carefully considered 
retail offer in new building. Engage retail consultant by Dec 2018.

Merge with Onion Collective, including new accountability structure and due diligence. Before opening of the new building in 2020 complete merger of Contains Art and Onion Collective.
Deliver current studio spaces until move into new premises as part of the major East Quay 
regeneration redevelopment, including expansion to 2-storey 170sq.m gallery, dedicated retail 
space, 12-15 studios/workshops and group/learning space.

Let studios according to Business Plan projections. 

Support staff through active and tailored CPD and regular performance management. Undertake annual appraisal for all staff, including training assessment.
Establish collaborations with galleries/ arts organisations, particularly related to current and future 
exhibition programme. Eastablish collaborations with 3 galleries/arts organisations in 2018.

Outline

Meetings: Bi-weekly management meetings.
Reporting: Monitoring report to Board three-monthly. 

Ward:  E36005308
LSOA: West Somerset 003E
MSOA: West Somerset 003E 

Deliverables: Annual evaluation. 
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Monitoring Assumptions Risks

A) Annual CA audience survey - mailchimp, annualy in November.

That arts activities enhance feelings of connectedness. 
[N.B. Community development logic pathways suggest that greater civic participation, 
community development and resident involvement in neighboruhood acttivities can bring about 
outcomes such as greater trust, better quality of life and can feed through into economic 
beenfits such as employment and the desirability of a neighbourhood. ]

If not inclusive, then risk of creating rather than overcoming barriers - creating cliques. Resentment as an 
outcome instead. Mitigate through efforts at inclusiveness and ongoing engagement. 

B) Annual Watchet residents survey, includes questions about CA engagement (baseline 
survey due Nov 2017 - by Onion Collective). 

That engagement with arts increases wider cultural capital. 
That social and cultural mobility are linked. 

Wider policy focus does not prioritise arts, undermining efforts. Mitigate as far as possible by deep engagement 
locally with education stakeholders, lobby at regional and national level. Link arts into the DofE Social Mobility 
strategy.

A) Annual CA Audience survey
C) Annual Watchet visitor survey - CA questions included in the wider Watchet visitor survey. 
Baseline in 2017. 

That arts regeneration is linked to wider social and community outcomes. 
[N.B. Community development logic pathways suggest that greater civic participation, 
community development and resident involvement in neighboruhood acttivities can bring about 
outcomes such as greater trust, better quality of life and can feed through into economic 
beenfits such as employment and the desirability of a neighbourhood].

Wider national economic conditions may undermine local efforts. 
Council finances undermine community efforts.

D) Record of number of performance/exhibition days (exhibition programme). Council policy focus changes; mitigate through engagement and lobbying. 

A) Annual CA Audience survey
E) Feedback meetings with participating artists in exhibition/commission programme. That can secure an solid and exciting pipeline. Risk is that we cannot secure the quality and range of artists needed to fulfil ambition. Mitigate by early 

relationship building, external advisiors, professionalisation of offer.

F) Records of attendance at events, workshops, symposiums (audiences and participants). That we understand what is relevant and can therefore commission artists in those fields. Misunderstanding of what is relevant, loses connections with local people. Mitigate with regular and ongoing 
consultations and conversations. 

A) Annual CA Audience survey That connectedness is related to the ideas identified. Artists do not produce work that connects. Mitigate with gallery manager relationship, and Board oversight. 

A) Annual CA Audience survey That successes continue and that the disciplines identified are effective. Artforms are not engaging. Mitigated by selection based on experience to date, and ongoing evaluation.

G) Gallery visitor data, numbers and postcodes.
H) Taking part survey data on cultural engagement in WS and Somerset.

That efforts to make access inclusive are effective.
That barriers to reaching wider sections of the community can be overcome. Factors outside of our control prevent impact. Timescales are too short to identify change. 

A) Annual CA Audience survey That engagement leads to positive shifts in attitude. Evidence in arts and community development supports pathways of change.

G) Gallery visitor data, numbers and postcodes. That development brings in more people. Visitor numbers too low. Mitigate by robust planning, integration with tourism strategy, conservative baselines 
used. Marketing staff.

I) Google metrics on digital audiences. That digital reach is meaningful on its own, and helps to expand a physical audience. Evidence in digital engagement is limited by newness, locally and more widely so pathways unclear. Keep an 
eye on evidence base as it develops and reconsider approach regularly.

H) Taking part survey data on cultural engagement in WS and Somerset. That early-age arts engagement makes a difference later in life. Evidence is clear. Risks are around ability to brings schools along in a context of tight budgets. Mitigated by 
long-term relationship building. Bring in supportive resources where possible.

That opportunities = participation = engagement. Risk that do not get beyond 'usual' audience and so participation does not widen impact. Mitigated by this 
strategy, multi-focus on routes to harder-to-reach. 

J) Record of new products/commissions for each exhibition/commission.

K) Record of period of employment for artists. That local arts community wants to be involved with the ongoing management of the 
organisation and wider EQ project.

Risk of alienation if don't keep community connected. CA success grounded in local arts community - mitigate 
by strand dedicated to renewing bonds and bring community into all discussions on EQ futures.

E) Feedback meetings with participating artists in exhibition/commission programme.
L) Digital action plan
M) Record of number of sessions for education, training and participation.

That regional and national artists can be attracted to Watchet. Risk that appeal is only local. Mitigated by quality and branding. Already strengthening profile regionally and 
further afield.

M) Record of number of sessions for education, training and participation. Risk that we constrain artists with too firm a curatorial line. Mitigated by professional curating, artist evaluation.

A) Annual CA Audience survey That local arts community wants to be involved with the ongoing management of the 
organisation and wider EQ project.

Risk of alienation if don't keep community connected. CA success grounded in local arts community - mitigate 
by strand dedicated to renewing bonds and bring community into all discussions on EQ futures.

A) Annual CA Audience survey
A) Annual CA Audience survey
N) Appraisal processes. That leadership vision is widespread in the organisation. Risk that do not have a coherent vision. Organisational disruption. Mitigate by regular meetings, formal and 

informal. Feedback with Exec and Board. Regular 'away days'. 

O) Annual and management accounts. That business plans now and in wider EQ are accurate. 

O) Annual and management accounts. That funding can be secured.

That stakeholders are receptive.

That stakeholders are receptive.

I) Google metrics on digital audiences. That brand is strong to begin with. Risk is loss of Board member who does content for free and not enough resource to recreate in paid capacity. 
Mitigation through integration in wider EQ project, adds resources and capacity and shares costs/burden.

J) Record of new products/commissions for each exhibition/commission. That can secure an solid and exciting pipeline. 
M) Record of number of sessions for education, training and participation. That can secure an solid and exciting pipeline. 
J) Record of new products/commissions for each exhibition/commission. That can secure an solid and exciting pipeline. 
J) Record of new products/commissions for each exhibition/commission. That can secure an solid and exciting pipeline of Somerset based artists.
J) Record of new products/commissions for each exhibition/commission.
J) Record of new products/commissions for each exhibition/commission.
J) Record of new products/commissions for each exhibition/commission.

F) Records of attendance at events, workshops, symposiums (audiences and participants). That stakeholders continue to be involved. 
Risk of boredom/disinterest. Mitigate through relationship building, positive experiences and demonstration of 
impact.

P) Education action plan. That alignment of artistic programme and audience development plan is effective. Misunderstanding of what is relevant, loses connections with local people. Mitigate with regular and ongoing 
consultations and conversations. 

T) Events programme
B) Annual visitor survey
A) Annual audience survey
F) Events attendance numbers

That schools will engage and the community will attend.

T) Events programme That can find time and money to deliver/support. Risk that do not deliver. Mitigate by partnership working. Realism about budgets.

That students are interested in CA as employer.
R) Write-up of consultation. That school is receptive.
P) Education action plan. That staff can be secured at right level of skill.
Q) Digital action plan That staff can be secured at right level of skill.

S) Marketing plan and materials. 
Risk is loss of Board member who does content for free and not enough resource to recreate in paid capacity. 
Mitigation through integration in wider EQ project, adds resources and capacity and shares costs/burden. Also 
through digitial officer. 

F) Records of attendance at events, workshops, symposiums (audiences and participants). That demand exists for ongoing CPD work. Risk that limited number of participants. Risk of boredom in format. Mitigate by changing programme and 
interesting speakers. Monitoring of uptake.

T) Events programme Risk that do not deliver. Mitigate by partnership working. Realism about budgets.

That demand from local artists to exhibit with CA at an art fair exists. Open discussions at connection events. Only make firm plans once demand established.

U) Annual and management accounts. That EQ goes ahead. Mitigation by open collaborative approach. Feasibility funding secured and delivered. Planning permission due 
Oct 2017. Option secured on site. Advanced negotiations with funders. 

F) Records of attendance at events, workshops, symposiums (audiences and participants). That demand for ongoing CPD continues. That can offer something new. Risk that limited number of participants. Risk of boredom in format. Mitigate by changing programme and 
interesting speakers. Monitoring of uptake.

F) Records of attendance at events, workshops, symposiums (audiences and participants). That audiences continue to exist for CC. Risk of boredom. Mitigate by changing programme and interesting speakers. Monitoring of uptake.

That demand for ongoing CPD continues. Risk that limited number of participants. Risk of boredom in format. Mitigate by changing programme and 
interesting speakers. Monitoring of uptake.

F) Records of attendance at events, workshops, symposiums (audiences and participants). Risk that do not have traction regionally. Mitigate by active pursuit of opportunities. Connect with leaders widely. 

U) Annual and management accounts. That CA remains sufficiently appealing to attract high quality professionals. Risk is that we cannot secure the quality and range of artists needed to fulfil ambition. Mitigate by early 
relationship building, external advisiors, professionalisation of offer.

U) Annual and management accounts. That suitable skilled professionals exist locally. Be flexible about mode of employment, advertise widely.

V) Business Plan

U) Annual and management accounts. That can secure correct skills in budget. Be flexible about mode of employment, advertise widely.

W) Legal documents. That agreement between the two can be reached. Failure to agree adds time and cost, and makes funding harder to achieve, delaying all. 

U) Annual and management accounts. Assumes high occupancy, based on experience to date and EOI process. Major financial implications. 
Mitigate by stress-testing and USP offer. Risk for OC rather than CA in the medium term.

X) Staff appraisal
Risk is that we cannot secure the quality and range of relationships needed to fulfil ambition. Mitigate by early 
relationship building, external advisiors, professionalisation of offer.

Mitigation by open collaborative approach. Feasibility funding secured and delivered. Planning permission due 
Oct 2017. Option secured on site. Advanced negotiations with funders. 

Evidence is clear. Risks are around ability to brings schools along in a context of tight budgets. Mitigated by 
long-term relationship building. Bring in supportive resources where possible.

Risk is that we cannot secure the quality and range of artists needed to fulfil ambition. Mitigate by early 
relationship building, external advisiors, professionalisation of offer.

Mitigate through close engagement with educational bodies, including through West Somerset Opportunity Area 
panels.

Be flexible about mode of employment, advertise widely.
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4.1 Audience numbers

In terms of audiences numbers, 
Fig. 1 shows a steady increase 
since 2015 as we have increased 
our offer and capacity. Data 
for 2017 to September, indicate 
an increase of 19 percent on 
the previous year, and we are 
projecting a smaller but steady 
increase in 2018, building on 
these figures. In 2019, we 
assume that the gallery itself 
will be closed due to the major 
capital build and therefore, 
physical audiences are projected 
to drop a little simply by fact of 
not having a permanent physical 
space. From 2020 onwards, 
however, the audience numbers 
rise again, reflecting the new 
building, much greater offer 
and capacity to deliver, larger 
marketing budget etc. Even here 
however, we are conservative 
in our estimates, assuming only 
35,000 per annum to begin with, 
which is sensibly in line with 
other attractions in the town (i.e. 
the Boat Museum and Market 
House Museum) projections. 

We have made substantial 
progress with digital audiences 
in the last two years especially 
and this increase is projected 
to continue in 2019, when more 
of our efforts will be focused 
in this spehere, again in the 
absence of a physical space 
from which to operate. We 
project a similar scale of impact 
from 2020 onwards, again 
reflecting enhanced capacity 
and resourcing in the new 
development. 

4.2 Geographic reach

The map right (Fig 2.) shows a 

4. our audiences 

Fig 2. Sample location profiling, showing audience reach
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Fig 1. Audience numbers, 2015-2020

Source: Contains Art Audience Sample, July 2017

Source: Contains Art audience data, sample 2015, count 2016 and 2017.
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Fig 2. Sample location profiling, showing audience reach

Item 2016 (actual) 2017 (projected) 2018 (projected) 2019 (projected)

Artists 30 38 62 52

Participants 80 77 145 171

Audience (live) 12,988 15,468 17,010 13,700

Audience (online) 18,000 19,800 21,600 27,720

Fig 1. Audience numbers, 2015-2020 snapshot of audiences from a 
two-day sample taken in July 
2017. It demonstrates several 
important factors about our 
audiences, all of which reinforce 
our own experiences on the 
ground:

• As expected, audiences are 
more concentrated from local 
areas—in the sample, 37% 
came from West Somerset, 
23% from elswhere in Som-
erset.

• A large share hail from further 
afield—amounting to 40% in 
the sample. 

• More unexpected is the wider 
regional audience that is al-
ready visiting—from both the 
north (especially Bristol), and 
the east of the SW region 
(Dorset, Wiltshire etc.).

• This data reflects that we 
attract a substantial tour-
ist audience—locations, as 
shown on the map highlight 
visitors that come from tra-
ditional tourist inbound areas 
for West Somerset—i.e. the 
Midlands.

• The data also suggest a sig-
nificant audience from more 
affluent parts of the coun-
try—London and the South 
East. 

• The data also reinforce our 
sense on the ground that 

we have substantial tour-
ist audience—we estimate 
that around 50% of visitors 
‘happen’ across the gallery in 
its unusual location and pop 
their heads in to see what it 
is. This means we are able to 
engage with an audience that 
would often not venture to a 
gallery—whether as locals or 
tourists.

4.3 Socio-economic profile

We have not had the capacity 
to undertake our own social 
profiling of existing audiences to 
date. However, on-the-ground 
knowledge suggests that our 
audiences locally reflect the 
socio-demographics of the town 
and wider area fairly closely. 
From West Somerset as a whole, 
this tends towards a more 
elderly audience (reflecting an 
elderly population), whereas in 
Watchet itself, the audience is 
much younger and more family-
orientated (again reflecting 
local demographics, as well as 
concerted efforts to engage 
families). 

From 2017 onwards, our data 
will be improved substantially 
by the inclusion of questions 
about Contains Art in two wider 
surveys: a Watchet Visitors 

Survey (undertaken over the 
summer of 2017) and a Watchet 
residents survey (scheduled 
for November 2017). Both 
are part of wider monitoring 
efforts being implemented 
by Onion Collective and the 
Watchet Coastal Communities 
Team in the lead-up to the 
East Quay development and 
in response to a host of other 
regeneration interventions 
that have monitoring and 
evaluation requirements. Each of 
these datasets includes socio-
demographic questions, which 
will enable us to understand 
both which people and 
proportions of local audiences 
engage with Contains Art, and 
the NS-SEC categorisations 
of visitors to the area who are 
coming to the gallery.  

4.4 Audience spectrum 
segment profile

As the socio-demographics 
above suggest and the figures 
below show, Watchet’s audience 
profile looks very different 
to the wider West Somerset 
district and to the South West 
as a whole. The two dominant 
segment groups are ‘Trips and 
Treats’ and ‘Up our Street’, which 
together account for 73 percent 
of the residents in the town.

Fig 3. Audience numbers, 2016-2020
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The first ‘Treats and Trips’ 
are described as not viewing 
arts and culture as a passion 
but reaosnably active, albeit 
very busy, often with children, 
including teenagers at home. 
They have a preference for 
mainstream arts and popular 
culture, for predominantly 
social and educational reasons. 
They are led by their childrens 
interests and strongly influenced 
by friends and family. The 
opportunity in engagement 
terms is in positioning culture 

Fig 4. Audience spectrum segments in Watchet, versus West Somerset and the South West

Fig 5. Mosaic segments in Watchet, versus West Somerset and the South West

Source: Audience agency, Experian Ltd, 2016

Source: Audience agency, Experian Ltd, 2016
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as fun, family-friendly and 
educational. They do not 
consider themselves ‘arty’ but 
are reasonably frequent cultural 
engagers. Focus is on popular 
and mainstream arts, especially 
for family outings. They are keen 
on craft and workshop based 
activities, usually led children’s 
preferences and educational 
intent. They much prefer contact 
by email than any other means, 
and make regular use of digital. 
They read local papers and rely 
on family and friends for insight. 

‘Up our street’ are described 
as having modest, stable lives, 
well-established in their local 
terraced street communities, 
and often in later middle-aged. 
They tend to be located in the 
industrial north and midlands—a 
very accurate description of 
Watchet, which is very much 
out of the norm in Somerset 
as a gritty industrial kind of 
place. A kind of gritty northern 
town, dropped into a national 
trust world. They are interested 
in popular arts, entertainment 
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and especially live ‘rock and 
pop’ music. Many are older and 
have some health issues. They 
are living on average or below 
average household incomes so 
access in all its forms can be an 
issue. They are characterised 
as modest in their habits and 
means and value for money 
and low risk can be important 
factors in leisure decision-
making. They may be open to 
persuasion for the right offer in 
their area, especially with the 
encouragement of others in their 
community. This might include 
locally-based activities that 
are tried and tested, including 
outdoor and live-streamed 
events. They indicate a leaning 
towards experiential events 
that are free or low cost. In the 
positive they are also more likely 
to visit galleries than heritage 
sites. They are interested more 
widely in nature, history, wildlife 
(all reflected in the things we 
have found to resonate with 
exhibition audiences). They enjoy 
craft activities and practical 
skills-based tasks such as 
knitting, woodwork, embroidery. 
Newspapers are the most 
significant media channel for 
this segment, outside of word 
of mouth, which dominates for 
a community-based segment. 
Shops, clubs, churches and other 
community groups are effective 
touch-points and sensible 
partner organisations.

Outside of Watchet, further 
into West Somerset, Home 
and Heritage is an important 
segment. They are more mature, 
generally conservative, national 
trust members, but who also 
engage with local cultural 
activity. They are likely to look 

for easily accessible daytime 
activities or historical areas of 
interest. The other significant 
group is ‘dormitory dependables’ 
who make up a significant arts 
audiences, often from small 
towns (like Minehead). Culture 
matters but as an occasional 
treat not regular item of 
engagement. 

We will undertake similar 
detailed analysis of regional and 
key tourist audiences (i.e. around 
Birmingham) as we look forward 
to the opening of the new gallery 
in 2020, working with Audience 
Agency and partners to establish 
where best to focus our energies 
in order to maximise impact and 
reach from a regional audience..

4.5 Digital audiences

As the chart overleaf showing 
facebook audiences (Fig. 6) 
from July 2017 shows, the age 
and gender profile of digital 
audiences is weighted towards 
women in their 30s onwards. 
Analysis of our twitter audiences 
reveals much the same pattern. 
This pattern is not unusual 
for the facebook platform 
and is absolutely critical in 
terms of local community and 
family connections, but the 
challenge undoubtedly here is 
on engagement with younger 
audiences. This requires a more 
dedicated effort to use social 
media platforms with a younger 
audiences (instagram, twitter, 
YouTube) and to use innovative 
tools on such platforms (such 
as live video streaming). The 
same is reflected in audiences 
for events on facebook, again 
weighted towards women. And 
again with work to be done to 

reach younger audiences.

4.6 Future audiences

Our aim in the next two-
three years, in the lead-up 
to the opening of the new 
gallery within the East Quay 
development is threefold:

1. To deepen our relationship and 
connectedness with our existing 
audiences, including through 
repeat visits.
2. To widen our reach to more 
audiences, from further afield, 
raising awareness amongst 
regional audiences.
3. To broaden our impact with 
local and tourist audiences 
by active targetting and 
engagement of ‘harder to reach’ 
audiences. 

This in turn leads us to a set of 
core audience groups whom we 
intend to target our efforts on 
over the next two years.

These are: 
1. Children (aged 5-12)—primarily 
through an educational strand of 
work.
2. Young people (aged 13-25)—
primarily through a digital strand 
of work.
3. Families (linked to children 
above and primarily through a 
community strand.
4. Early-career adults—primarily 
through an educational strand. 
5. Arts-community of interest—
practitioners and an established 
arts audience—primarily through 
community and digital strands.
6. Elderly (isolated people 
locally)—primarily through a 
community strand.
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Fig 6. Gender and age breakdown of facebook audiences

Fig 7. Gender and age breakdown of events audiences on facebook

Fig 8. Twitter locations tagcloud

Source: Oggadoon Ltd; facebook

Source: Oggadoon Ltd; facebook

Source: Oggadoon Ltd; twitter
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5. Audience feedback
Our annual audience survey 
has proved instructive about 
how our exisiting audiences 
feel about Contains Art. 
The questions used reflect 
areas where we believe we 
are operating effectively, or 
conversely where we would like 
to target our attention. 

Overall, we receive very positive 
responses. In particular, we are 
proud of the staff feedback 
and personal relations that 

Fig 9. How our audiences feel about exhibitions at Contains Art

Fig 10. How our audiences feel about community events

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

Contains Art offers something different to other galleries that I visit.

The art at Contains Art challenges me to think differently.

Visiting Contains Art is fun.

Visiting Contains Art is inspiring.

Contains Art shows an interesting range of work.

The location of Contains Art is part of its charm.

The staff at Contains Art are helpful.

I feel comfortable visiting the Contains Art gallery.

The exhibitions are well explained.

TOTALLY AGREE TEND TO AGREE NEITHER AGREE NOR DISAGREE SOMEWHAT DISAGREE ENTIRELY DISAGREE

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

Community events at Contains Art are fun.

I have met new people through Contains Art community events.

The arts workshops on offer are appropriate.

I feel welcomed at Contains Art community events.

I would be happy to pay a small amount for workshops.

The artists and staff were friendly.

The events help me feel part of the community.

TOTALLY AGREE TEND TO AGREE NEITHER AGREE NOR DISAGREE SOMEWHAT DISAGREE ENTIRELY DISAGREE

we have cultivated, creating 
a good vibe and welcoming 
atmosphere. The responses 
also reveal that we show an 
interesting range of work that 
inspires within an unusual and 
charming environment. Areas to 
improve include interpretation, 
challenging people through 
works we show and making 
sure experiences are fun, 
although even in these cases, 
positive responses are well over 
60 percent.   

In terms of events too, again 
staff relations and a warm 
welcome score highly, and 
visitors also view them as fun 
and as engendering a sense 
of community. We have work 
to do, perhaps, in terms of 
the variety and quality of 
workshops. The lowest of 
our scores comes in whether 
visitors have met new people 
while attending events, but even 
here 48 percent is a very sound 
base on which to build.

Source: Contains Art audience and participant survey, 2016
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“You are doing a fabulous job. Thank you.”

“A warm welcome is always extended when visiting. Thank you for this.”

“A really pleasant way to spend an evening with good company and conversation which is at the 
same time thought-provoking and inspiring.”

“It is always stimulating to learn of other artists’ practices and their struggles and successes. It 
gives one encouragement to continue ones own practice.”

“Visiting Contains Art is always a pleasure. In a way the informality is part of the charm. In my 
book, sophistication and formality are not needed.”

“The paper making for children was excellent.”

“Always inspiring, always a treat.”

“The feeling of local artists making a difference in a “togetherness” sort of way.”

“The standard and variety of the work.”

“I love my evenings at Contains Art.”

“I look forward to the next exhibition!”

“Great atmosphere and creative buzz.”

“Amazing welcome and thoughtfulness for the public. Cannot fault.”

“Staff are welcoming, socialisation is encouraged.”

“The quirkiness of the venue, and community ethos.”

“It was wonderful to get the chance to hear an artist talk about their work”

“They are social events as well as informative—discussion is always lively. There are few 
opportunities in our area to talk about contemporary work in the location it is being presented”.

“We are always surprised and interested by what is on offer, and glad to have been introduced to 
the work of local artists. We frequently end up having found something irresistible, and bought it!”

“How amazing it is to have a venue so close by that ourselves and our children can come to and 
experience art that isn’t dictated by commercial pressure. The art in all the other galleries in the 
area are very much geared to selling art and selling a certain type of art (normally to tourists), 
they’re not the sort of place you’d take your young children to or would want to go to yourself 
unless you were making a purchase. Having Contains nearby means that art becomes a part of 
everyday life, part of the community, something our kids will grow up steeped in and not something 
that’s always a once in a while occasion where we have to trek to a city and trundle round a gallery.”

Quotes taken from responses to our audience survey conducted in December 2016
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48%
76%
78% 
82%
83%
85%
85%
87%
90%
93%
98% say the staff are helpful.

say they have met new people through our community events;

say it’s fun;

say the events make them feel part of the community;

think that Contains Art offers something different to other galleries;

feel welcomed at community events; 

say the location is part of the charm;

find it inspiring;

feel comfortable visiting Contains Art;

say the artists and staff are friendly at community events;

say we show an interesting range of work;
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6. our approach
We have made substantial 
progress in audience 
development in the last two 
years—developing this plan 
itself, clarifying our role, 
understanding our strengths 
and weaknesses and getting 
to a point where we feel 
confident about the impact 
we can have and mechanisms 
for getting there. It remains a 
challenging time for Contains 
Art as we shift from small-scale, 
volunteer-driven, organisation 
in a shipping container gallery 
towards having a significant 
position within the wider 
regional arts ecology as a 
professional and ambitious 
arts organisation. We remain 
keenly aware of not trying to 
do more than is realistic and 
resourced but also to avoiding 
complacency and always 
improving our offer. 

For this reason, our audience 
development strategy over 
the next two years is tightly 
focused on three areas where 
we have the strongest capacity 
to deliver the largest impact—it 
incorporates a consideration of 
areas where impact is likely to 
be strongest (i.e. where there is 
real potential for engagement 
in the past that we can build 
upon); in the context of resource 
constraints and the importance 
of value-for-money (i.e. in digital 
arenas), and where need is 
highest (i.e. in relation to low 
social mobility among young 
people and isolated elderly 
people locally. The timetable 
for delivery is per the Contains 
Art management plan which is 
regularly reviewed and updated.

At the same time as delivering 

the work outlined here we will 
work to create an audience 
development plan for Contains 
Art in its new building as part 
of the East Quay development. 
That work, however, needs to be 
undertaken in partnership with 
the other organisations who will 
also inhabit the new buildings 
alongside Contains Art and with 
whom we will share marketing, 
digital and educational staff and 
resources so as to maximise 
impact and value for money. 
This plan therefore focuses 
primarily on the next two-three 
years, albeit with a view to the 
wider project.

It is also, in places, explicitly still 
quite loosely defined—one of 
the key areas where we have 
recognised a deficit is in staffing 
of audience development work. 
This relates to time, money and 
skills. For this reason, in two 
areas—digital and educational 
engagement, we are seeking to 
increase capacity by employing 
dedicated staff for one day a 
week (in each area). While still 
only a small allocation, and each 
with only a limited buget, this 
will increase our ability to focus 
on these strands in a way that 
simply has not been possible 
until now, but that is absolutely 
crucial as we scale up towards 
the opening of the new gallery. 

The East Quay development, 
in which Contains Art will have 
its new gallery, is a major step 
up in terms of impact, audience 
size, budget and resources 
by comparison to now. The 
revenue planning for the East 
Quay development includes 
both a full-time education/
digital engagement officer 

and a part-time (0.5 FTE) 
marketing officer. This plan here 
is focused rather on the years 
leading up to a 2020 opening 
and therefore takes a more 
restrained approach to what is 
practicable and achievable.

Since we intend to recruit 
people with educational and 
digital skills to be part of the 
team within the next six months 
(funding permitting), the action 
plans included here are in 
outline only. We do not wish 
to tie the hands of any new 
appointees and instead would 
expect an early task of each 
to be to ‘put the meat on the 
bones’ in liaison with existing 
staff and Board, building on the 
learning and ambition that is 
outlined here. 

As above, our focus is on three 
main ambitions:

1. To deepen our relationship 
and connectedness with our 
existing audiences, including 
through repeat visits.
2. To widen our reach to more 
audiences, from further afield, 
raising awareness amongst 
regional audiences.
3. To broaden our impact with 
local and tourist audiences 
by active targetting and 
engagement of ‘harder to reach’ 
audiences. 

It focuses on three core strands 
of work: education, digital and 
community. In each we have 
made good progress but gaps 
remain and practicable actions 
can be identified that will have 
a step change impact in the run 
up to the new space.



19

Audience and community development plan, 2017-2020

Artists work with the community at Kids Art Day in 2016
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7. educational strand
7.1 Activity over past two years

• Developed positive relationships with several locals schools.
• Hosted 10 school visits in 2017.
• Worked with class teachers to create appropriate and individual activities for class visits.
• Facilitated artists workshops in schools.
• Worked with an arts education practitioner to develop a resource pack for schools.
• Hosted an InspirED event with Somerset partners (SAW, Spaeda, Somerset Film, Take Art) at-

tended by local schools to engage and inspire teachers.
• Made stronger connection between events and exhibitions to develop educational offer.
• Placed educational resources online alongside exhibition programme where appropriate.

7.2 Education audiences

We are focusing our education work on three main audiences:
• Children—first and middle schools (4-12 years).
• Young people (13-25 years) through digital strategy—see below.
• Early career adults—with University College Somerset (18-21 years).

Schools locally have varying 
levels of engagement with the 
arts, partly due to cuts and lack 
of resources, often compounded 
by having no ‘arts champion’ in 
the schools.  We have developed 
very positive relationships with 
two schools in particular over 
the past 18 months. 

Old Cleeve is a small first 
school based a few miles from 
Contains Art. They are part of 
a larger Academy  Trust but 
with some autonomy over 
arts engagement. The Head is 
very enthusiastic about sup-
porting arts learning but with 
limited understanding of how 
this would work in practice. We 
worked with the Head and an-
other teacher who had recently 
taken part in the InspirED Arts 
Co-ordinator training to talk 
through our exhibitions and 
how they could best fit with the 
curriculum and topics that dif-
ferent classes were focusing on. 

The result was a unique plan 
for the school with different 
classes visiting a variety of ex-
hibitions throughout the year, 
supported by our team as well 
as additional classroom based 
activities guided by our Gallery 
Manager. 

Knights Templar First School 
is based in Watchet and de-
spite occasional ad hoc visits 
to the gallery and numerous 
approaches we had struggled 
to develop a relationship with 
them. This turned around when 
one of the teachers attended 
the InspirED event and thereby 
gained a better understanding 
of what we could offer. This 
resulted in visits by several 
classes the following week, en-
gagement in further exhibitions 
and activities designed for the 
groups and the beginnings of 
a positive working relationship 
with the new Head who started 
in September 2017.

Through the InspirED event 
we have also begun to de-
velop relationships with 
other schools in our imme-
diate vicinity and it is with 
these schools we intend to 
work collaboratively over the 
next two years to create an 
exciting and ambitious pro-
gramme for engagement.

7.4 Lessons Learnt

We have learnt a great deal 
over the past two years whilst 
developing our approach.  
We were inexperienced at 
working with schools and of-
fering educational resources 
to schools and families and 
have been lucky to have the 
support of Somerset-based 
organisations such as Spaeda 
and Inspired to underpin our 
learning. We have also learnt 
the following lessons which 
have informed our approach 
moving forward:

7.3 Educational ambitions
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• Schools, as well as teach-
ers, need an individual 
approach and long-term 
commitment to encourage, 
support and enable them 
to engage.

• We initially thought that 
schools understood how 
they engaged with arts and 
we just needed to fit into 
that, we have found that 
they do not have the ex-
pertise or knowledge and 
we need to learn and de-
velop strategies together.

• Many practical barriers ex-
ist to prevent engagement 
even where schools are 
keen. These include travel 
time and costs in a rural 
area, funding for materi-
als and resources, time for 
planning, lack of training 

or understanding of both 
the value and methods for 
engagement.

• Limited buy-in from Head 
teachers to commit time 
and teacher resources is a 
major barrier. 

• In a rural area with limited 
arts offer, most children 
have never been to a gal-
lery or arts venue and 
parents are nervous of tak-
ing their children to these 
places.

• When we have engaged 
children and teachers the 
response has been extraor-
dinary with young people 
and teachers excited and 
keen to learn.

• Young people in the area 
studying art at A Level or 
degree level struggle to 

find progression routes or 
access to practicing art-
ists due to rurality, lack of 
transport and limited inno-
vative arts venues.

• The process of engage-
ment is time-consuming 
initially and on an ongoing 
basis, we need to reach 
out regularly otherwise the 
connection disappears and 
needs to be reestablished

7.5 Next steps

Following our experiences 
over the past two years we 
have devised a strategy to 
involve the schools and Uni-
versity College Somerset more 
deeply, as well as encouraging 
more schools in the area to be 
involved in our offer.
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Peters) we will undertake 
a comprehensive visioning 
exercise with the ultimate 
aim of co-creating a plan to 
change the schools’ engage-
ment with Contains Art and 
the arts generally.  We will 
be ambitious, explore best 
practice and innovative ideas 
and push boundaries about 
what meaningful engagement 
looks like.  

Realistic action plan

We will then create a realis-
tic action plan that plots our 
route to achieve the five year 
vision ensuring that we un-
derstand barriers and how we 
might overcome them.  We 
will think about how we can 
encourage the other schools 
in the area to get involved as 
well as youth organizations 
locally, and how arts organi-
zations in Somerset might 
support our vision. We will 
plan how by working collabo-
ratively we can achieve much 
more for children and young 
people in our area.

Developing early-career adults

Working with University Col-
lege Somerset supporting Fine 
Art degree students to co-
create a plan for their engage-
ment with Contains Art and 
our artists and studio holders 
as well as developing a longer-
term engagement with the 
new gallery.  This work will be 
linked to the Developing our 
Practitioners work in the Com-
munity strand. 

Dedicated resources

Although as a project team we 
have learnt a great deal over 
the past two years, it is clear 
that in order to progress our 
educational aspirations in the 
way we would like, we need to 
allow for dedicated and pro-
fessional resources to support 
and develop our work. So we 
aim to  employ an Education 
Engagement Officer one day 
per week for the next two 
years. We hope this will enable 
a professional approach as well 
as giving us the opportunity to 
develop our learning and grow 
our knowledge and expertise. 

Arts mapping with children

We will commission a prac-
titioner to carry out creative 
consultation and mapping with 
children from our core local 
schools to explore what a new 
gallery and creative space 
could look like, what they 
would like to see. We want to 
enable them to have an active 
part in creation of arts educa-
tion programme as well as op-
portunities at school and in the 
proposed new gallery.  This will 
take place alongside smaller 
focused activity to encourage 
deeper understanding and 
engagement with the children 
and young people themselves.

5-year visioning with teachers

Working with a group of 
teachers/heads from our core 
schools (Old Cleeve, Knights 
Templar, Danesfield and St 

7.6 Focus of action

• Appoint Education Engage-
ment Officer.

• Commission children’s con-
sultation practitioner.

• Undertake 5 year visioning 
exercise with local teachers.

• Use existing contacts with 
teachers to develop rela-
tionships with more local 
schools.

• Co-create detailed action 
plan for delivery of vision.

• Engage in training and 
development opportunities 
through Bridge Training 
from the Real Ideas Organ-
isation (ACE Bridge body

• Cultivate more meaningful 
relationships with local arts 
support organizations such 
as Spaeda and InspirED.

• Work towards becoming a 
valuable Arts Award sup-
porter.

• Develop collaborative plan 
with University College 
Somerset students and 
tutors to support engage-
ment with Contains Art.
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Schoolchildren from the local primary visiting the containers, June 2017
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8. digital strand

8.1 Activity over past two years

• The creation of nine digital film shorts during 2016/17 for exhibitions in the programme by 
Bristol based film makers Rexton Film & Audio. The shorts document exhibitors as they 
prepare for their exhibitions, and ask them to speak about their ambitions and the processes 
they undertake to make their work. The aim was two-fold—as part of our education strategy 
to provide an archive of films about the creative process, and as part of audience development 
to raise awareness of our artists and of upcoming shows at Contains Art. 

• The creation of an online library of these short films, allowing the material to be fully acces-
sible and readily available on our own site and on YouTube..

• Creation of a new e-commerce section on the website selling Contains Art-published exhibi-
tion books, and magazine subscriptions.  

• Commissioning of digital arts practitioner, Richard Broomfield, in a ‘born digital’ site specific 
creative interpretation of the locality. The exhibit comprised of a fully immersive installation 
with a narrative video and audio projection.

• Development of social media audiences and digital content, including creation of an Insta-
gram account and development of Twitter and Facebook audiences.

• Reworking the website to establish a better platform for the recording and documentation of 
past exhibitions, and educational content, ensuring accessibility, longevity and improving our 
SEO function.

• Review of google analytics, facebook insights and twitter analytics by digital agency, Ogga-
doon that explored social  media opportunies and effectiveness.

• As part of the Wansbrough heritage HLF-supported exhibition, creating a bespoke QTVR 
platform, with 360° tour of the Mill, with creative content embedded throughout (to be 
launched in Nov 2017).

• Training of gallery manager, with Somerset Film, to record and edit container conversations 
making them available for distribution on local radio, 10 Radio, arts hour.

Social media has proved an 
effective way to promote the 
gallery, build an audience, 
and extend reach, reputation, 
and revenue. Thus far, digi-
tal has had some success in 
terms of reaching and engag-
ing audiences for us, espe-
cially via video content. 

Now as Contains Art moves 
forward with an aim to gain a 
national reputation as well as 
continue to attract and widen 
its local audience, we have 
reexamined the effectiveness 
of social media in particular 
(with Oggadoon consultancy) 

and the possibilities of digital 
more broadly, and used this 
insight to identify areas for 
improvement. 

Even in the four years since 
we launched Contains Art, 
the digital landscape has 
changed dramatically. For 
young people, especially, dig-
ital is the first port of call on 
any journey of engagement, 
if not the only one. But digital 
provides opportunities for us 
all to widen engagement, and 
for Contains Art to reach a 
much larger and more diverse 
audience with the work it 

shows and commissions. Our 
digital strand recognises the 
power of digital technologies 
to engage new and different 
audiences and to widen the 
distribution of the artworks 
we commission and show. 
We are only constrained by 
resources (small budgets and 
small team) rather than ambi-
tion or imagination in what 
we can deliver digitally. 
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8.2 Digital audiences

Our audience objectives for 
our digital strategy are:
• To use digital to expand 

and grow audiences.
• To use digital to develop 

and strengthen relation-
ships with audiences.

• To use digital to encour-
age active participation 
and engagement.

• To use digital to expand, 
specifically, our young 
persons audience (13 – 
25).

8.3 Digital ambitions

By developing our digital ca-
pabilities, Contains Art aims 
to use digital platforms, chan-
nels and practices to provide 
rich and engaging content 
for existing audiences and 
also to attract younger audi-
ences. We will aim to expand 
digital to develop an engaged 
online arts community who 
actively participate. We will 
use digital to understand our 
audiences better and re-
spond to their interests. We 
will develop an organisational 
mindset where digital is an 
integral part of our thinking, 
and where new digital ap-
proaches are encouraged. We 
will invest in staff training and 
in digital infrastructure that 
allows us to operate in more 
efficient and successful ways.

Contains Art audiences will 
have digital experiences that:

• Increase their enjoyment 
and understanding of art.

• Provoke their thoughts and 
invite them to participate.

• Promote the gallery pro-
gramme.

• Provide them with easy ac-
cess to information.

• Entice them to explore 
deeper content.

• Encourage them to pur-
chase products.

• Present an elegant and 
functional interface what-
ever their device.

• Take place on the platforms 
and websites they use.

• Minimise any obstacles they 
may encounter.

8.4 Barriers & lessons learnt

The last two years have given 
us a fascinating insight into the 
ways in which our audiences 
behave using digital content. 
We have learnt a number of 
lessons that we will take for-
ward and include in our 2017 
digital strand:

• The use of digital shorts 
that document artists 
thinking processes when 
creating each exhibition, 
and allowing a personal 
explanation of ambitions 
and hopes has proven 
to increase our audience 

numbers exponentially. Film 
viewing numbers now often 
reach many thousands—this 
level of interest and par-
ticipation was unheard of 
before the video shorts.

• Nevertheless, even though 
viewing numbers are high, 
analytics on Facebook has 
shown us that we must 
learn from repeated behav-
iour: people often do not 
watch films to their conclu-
sion, any crucial messages 
must be in the early sec-
tions of the film.

• High reach does not neces-
sarily translate into sales 
from the e-commerce site.  
Sales appear to work only 
after repeated visits both 
online and actual, where 
a strong relationship has 
been formed.

• Over the last two years of 
programming the single 
exhibition that appealed 
to young people the most 
(aged between 13 – 25), and 
received the most positive 
comments from them was 
digital artist Richard Broom-
hall’s multi-media digital 
installation. This tells us 
that if we want to attract a 
larger younger audience we 
must use more ‘born digital’ 
content in our exhibition 
programming and commis-
sion more digital artists to 
deliver content in the gallery 
and online.

16,578
61,470

unique facebook 
video views

audience served from 
our facebook page

65,990 twitter impressions 
from 1,100 followers

1,056 Instagram
likes
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Images of Richard Broomhall’s digital installation, April 2017. 
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8.6 Next steps

Our digital strand focusses on 
three main elements that we 
will look to develop:

1. Creative content

Taking the learning from the 
success of the 2017 instal-
lation by Richard Broomhall 
in engaging a younger and 
different audience, we will 
increase our ‘born digital’ con-
tent through a commitment to 
include artists who use digital 
media and technologies in 
their art practices in the pro-
gramming.

2. Captured content

Building on the success of our 
film shorts in 2016/17, we are 
committed to continuing to 
ensure that exhibitions and 
collections may be captured 
in such a way that they can be 
distributed digitally in order 
to engage and reach wider 
audiences.

3. Cultural learning

Complementing our educa-
tion strand, we will use content 
about arts and culture that 
is produced, distributed and 
experienced digitally to in-
crease cultural knowledge and 
participation. The Wansbrough 
QTVR platform signals the 
depth of our ambition in terms 
of providing bold digital tools 
for educational and engage-
ment. We will monitor impact 
and build on this workstream.

We will look to achieve this 
through a number of key ac-
tivities outlined below:

Dedicated staff resource

Although as a project team 
we have learnt a great deal 
over the past two years, and 
have benefitted hugely from 
the voluntary contribution of a 
graphic/web designer on our 
Board, it is clear that in order 
to progress our digital aspira-
tions in the way we would like, 

we need to allow for dedicated 
and professional resources to 
support and develop our work. 
So we will employ a Digital En-
gagement Officer one day per 
week for the next two years. 
We hope this will enable a 
professional approach as well 
as giving us the opportunity to 
develop our learning and grow 
our knowledge and expertise. 

Digital art mapping with 
schools

Working alongside the educa-
tion strand and the art map-
ping project, we will ensure 
that the creative consultation 
and mapping with children 
from our core local schools 
to explore what a new gal-
lery and creative space could 
look like, is collected digitally. 
Taking our inspiration from 
the Serpentine Gallery’s ‘build 
your own pavilion’ http://
buildyourownpavilion.serpen-
tinegalleries.org, we will look 
to use the creative consulta-
tion to inspire young people to 
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think about what a new gallery 
might look like, and how digital 
technologies can inform that.

Young people audience devel-
opment with Minehead EYE

Working with a focus group 
of young people from our 
schools and youth centres, 
we will undertake a compre-
hensive visioning exercise to 
better understand what young 
people want and are looking 
for. We will use the outputs 
of these consultations to feed 
into what our programming 
should look like, and how 
improvements on our digital 
platforms can be made. We 
have strong relations with 
Minehead EYE CIC, a youth-
focused social enterprise that 
runs all the local youth clubs 
and will make the most of 
these to work directly with 
young people.

Staff training

In order to facilitate an organi-
sation wide mindset to digital 
we will ensure that all staff 
participate in digital train-
ing to maximise skillsets and 
encourage internal participa-
tion in the creation of content.  
Each staff member has a valu-
able differing focus and point 
of view, differing perspectives 
help to attract differing audi-
ences.  Digital communica-
tions should be seen as a 
whole staff activity.

Realistic action plan

The first task of our new digi-
tal officer once recruited will 

be to put together a detailed 
and realistic action plan built 
around our logic framework 
and the approaches outlined 
here. The plan will detail ex-
actly how we will achieve our 
objectives.  For example it will 
add specifics and timelines to 
how we intend to incorporate 
digital technologies to engage 
audiences, ways in which we 
can use digital to drive rev-
enue, and how we will create 
a culture where staff think 
digital all the time and have 
the skills and equipment they 
need.

Online web developments

The Contains Art website will 
continue to be the focus of 
many digital enhancements. 
However, we will look to ex-
pand and improve the site 
in order to encourage better 
engagement and participation. 
Taking inspiration from other 
cultural arts institutions, for 
example, Tate Shots and Tate 
Kids, Tellart, Rijkmuseum.nl, 
Digital Art Museum www.dam.
org and others, we will look to 
translate best practice ideas 
into more scalable and afford-
able versions. The soon-to-be 
launched QTVR platform will 
provide an ambitious test case 
for the capabilities of our cur-
rent site and to really using the 
website to build and engage 
new audiences.

We will look to explore, along-
side the education strand, the 
use of play, using online games, 
quizzes and interactive tech-
nologies that could be used to 
encourage engagement.

Develop social media plat-
forms and channels.

We can split social media 
communications into ever-
green content (about the gal-
lery, art, container, expansion, 
artists’ studios, local Watchet/
Somerset news, Extra mag-
azines, books, newsletter sign-
up etc) and timely content to 
promote the regular exhibi-
tions—pre, during and post.

For Contains Art, social media 
offers us a strong support 
network. We use social media 
for the following purposes:

• To raise brand awareness and 
extend reach.

• To attract visitors to exhibi-
tions.

• To sell books, magazines.
• To build a local audience.
• To connect with the arts 

community.
• To reach funders, investors, 

influencers.
• To gain audience insight. 
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Jesse Roth filming on the Watchet coastline for a film short about the work of Jenny Graham, and Sara Dudman RA.
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Social media continues to be 
the main focus of wider online 
engagement, and is one of the 
best mechanisms for content 
dissemination. We have a good 
understanding of how our 
current audiences use social 
media. For example, facebook 
is an especially important 
channel for us in building both 
local community connections 
and in building a community of 
interest around arts in the SW. 
We make use of facebook for 
both organic reach and paid 
campaigns. 

Our social media strategy 
focuses on twitter for slightly 
different reasons: to raise our 
profile, to reach influencers 
locally and nationally, to key 
into  the wider art community 
or other relevant conversations 
and to develop our status as 
an influencer in the field. 

Likewise instagram has its par-
ticular uses, around: demon-
strating our creativity, promot-
ing art work; highlighting our 
unusual location, and reaching 
younger audiences, espe-
cially with video and instagram 
stories. We are also adapting 
our approach to recognise the 
changing reality that YouTube 
is now the second biggest 
search engine—for this reason 
we are looking to produce 
more video content. This will 
also involve editing shorts 
down to smaller chunks to re-
purpose them for social media 
and creating related gifs when 
commissioning video. But it 
will also mean focusing on 
but more regular, ‘homemade’ 
snippets, focused on a young-

er audience. For example, we 
might video quick activities 
for children relating to exhibi-
tion, or videos of attendees 
at private views sharing their 
opinions. 

Looking forward we will need 
to use the young people’s 
consultation activity to better 
understand how, when, where 
and under what circumstances 
young people consume arts 
content and to then integrate 
this with our social media 
strategy. 

Digital arts programming

An important objective will be 
to include digital arts prac-
titioners in the Contains Art 
programming. This ensures 
that the programming contin-
ues to be relevant and engag-
ing to young audiences, and 
helps to introduce current 
audiences to contemporary 
practice.  We will also look to 
ensure that where ditigal arts 
exhibitions occur content is 
also available online to help 
increase our digital output.

Contains Art shorts

We are particularly pleased with 
the progress we have made in 
terms of digital engagement in 
2016/17. We worked with Bristol 
filmmaker Jesse Roth of Rexton 
Audio to create a series of short 
3 minute films that explored 
upcoming exhibitions from 
the perspective of the artist’s 
creative practice—seeking to 
showcase for audiences the 
process by which work comes 
to be on the gallery walls. 

In the latter part of 2016, we 
experimented with different 
formats, tailoring the films 
to facebook, using text 
overlays. This proved hugely 
succesful. Our short film on the 
Wansbrough exhibition, elicited 
more than 11,753 unique views 
in a few weeks, compared to a 
maximum of 3,000 for non-
facebook-adapted versions.  In 
terms of content engagement, 
there is no doubt that video 
comes top for us in terms of 
both reach and engagement, 
well above photos, links and 
other status updates—averaging 
a reach of over 3000 for each 
video post. We will continue 
to build on this from 2018 
onwards to deliver social media 
friendly content.

We will look to develop and 
adapt these shorts further. 
One possible thread is to take 
inspiration from Tate Shorts 
and film other perspectives 
on works of art. For example, 
to engage younger audiences, 
films could be made around 
their reaction to art work, arts 
professions in the area could 
also be filmed giving their 
perspective and views. The use 
of animation and digital tech-
nologies could also be used in 
the films themselves.

Blogging

We are looking to enhance 
blog/news content. This has a 
number of marketing benefits:

• Great for SEO.
• Reinforces expertise.
• Builds a community.
• Helps expand on social 
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posts and directs viewers to 
website to increase referrals.

• Encourages inbound links 
back to website, which is the 
best way to improve SEO. 

Artists and staff will be encour-
aged to write blogs in order to 
provide opinion and context 
for each exhibition.  Differing 
perspectives help to ensure dif-
ferent audiences are engaged. 
This also complements the 
education strand and the social 
media strategy by providing 
high quality, interesting and 
engaging content.

Development of e-commerce

In order to enhance our finan-
cial sustainability, Contains Art 
will look to continue to de-
velop our e-commerce options 
selling merchandise, books 
and magazine subscriptions. 
We will use all other digital 
content to engage our audi-
ences and lead them to mak-
ing purchasing decisions. We 
intend to work with a retail 

Fig 2. How our audiences prefer to connect with us

consultant in 2018, funding 
permitting, to explore retail 
options (on and offline) as 
this will be a very significant 
income stream as part of the 
new gallery in the new devel-
opment (which has a dedicat-
ed retail space outside of the 
gallery). We are keen also to 
explore options for retail on-
line, in the more fallow period 
between closing the container 
gallery and opening the new 
gallery on the East Quay.

E-newsletter

As the figure below reveals, 
our core audiences still prefer 
the rather more traditional 
mechanism of receiving e-
newsletters to keep them 
up-to-date with what is com-
ing up at Contains Art. We will 
continue to send out regular 
newsletters, making the most 
of the wider content that we 
will generate within the actions 
across this development plan.

8.7. Focus of action

• Appoint Digital Engage-
ment Officer.

• Commission young people 
consultation practitioner.

• Co-create detailed action 
plan for delivery of vision 
and objectives.

• Engage in training and de-
velopment opportunities.

• Develop and enhance cur-
rent website to include new 
technologies to build on 
QTVR platform.

• Develop social media, build-
ing on advice from Ogga-
doon, e.g. clever scheduling 
and early adoption of video 
page headers.

• Include allocation from ad-
vertising budgets for paid 
campaigns on social media 
platforms, targetting 23-24 
ages with specific content.

• Strong, unusual digital arts 
programming.

• Development of CA 
shorts—repurposed and 
new content strands.

• Blogging by staff, artists 
and arts educators.

• Development of e-commerce.
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Container conversation with Kosmo Vinyl, artist and former manager of the Clash. 
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9. community strand
9.1 Activity over past two years

• Eight community events held in 2016/17.
• Broadened community reach significantly, attracting audiences in their hundreds to events.
• Facilitated large heritage project including community archiving, 100+ volunteers and public 

heritage exhibition.
• Developed volunteering opportunities for local community.
• Supported wider artistic community through variety of successful events including Container 

Conversations, Private Views, symposium and workshops.
• Hosted, alongside Onion Collective, community consultation events for input into detailed 

plans for East Quay with new studios and workspace with significant changes being made to 
the plans as a direct result of community feedback.

9.2 Community audiences

Our community connections work with three main audiences:
• Family events and activity linking to education programme
• Elderly and more isolated audiences through heritage work
• Artistic community through development of existing programme and additional input.

9.3 Community heritage

For the past 18 months we 
have been working on a project 
to celebrate and commemorate 
Watchet Paper Mill. The Mill 
closed in December 2015 
bringing to an end more than 
360 years of papermaking 
in the town. At the point of 
closure the Mill employed over 
175 people some 90 of whom 
also lived in Watchet. The 
project began as a creative 
response to the closure but 
developed into a major arts-
heritage cross-over project 
when it became clear that no 
other organisation in the town 
was planning, nor capable of 
recording the legacy of the Mill. 
With Contains Art providing 
a strong lead many other 
non-Arts organisations across 
the town and wider region, 
including South West Heritage 
Trust, Somerset Industrial 
Archeology Society, Watchet 
Conservation Society, the 

Market House Museum, and 
Somerset Archive Service.
 
The project comprised several 
strands including:
• Creative exhibition.
• Building archive and scans.
• Oral histories.
• Mill and community archive.
• QTVR.
• Heritage booklet.
• Heritage exhibition.

Whilst the entire project 
captured the hearts of our 
community, it was the last five 
elements in particular which 
have truly engaged our town 
with scores of volunteers and 
members of the community 
facilitating and contributing to 
the archiving work, which, in 
turn, provided a great deal of 
the content for the booklet and 
exhibition. Oral histories were 
gathered from older members 
of the community who had 
worked at the Mill, some for 
over 40 years. 

The booklet and QTVR 
provide an ongoing legacy 
for the Mill and the heritage 
exhibition which was originally 
planned for a month has had 
widespread support to remain 
as a permanent exhibition.  It is 
not an exaggeration to say that 
the project has been critical 
in allowing hundreds of ex-
workers as well as the wider 
community (most families in 
the town have a relative who 
worked at the Mill at some 
time) to come to terms with 
the loss of the Mill and to 
be given the opportunity to 
celebrate its important role in 
shaping the nature of the town 
and its people.

The launch event of the 
exhibition, which combined 
the heritage elements with 
creative film and photo 
documentary work, as well as 
a new song for the Mill, saw 
many tears as well as laughter 
and sharing as people turned 
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out in their ‘Sunday best’ to 
take part, experience and 
remember. This is the kind 
of work at which we excel 
and that we will continue 
to pursue over the coming 
years—including through the 
commission with Jon England 
to explore war-time identities 
and histories in the town. 

9.4 Barriers & lessons Learnt

We are first and foremost 
an organisation deeply 
embedded in our community 
and have made really good 
progress with the community 
work we do.  We want to 
continue and hone the 
work we do in and with 
the community to further 
strengthen this position.

• Our community appreciate 
and enjoy the family events 

we put on each year.  We 
have improved the crea-
tive learning elements of 
these events and see lots 
of repeat visitors as well as 
new people attending our 
events.

• The heritage project provid-
ed a wonderful opportunity 
to engage with a different 
part of the community from 
Mill workers to older mem-
bers of the community who 
shared their experiences 
and memories.

• When a project really grabs 
the attention of the com-
munity, we attract large 
numbers of volunteers and 
participants who are keen 
to engage.

• This increased engagement 
follows through to other 
exhibitions, events and 
activity.

• The creative community 

is connected and inspired 
through our Container 
Conversations and Private 
Views. We need to ensure 
we refresh and keep our of-
fer exciting and stimulating.

• The new East Quay devel-
opment provides a new 
opportunity for meaningful 
engagement with the crea-
tive community in Watchet, 
West Somerset and beyond.

9.5 Next steps

Family community events

We will continue to host at 
least three events each year, 
providing an exciting and 
inspiring range of workshops 
and activities for families in our 
area. Through stronger links 
with the education programme 
these events provide an 
important point of contact 

Launch event for Wansbrough heritage project, with new folk music, mixed-media installation and film work. 
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for families to understand the 
connection between Contains 
Art and projects that children 
are doing at school, and to 
feel more comfortable and 
connected with the gallery. It 
is often small steps that lead 
to audience engagement with 
families who may have never 
been to a gallery, or where it 
is the child introducing their 
parent to Contains Art. This, in 
turn, gives greater confidence 
to visit exhibitions and to 
engage with other elements of 
our work.

Community heritage projects

Following our very positive 
experience with the Paper 
Mill project we would like to 
develop this work, including 
through a commission in 
2019 with Jon England, which 
will explore and recover the 

rich wartime history of West 
Somerset, particularly that 
of Watchet and its coastal 
defences. As with the Paper 
Mill project Jon’s artisitic 
response will be combined 
with community heritage 
work, encouraging volunteers 
as well members of the 
community to participate.

Working with other 
organisations

Both strands of work 
described above work 
better when we collaborate 
with other local, or regional 
organisations.  We are building 
a reputation for a professional 
and comprehensive approach 
to community work and 
will continue to develop 
important and mutually 
beneficial relationships with 
organisations such as Spaeda, 

InspirED, South West Heritage 
Trust, Watchet Conservation 
Society and Watchet Market 
House Museum.

Container conversations and 
private views

The aim of these speaker 
events, run over the last 
four years, was to build 
a programme of artists 
discussions evenings. They 
have been very successful with 
creative and public audiences 
alike. The format of these has 
evolved as we have run the 
events. The most interesting 
variant proved to be a kind of 
‘conversational’ Q&A format, 
which provided a relaxed 
non-formal set-up and also 
enabled those who might 
not be comfortable in a more 
traditional ‘speaker’ role to 
agree and engage with the 
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Members of the public reading the Wansbrough heritage boards, installed September 2017
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process. The wider aim was 
always to provide inspiration, 
intellectual and artistic 
challenge, to offer a forum for 
interaction and discussion and 
to continue to develop our 
networks in anticipation of our 
scaling up.

In 2017 we also trialled the 
recording of conversations so 
that they can be retained as 
a resource for a wider digital 
audience also as part of our 
digital strand. For example, 
events were captured and 
recorded and aired on local 
creative radio platform, 
10-radio, during Richard 
Tomlinson’s ‘Art on the Radio’ 
show. 

This strand of work is to 
continue and hone the existing 
successful activity with our 
artistic community. Container 
Conversations have been 
popular for the past four years 
and we are excited to further 
develop them, inviting new 
speakers, panel discussions 
and interactive inspiring 
conversation with our creative 
community.

Consultation and workshops

As we plan for the new gallery 
and studios in the East Quay 
development we want to make 
the most of an opportunity 
to involve our creative 
community in discussions 
and debate about everything 

from studio logistics, to our 
additional support offer, and 
creative inspiration for the 
development. This involvement 
will include potential studio 
holders, existing members 
of our creative community, 
potential exhibitors as well as 
advisors and arts organisations 
from across the SW and 
beyond. We want to work 
collaboratively to ensure we 
are meeting the needs of our 
creative community as well 
as being innovative and brave 
in our approach to the new 
development.

9.6 Focus of action

• Create series of community 
events.

• Explore new workshops 
and activities connecting to 
education programme.

• Develop partnerships for 
heritage work.

• Create comprehensive 
heritage-arts project with 
range of elements to en-
gage isolated and older 
members of the community.

• Enhance and develop rela-
tionships and projects with 
other arts, heritage and lo-
cal organisations.

• Continue programme of 
Container Conversations.

• Devise and carry out series 
of consultations and work-
shops with the creative 
community in relation to 
East Quay development.
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10. 2020 and beyond
Moving the gallery at Contains 
Art into a new development 
will offer us the opportunity 
to dramatically transform our 
potential in terms of reach, 
impact and capacity. It also 
clearly requires a reworking 
of our approach. In the first 
year of opening we anticipate 
live audience numbers to all 
but double, in line with other 
similar-sized attractions in the 
area, and in the context of wid-
er marketing and engagement 
efforts being undertaken by 
Onion Collective, who also run 
the Boat Museum and Visitor 
Centre in the town and deliver 
tourism services under an SLA 
with the local authority. Merg-
ing with Onion Collective will 
provide additional resources, 
including staffing, which by the 
time of opening will include in 
addition to gallery staff, a ded-
icated education and digital 
engagement post, a market-
ing manager, general manager 
and project and events staff, 
all as part of the wider project. 
The development also includes 
around 15 workshops/studios 
for artists and other creatives, 
a retail environment associated 
with the gallery, a print studio, 
a working handmade paper 
mill and a geology lab, as well 
as restaurant and performance 
space outdoors. All this will 
need an entirely different and 
much expanded approach to 
audience development.

Despite the huge opportunity 
to increase our impact, the 
move also presents some risks. 

In particular, we will need to be 
careful to take existing audi-
ences who are used to and 
comfortable with the informal, 
low key vibe of the shipping 
containers, along with us as we 
transition to a new existence. 
We will also need to work 
hard to remain open, inviting 
and accessible in a way that 
has always been helped by 
the unusual, informal nature 
of the containers in a working 
boat yard, but that will be a 
very different offer as part of 
a major cultural and enterprise 
regeneration development. 

This all requires a revisit of 
audience development ap-
proaches in the wider con-
text, a piece of work that will 
be undertaken with all East 
Quay and wider partners in 
2019. The aim will be to build 
on what we have learnt to 
date and on the results of the 
strategy as set out here. It will 
include a much deeper profil-
ing exercise with the Audience 
Agency, based on a longer 
drive time, more segments 
and differing strategies as we 
widen our appeal to more peo-
ple and places.

We anticipate that our audi-
ences in the new building will 
broadly comprise four core 
groupings:  the local com-
munity (itself broadened to 
West Somerset), and including 
harder to reach groups; re-
gional audiences, tourist audi-
ences from further afield and 
arts practitioners. Over the 

next two years, we will seek to 
understand more about these 
audiences through a process 
of segmentation and profile 
analysis that echoes what we 
have already done for local 
and district audiences, in order 
to devise effective strategies 
for engagement and to build a 
programme of exhibitions and 
events that has the greatest 
impact. 
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