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A Night Less Ordinary, Not Just A Ticket Peer Sharing Day, 14th April 2010, Nottingham Playhouse – Summary

This is a summary of speaker’s notes and presentations given on the day. All participants in the ANLO scheme were invited to attend to discus the scheme so far and over the coming 12 months.
Introduction – a year of achievements 

Barbara Matthews, Director, Theatre, Arts Council England:

The previous peer sharing day in October 2009 informed the Arts Council’s approach to the future of ANLO and some modifications have been made. The focus this time is on what we can all do together to make the 2nd year a real success. 

The original aims were: 
to increase the number of young people going to the theatre for the first time; for participating venues to attract young audience members who’ve not been to that venue before and to encourage them to be more experimental about what they see; and for participating young people to continue to attend theatre beyond the free theatre initiative.

The rationale for the scheme, and the basis for the evaluation framework, was to remove cost as a barrier in order to make it easier for young people to attend and to increase in participation. But we’re also testing the impact of working together as an industry. It has been more than any of us could have done on our own. We think the strength of the scheme has been in its diversity, the way that you’ve taken it and enacted it in ways that make sense for all of you. For the Arts Council, it is the most significant and orchestrated project of its kind ever undertaken on behalf of the DCMS and has exposed us to lots of new important relationships and partnerships. The emerging evidence suggests that a collaboration of this nature is vital if we’re going to ensure that the next generation of theatre goers is large, representative and diverse. 
ANLO is challenging the perception that there is a limited range of theatre for young people in their areas and is encouraging them to be independent theatre goers. This is leading, in some cases, to a substantial shift in programming, customer care, and even catering for young people. Young people have been telling us that ANLO is opening their minds to the opportunities and experiences that theatre can offer and is challenging the perception of ‘it’s not for us’.

But we are still facing significant challenges. Currently we stand at 29% of the total original target. It is in all of our very best interests to get as close as we humanly can to the target of 602,000 tickets given away by the end of next year. We have to prove to our paymasters (and the media) that when we embark on projects like this we actually can pull them off. We’ve been slightly disappointed, as I’m sure you have in some cases, with the total number of tickets given away so far, but we think there are reasons why this is and you’ll tell us whether you think we’re right:

· an unrealistic target in the first place;
· simply offering free tickets isn’t enough in itself to remove all the barriers to people who aren’t currently engaging;
· venues who were already engaging in various mechanisms to overcome barriers in reaching young audiences have found it easier to reach their targets 

· logistical reasons which slowed down the initial start, including: no-shows, difficulties over online sales, geography, dark periods etc.

Quantitative evaluation – results so far 

Susan Ingham, Audiences Yorkshire:
Headline results from postal survey of just under 1900 young people (by 21st February 2010) so far: 
· 38% of them were respondents who visited London venues, compared with the 43% of ticket allocation given out to London venues. 

Profile of respondents:

· 16% said they hadn’t visited a theatre at all in the 12 months prior to the scheme. 
· 8% of these are complete first time attendees i.e. hadn’t been to the theatre before at all. 
· 72% of the survey respondents were female. 
· 67% of all bookers were female. 
Details on employment and ethnicity: 
· Just under half of the respondents were employed; and 45% were students. 
· 73% of the London respondents were white which is comparable with London specific census figures so it’s reasonably consistent with census figures for young people over all. 
· 3% of the respondents said that they were unemployed.  

Attitudes towards the scheme and theatre attendance: 
· About a quarter of them said they would have gone if they hadn’t had the free ticket scheme. Just under a third said they probably or definitely wouldn’t have gone without it, and the remainder were non-committal. 
· 58% tried a show that they hadn’t heard of before. 

· 81% said they were definitely feeling more positive about going in the future; the remainder said it mostly didn’t change their views. 

Did the free ticket affect whether they would go again in the future or not:

· 78% said they more likely to go and 215 said it hadn’t changed their views. 
Would they be prepared to pay to go to the theatre again in the future? 
· 60% said they definitely would and 29% said probably. 
How much would they be prepared to pay to see a similar show in future? 

· The most common response was £10. 
· The average was £13.75 across the whole sample. 
· About 64% of all responses landed between the £6 and £15 bracket. 

· Overall 73% said cost was the main or only barrier to previous attendance. 

Satisfaction with the scheme in terms of the overall visits:

· 91% have recommended ANLO to other people. 
· 35% said they first heard about A Night Less Ordinary via word of mouth. 
· 25% heard about the scheme via theatre generated web or print. 

· 16% heard about the scheme through the Metro newspaper (please note this is largely made up of London respondents). 
· 5% of respondents heard about the scheme through the ANLO website. 
Qualitative evaluation – picture so far
Pam Jarvis & Shaun Romain, SAM:
SAM have talked to producers, TMA, SOLT, ITC, all of the people who are at the start of the process of creating and producing the work that goes into your venues; also to a lot of you and if you haven’t had your turn yet, it will come. 

SAM’s evidence will back what the needs of the young people are and how you integrate those needs into programming: how you work with your venue, how your venue looks and feels to young people, and what kind of risks you’re actually able to take to get them involved. 
Venues are trying different routes to get young people involved: 
· ambassador schemes

· projects involving young people (including programming)
· use of social media such as Twitter and Facebook

· special occasions
· changing their marketing and customer care

· encouraging new partnerships e.g. around the Cultural Olympiad
ANLO is not seen as a short term scheme, but as a much longer strategic impetus to engage with this market. It’s a very different kind of culture and it’s a question of how we interact with that culture through the media that we use to talk to them. 

SAM have established a young consultancy group of 30 people from all over England, and have interviewed about 40 young people, 20 from London and 20 from Birmingham and there are some clear messages coming across:

· The scheme is very successful at attracting people who have some experience of the theatre, those people who are not overawed by the barriers outside cost.
· Venues are very successful at stretching their relationship with those young people who already attend, either getting them to come more often to your establishment or to give them such a good experience that are willing to try something different. 
· Make it as easy as possible: there is still some difficulty in finding out information, not just about ANLO but in general about how they get tickets to the theatre. 
· Frustration with the process - they’re used to booking tickets for concerts or flights or a train ticket, there is a mismatch between the process that they’re used to for their everyday activities and the process for booking free tickets for ANLO. 
· They would be perhaps be more readily available to take up offers like this if they were more visible and more common amongst the towns and cities in which they live in. 

Media Relations  – creating the ‘buzz’

Louise Wylie, Director, Media Relations, Arts Council England:

· We (that is Arts Council and all participating ANLO theatres, venues and organisations) have generated £3.5 million worth of media coverage on TV, radio, printed press and the internet

· £1.6 million of that coverage was created in February this year for A Week Less Ordinary. 

· Despite what the press would have us believe, only 2% of coverage is negative or ‘political’ coverage 

· Almost 3 million hits on the ANLO website, with more than 4000 members of the Facebook group.
· Over 9000 young people signed up to the ANLO newsletter.

· Research: 1000 young people from the 16-26 target group filled in an online questionnaire. 35% level of awareness of a free theatre ticket scheme from young people – though only 10% had actually heard of it as ANLO. That still leaves us with a huge chunk of people out there who don’t know.(about the scheme) 

· Of those who hadn’t heard about ANLO, 87% of the young people who responded said that they would definitely give it a go. So I think that also gives us big incentive to find ways of getting the word out there more widely.

· When asked about where they thought we should promote the scheme, a huge majority said: Facebook. Also in universities, colleges and schools. 

· And they also said they are always looking for freebies so advertise on all the freebie sites. The number one referrer to the ANLO website is Money Saving Expert.com.

· Gloria Odimah is joining Media Relations team as a freelance and is going to be working at least 3 days a week promoting ANLO. 

· We’re working with Dubit (a youth marketing agency) who will recruit a team of brand ambassadors, young people specially selected for being active online and who will participate in an online campaign, visiting popular websites and chat forums, joining them and talking up the scheme. Peer-to-peer marketing online. 

· We’re working on having a presence at events where lots of people in this target audience are gathered: summer pop festivals, cult TV and film events etc. We are also going to be talking direct with student unions and student magazines and student radio stations. We’re going to continue with our celebrity ambassadors campaign (our research showed that celebrity video interviews are the most popular type of ANLO promotion with young people) but we’re going to move into sports and music personalities as well, to attract a broader range of young people. And we’re developing A Role Less Ordinary – young ambassadors who have used the scheme, who will advocate it to their peers and who we can also use in PR. 
Engagement and Participation 
Phil Cave, Director, Engagement & Participation, Arts Council England:
· Project management - Charlotte Woodward left Arts Council last month so we’re now working through Audiences UK who recruited Caroline Griffin as a dedicated programme manager. Caroline will help answer your questions re: targets, news etc, and will work with you individually to give us a more accurate picture regarding what you think your allocation is going to be and how close you are to hitting the target. 

· Online booking - one of the limiting factors at the moment is that some theatres haven’t been able to put their allocation online. So we’re working through Audiences Yorkshire to create an online function within the ANLO website that could allow theatres to put ticket allocation there and young people being able to get some kind of voucher. 
· Resources - Some theatres have agreed not to draw down the total amount of money in their original offer letter in return for a reduced target. So we have under £200,000 fall-in at the moment and we are looking at filling a couple of the gaps around the country where people have no access to any theatre. We also want to do something that brings commercial producers into the scheme as a legacy.
· And finally, ideas - options of additional performances aimed at young people where a local authority might be interested in sponsoring it; so for the equivalent of say £1 a ticket subsidy we might be able to use some of that fall-in money to get the figures up, which collectively takes some of the pressure of us and will compensate for some of the areas where we’ve been struggling. 
CASE STUDIES & STORIES - Summaries 

1- Su Matthewman - Director of Communications, West Yorkshire Playhouse:
· Reaching the hard-to-reach: the scheme that we’ve developed is very much about hanging on to the target audience and moving them up long-term by incorporating ANLO into everything we are doing at the Playhouse. We want the scheme to be a secondary reason for visiting rather than a primary one; people are coming because it’s free and we want to eventually move them on to thinking about not just coming because its free but because there are things that they want to see. The fact that it’s free will be a bonus.
· We identified 4 very broad target groups: 
1) Young participants - linked to First Floor, our creative space for 14-25 year - we reached them through the creative activities we were doing in that space; a lot of the people that are using First Floor are NEETs or are linked up with the young offenders scheme. They are given a postcard with an outline of ANLO scheme and then taken over to the box office to sign up.

2) Independent young people from less advantaged communities – we reach them through Community Network which is a chain of groups within the Leeds. They are quite often people with learning disabilities, less advantaged people, with a group leader. Again we’ve hit them with information, they’re now taking advantage of the scheme, and one of the longer term things we plan to do with them is set up a group of networkers who will go out and sell the scheme for us. 
3) Students - Leeds is a big university city and we’ve blasted the students with simple postcards or through social networking sites. Funnily enough the number of students attending the Playhouse hasn’t really risen, but the number of students who are now paying for their tickets has. Partnerships have developed with Leeds College of Music whereby students play in the foyer every Thursday night and in return they sell the scheme within the college for us. We’ve also got a partnership with Leeds Metropolitan University, who are doing research as part of their Entertainment Management courses on various bits of audience for us in return for promoting the scheme for us. 
4) Young people and their families - probably the most difficult group and we’re not by any means quite there yet. But we wanted to target people who had a fledgling habit for theatre-going in the less-advantaged areas of Leeds And what has come from that is that they are now trying things which are less mainstream.

· As of April 13th 2010 we have given away 6200 tickets. We have an additional 210 people on a 5 for £5 scheme. 20 people on a 10 for £10 scheme. And 87% fairly consistently throughout the year of these ANLO bookers have no previous record with the Playhouse. Also, interestingly, most of our ANLO bookers tend to bring a paying adult with them and they’ve generated about £35-£40K.  

· Challenges - allocating tickets to toured-in shows where some of the promoters aren’t engaged with the scheme at all meaning we’ve had to load on to our own shows. No-shows at the box office are quite a problem and we’re just about to start putting in some kind of warning system. We’ve had to adapt our customer care a bit in terms of the fact we’ve had a lot of people who are obviously quite new to the theatre, so we’ve had to retrain people a little bit and get them into the habit of giving more information, sometimes in a more simple way.

· We’re also just starting to use ANLO to try and influence programming decisions. I believe if we are targeting people under 26 we should be asking them what they want to see, for example.

2 - Natasha Anderson - Special Projects Office, Barbican:

· ANLO fits with our strategic aims for audience development, which are about targeting young people, families, with a particular focus on communities within East London which are very mixed and culturally diverse. We had planned to launch our own youth membership scheme anyway – freeB members - so it came at a really good time for us. We set out an aspirational target of 10,000 tickets in the first year, which represented about 5% of our total tickets across the programme and we also wanted to have 5000 members by the end of year 1.  

· The larger allocation of tickets are led by theatre and music, up to 2 tickets per member per show, with tickets subject to availability.
· We manage the scheme though a central spreadsheet, which allows the different departments access to information and they can also see how things are doing and it gives everybody a running count of how many tickets we’ve got available. This enables us to PR the scheme within the company and keep everybody on board. 
· FreeB design - we thought it was really important as we identified the 16-26 age group as a group we don’t often cater for at the Barbican. So we had to go back to the Barbican brand values of what we were trying to do; casual, live, organic, something for everybody and unmissable, which fitted with our brand values for the Barbican. We could actually apply it to everything from postcards, T-shirts, e-updates, our website, templates, badges etc. 

· Website – this was an interesting process as the structure of our website is quite rigid, it’s focused on sales; it simply won’t allow any social networking via the site. But we wanted to have a very simple entry point, so rather than creating a whole new micro-site we created a landing page which also means that people who are joining freebie get used to using the Barbican site, so hopefully when they fall out of the age-bracket at 26 they’ll still be used to using the Barbican site, and carry on booking. 

· How did we recruit? We went through various different means: fresher’s fairs, advertised in Time Out in London, SMS campaign to about 5000 students, and postcard distributions across London trying to capture the student and youth markets. 

· Currently we now have 11,000 freebie members; average age is 24. Over 11,000 tickets booked across the programme, 93% new audiences - so these are people who we’ve never had on the database before. 223 events. 6000 visits to the freebie webpage.  

· Spend for freebies - I initially thought that price would be a barrier because our tickets start at £10 and range to £35. But what we started to find was, if tickets weren’t available on freeB, members would just buy them, and we managed to make about £49,000 in one year, which is really nice PR for the rest of the team at the Barbican because people can see the value of maintaining a scheme like this. 

· Challenges - maintaining the no-show rule, whereby you become a banned member if you don’t show up for more than 2 occasions, is labour intensive. Barbican website structure, is very rigid, we don’t have an RSS feed  to ‘push’ events automatically, so everything has to be done manually if we want to update our Twitter and Facebook accounts. And only 35% of our freeB members are actually booking, so we need to find out why. 

3 - Tina Dixon - ANLO Consultant, Theatre Royal, Plymouth:

· The Theatre Royal in Plymouth has a massive catchment area in terms of drive time, which acts as an important driver of cultural sector working there. It’s a 1300 seat auditorium that shows everything: large scale work, small scale work, West End shows etc. Plus it has a studio space, The Drum, and the TR2 rehearsal, education and community space.
· How it works in Plymouth – originally the theatre had recruited a team of young people to be the ANLO team, which was working well; but they realised that in order to make things happen they needed to employ someone, so I work for a day a week as the ANLO consultant. I have a young rep team (10 people) who are absolutely vital. It’s led by them. They do front of house on an ANLO night, box office etc.
· Plymouth has chosen to run this by negotiating an allocation with each of the promoters coming in to the Theatre Royal - the promoters have allocated the tickets, so that’s come as part of the deal and the theatre have used the subsidy to run the scheme.
· Why it works - young people genuinely are at the heart of this. We have recruited the team of young people, and it’s not just that their ideas are better than mine or the marketing ideas, it’s the credibility that having young people as a team has given to the ANLO scheme within the theatres. So the Artistic Director and General Manager listen because the young people have said it. And it has become the bedrock of their audience development activity per se. 
· How we made it work - we had a big push on a membership scheme: you join online or in the theatre and you get a lovely little card. When I started this I went through the nuts and bolts of: if I was a young person how would I try and access this scheme? You know, navigating your way through the website. I thought: a) you’d have to know what it was called and b) you’d have to find it at the back of the Creative Learning section. So I said: can we have an ANLO button on the front page please? And so we have - and absolutely, they will not stop joining this.
· So we’ve got 5200 members, we get about 150-200 a week, and it is through that ANLO button and the Facebook connections because we’re not doing anything else. I run a Facebook site and I have 950 individuals on this site; and my reps are my stooges because if it was just my voice it would look like a broadcast medium and as we all know Facebook is supposed to be a two-way vehicle. 
· When I came in and I realised we’d give away all our tickets allocation I thought: why do you need me? We need to build them on to some sort of ladder, so I negotiated a £5 stand-by ticket on a Friday night so if all Thursday night tickets go and we’d run ANLO on a Thursday, you can then go to the same show or a Drum show as long as there’s a ticket to be bought, you use your card and you get a £5 ticket. 
· Facts and figures - 3200 at the last count, which is all the tickets that we’ve negotiated from our promoters. I’ve got 1200 active members; that’s 1200 members who have been to see a show. And of that 53% went once, and then we’ve got some people at the other end of the scale that are going 15-20 times. My mission is all about getting those 1200 active members up and up and getting them buying tickets. 
4- Peter Darrant - Operations Director, Customs House, South Shields:
· We are a receiving house though we produce up to 10 productions a year. We’ve a 441-seater theatre, a cinema, and a gallery. We have a cultural development team who deliver local and national government initiatives, Get Involved, Arts Award, Find Your Talent etc. We are in one of the top 10 socially deprived areas in the UK. At Christmas I received a naughty boy letter from ANLO saying: you are under-achieving, we will take your money off you. And yet 3 months later here I am saying: aren’t we fantastic.

· Obstacles – 

1) Programming. When we got the go ahead to give away 1000 tickets over 2 years, we suddenly realised that actually we couldn’t start this in February ‘09 because we programme a year in advance and lots of that catered towards our older audience. 

2) Parental concern. Parents didn’t want to bring their children out on school nights or because of work commitments. Why are you giving away free tickets to my children? Why do you want them to come out on a night? Why should I come and collect them at 10 o’clock in the evening? 

3) Interest problem - It’s very interesting that we’ve heard about the money and ticket prices being an issue, when we sat down and talked to our young people they all went to the cinema 3 times a month and paid about £8 a ticket to go. They had all been to see 4 concerts and paid about £40 a ticket. So money wasn’t actually the problem. It was interest in the product. They didn’t actually want to see contemporary dance or African drummers.  
4) Value of free - what came about was: there’s no value in free. I sat down with a group of 15 young people and I said: do you all want to come and see this production, it’s a free ticket and they all said ‘yeah’. I said 3 o’clock in the afternoon your friend texts you saying there’s a party – what would you do? Well we’ll go to the party. What happens if I actually charged you £2 for that ticket and I gave you a bit of ownership and somebody texts you? They all said: well it depends whose party it is. Now that’s a massive jump from ‘no I’m not coming’ to ‘it depends on whose party it is’. So we thought about that, it’s an ownership thing.

· From February last year to March this year we put 29 shows available for ANLO – contemporary dance, new writing, stand-up comedians – 2220 tickets were made available of which 1516 said ‘yes, we’d like them’. Walk up to actually collect the tickets was 730 people. So we’re talking about a third of what we offered. So we threw the guidelines away and offered it to our cultural development team and our Find Your Talent team. We’ve approached it in a different way. 
· Bending the rules – 

1) We offered a deal in our cinema: come and see a blockbuster in February and as part of that you’re going to see 2 actors do two monologues; and we’ve got a playwright who is going to read some poetry, and you’re going to have a little talk. It’s going to be a 45 minute theatre trailer production before the main cinema. 100 young people turned up and when we spoke to them they talked more about the play than the film. And the big reason that they enjoyed it? They felt safe in a cinema. They didn’t feel safe in a theatre. 

2) Through our Arts Award team we piloted a scheme with 10 young people, to set up a young reviewers club, the local newspaper reviewer will give them a master-class and then they’ll review something; so they’ll be getting free tickets and the reviews will work towards an Arts Award qualification.

3) We’ve toured for the first time, a monologue piece. We worked with 5 arts venues who didn’t have ANLO status, so as producers we actually gave them 50 tickets each and said build up your 0-26 audience and we’ll take the figures as ours!

4) And here’s the controversial thing: we realised that young people had money and parents didn’t. So at Christmas we said children you’re paying £7.50 but Mum or Dad goes free. And from 900 tickets we went up to 1700 tickets. So it’s not actually the young people who are getting the free tickets it’s the parent, which is probably breaking every rule. But that is the area that we are. Our young people have the money, the parents don’t, and you entice the parents to bring the young person: it’s the same experience as Mum paying and child going free. 
· The legacy for us from ANLO, working with our young offenders and our NEETs and taking them to other venues, is that we’re now going to set up a theatre in education group for people 16-18, NEETs, young offenders, on a work apprentice for a year funded by our local authority where they will learn stage craft, and then go out and deliver issue-based productions.
5 - Ruth Moore - Community Engagement Officer, Oxford Playhouse:

· If you don’t know us, we’re a 613 seat venue in the centre of Oxford. We’ve also got a studio theatre round the corner that we manage on behalf of the University - and we’re a presenting house but beginning to make a few steps back into producing. What I wanted to tell you about is the lessons we’ve learnt over the first year, particularly surrounding what we did for the first birthday of ANLO. 

· A Week Less Ordinary - we had a one-off night on the 10 March where a performance of Three Sisters by Filter & Lyric Hammersmith was free to under-26s and only under-26s. It was a logistical challenge: how do you get the word out there? We’d been used to shifting about 40-50 free tickets a week, how do you suddenly jump to getting 560 available for that show? We had to get all the staff in the organisation to go along with it. We had to reinvent how our box office worked for a night. We made a monumental effort to try and stop no-shows. We have a fairly low rate of no shows generally, and I think it was something like 8 or 9% on the night.

· The main reason it worked though is because we got under 26s involved in the process. 7 young people came on board with me a few months before the event. They were helping us plan and market the night; they stickered up a load of the print for the show and then took it to the places that they thought it would get seen. They told us what music we should be playing in the bar that night etc. It really reinvigorated me as a practitioner to be working with a group who were so passionate about what was going on, it’s kind of quite moving to see how much they got involved in it. 
· We also got them talking to us about our print for the scheme and got them to help us do a new print brief. We got various options back from the designers, and they helped us narrow it down and we’ve ended up with this new print. So we know that this is something that they reckon is going to get picked up and taken and used. 

· There was so much buy-in from so many of the under-26s we had in that night that the lesson for us is that we’ve really, really got to invest in ways to keep the scheme going. So we are hoping to do a couple more one-off special events before the scheme is over, but we are already working to say: what is our scheme going to be for March 2011? We need to be thinking about that now so we don’t let any of them down.
· We are beginning to get feedback from people, and I encourage you to try and hear what your new audience is saying through this. There seems to be a lot of agreement that there is something special about live performance, so capture those stories because they are going to encourage you as individual people working in theatre as much as they’re going to contribute to the scheme as a whole.

Q&A

What’s the future going to be? Is there going to be any continuation?  

The next time we have a day like this will probably be in October, when we will have the full evaluation and can ask you as an industry: is this scheme something that you think is valuable? And does it need to be a shared scheme across the country again and if so what does it look like? Where do we want to pool our efforts? And is this scheme the best way of reaching under 26s and the hard-to-reach? So we’re assuming the next session will be much more of a working day where we actually come up with proposals. We’re hearing that people want something to continue beyond the 31st March 2011. Another complication is, of course, that this initiative originally arose because there was extra money on the table from the DCMS. We’ve absolutely no way of knowing at the moment whether that’s likely to be replicated or not. But that’s why we need to know from you what works, what doesn’t work, and how important you think it is. The more positive the results from this scheme, the more likely we are to have the choice of doing anything, whatever shape that takes.
Regarding fall-in money, is there something that existing participants could bid for such as more free tickets for those that have already reached their targets?

Yes, the Arts Council does want to hear ideas from those people who are about to hit their target, particularly at ways which are really going to fill some of the gaps and help us meet our targets overall. But we’re trying not to turn this into another bidding round because there isn’t quite enough money to justify putting everybody through that process again.

Can targets be reduced and if so is there flexibility to release money for audience development? 
There’s something worth pointing out: this was actually different from our normal Grants for the Arts money or our Treasury money that we give to funded organisations. It was a separate pot of money that government came up with and it has different restrictions attached to it so in theory the government could take this money back if we don’t meet our targets. That’s why it feels slightly different in the way that we’re dealing with you over this than we will do over a Grants for the Arts application or RFO funding agreement. We are, as a sector, stuck with the 602,000 target against the £2.5 million – we can’t reduce that, that was the target that was published, so all we can do between us is try and get as close to that as possible. The Arts Council are looking for reasons NOT to reduce people’s funding but we are bound by that target and, as I say, if we don’t convince government that we are trying our best as an industry to do it, in theory they could take the money back from the Arts Council.

Are you going to hit the panic button at some point or are you strategically pinpointing the venues that are under-achieving or parts of the country that aren’t reaching targets first?
We need to have individual conversations where we ask: are there people who are doing well that could get their heads together and come up with some joint ideas that would help us, on behalf of everybody, to get some more numbers through the door? But it’s not just about the numerical targets despite what we’ve been saying, we don’t want people to overly compromise on what they’re doing, for example if they’re very effective at getting those NEET groups we’d rather they continued to work with that. I think the reason that we don’t need to be thinking about panic buttons yet is because, looking at the whole picture across the country, there is still a lack of awareness amongst young people. It’s an awareness thing, so we can improve the situation simply by building awareness across the country. 
END 
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