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Introduction to Project

This is a Heritage Lottery Funded project that is a collaboration between
Dorset Council, The Arts Development Company and Dorset Museum. With
support and feedback provided by individual artists, freelancers and Arts
Organisations based in and around Dorchester.

Dorset Council and The Arts Development company worked together to
design a programme which employed and mentored two emerging producers
to trial a year of pilot events at The Roman Town House site in Dorchester

The aim of the this way of working were as follows:

- A greater range of people could engage with this wonderful historic site
- Two emerging producers were able to learn during the process
- Collaborative working and programming between Dorset Council and

Dorset Museum could be tested in this multi-use space

The findings and recommendations of this project are outlined in the following
pages, which have been split into key sections for ease.

This evaluation has been designed and written by Georgina Bolt and Megan
Dunford and supported by The Arts Development Company.



1) Objectives
The Trainee Producers referred to the Heritage Lottery Fund Evaluation guide to set their aims. They

focused on the elements regarding People and Communities (pages 15-16). The logic model had to be
revised  after the announcement of The Covid-19 pandemic and associated government mandated

restrictions.

1.2 Planned Logic Model

Inputs Outputs Outcomes

£10,000 Budget spent on
programme events and logistics

72 hours from Trainee Producers

Partner Support

24 events

400 Individual visitors

200 families

People will have changed their
attitudes and/or behaviour

People will have had an enjoyable
experience

People will have volunteered time

People will have developed skills

More people and a wider range of
people will have engaged with
heritage

Your organisation will be more
resilient

Assumptions External Factors

Targeting a programme of diverse
events to those who don’t
necessarily have an initial interest
in visiting the site because of its
historical significance, as the site
was getting regular school visits
from school age children.

Dorset Museum under pressure
due to opening up museum at the
same time of events.



1.3 Post Covid -19 Logic Model

Inputs Outputs Outcomes

£10,000 Budget spent on
programme events and logistics

72 hours from Trainee Producers

Partner Support

13 events

A significant increase in visitors

People will have changed their
attitudes and/or behaviour

People will have had an enjoyable
experience

People will have volunteered time

People will have developed skills

More people and a wider range of
people will have engaged with
heritage

Your organisation will be more
resilient

Assumptions External Factors

Targeting a programme of diverse
events to those who don’t
necessarily have an initial interest
in visiting the site because of its
historical significance, as the site
was getting regular school visits
from school age children.

Government mandated lockdowns
and guidelines will impact the
amount of visitors to sites and
amount of events Trainee
Producers can programme.

All partner organisations will
struggle to give required support to
Trainee Producers due to staff
shortages.



2) Actual Inputs and Outputs
Inputs Outputs

£X  Budget spent on programme events and
logistics

72+  hours from Trainee Producers

Partner Support

12 events (50% of the pre-pandemic plans)

280 visitors and artists  ( 40% of the pre-pandemic
plans)

2.1) Programme

Event title Entrance
Fee

Type /
Target
Audience

No.
Participants
(Adults
(18+)

No.
Participants
(Child 0-18)

No.
Performers/
Artists

Total

Partners Launch No Celebratio
n /
Partners

35 0 2 37

Dorset Youth Theatre
Performance

No Performa
nce/
Parents
and Peers
of
performer
s

20 12 12 44

Apothecary: The Talking
Cure

No Spoken
word and
Well
being/
Adults
and
young
adults

15 0 7 22

Art at the Roman Town
House

Yes/ £10
P/p

Art
workshop
and
Wellbeing
/ Adults

13 0 1 14



Family Day (Two events
in one day) - Anarchist
Mobile Library and

No Well
being
interactive
Performa
nce and
workshop
s/
Families

35 40 5 80

The Munch Mission:
Roman Town House

Yes/ £2 Interactive
Performa
nce and
site
specific
workshop

10 7 3 20

Office of Imaginary
History

Yes £2 per
adult

Interactive
Performa
nce tour/
Adults

9 4 1 14

Inside, Outside Rah,
Rah , Rah

No Interactive
Performa
nce/
Young
Children

4 6 1 11

Mosaic Workshop No Art
Workshop
for well
being /
People
Living
with
Dementia
and their
carers

0 0 1 1

Dementia Friendly
Training

No Well
being /
Partners
and
Public

2 0 1 3

THE BIG DRAW No National
drawing
event/
Families

14 18 2 34

Total 157 87 36 280



3) Research Methods
Participant type Method Reasoning Disadvantage Measures taken to

manage disadvantages

Visitors Face to Face
Survey

Assumed better
response rate vs
off -site surveys

Researcher led
interviews to
avoid cross
contamination of
pens/forms

Researcher Bias

Participants may
not give honest
answers

Employed researchers
when possible

Participants are given
appropriate time to
consider answers and
prompts to be honest.

Artists and
performers

Online survey
post event

Online post
event surveys
meant
producers/resea
rchers could
spend more time
supporting
visitors on site.

Retrospective
recall has been
proven to be
unreliable in
some situations

Surveys sent out in a
timely manner to avoid
affected recall.

Local
organisations
and general
public

Online Survey to
measure
Awareness

Online survey
saves time and
resources.

Will reach
people who are
not onsite

Online platform
limits diverse
responses

No adequate time to
mitigate disadvantage

Stewards/
Researchers

Anonymous
online survey

Online surveys
save time and
resources.

Anonymity to
increase
honesty.

Retrospective
recall has been
proven to be
unreliable in
some situations

Surveys sent out in a
timely manner to avoid
affected recall.



Producers Self Reported
Radar Chart

Producers can
review skills that
are important to
them.

Bias //



The methods to capture evaluation from the visitors to the site and events were face to face surveys. Each
producer made a separate evaluation sheet and on review this should have been uniform in order to produce
clear statistics. See Fig 1, 2 and 3 for examples of the surveys given to visitors.

(Fig 1)



(Fig 2)



(Fig 3)



4) Audience Feedback
The following section explains the feedback that was received after having events at the site during June -
October. We had a total of 280 visitors to the site during our event programme, this was a mix of workshop
leaders, performance artists and event audiences/participants. We managed to survey 46% of the 244 audience
participants regarding their experience of the event they attended and whether or not they had visited before. We
also conducted a wider survey within the local area to capture whether having events raised general awareness
of the space.

4.1) The Findings

(Fig 1)

The above chart (Fig 1) shows that 63.2% of the event participants that we surveyed stated that their first visit to
the site was because of one of the programmed events. Furthermore we found that only 2.94% wouldn’t visit the
space again for a different event, leaving 97% stating that they would come to the space again.

64.3% of visitors were over 18 whilst 36% were under 18 - this proportionally reflects our programme with 7
events targeted to over 18’s, and 6 events targeted to families. We decided to focus the programme on over 18’s
who don’t necessarily have an initial interest in visiting the site because of its historical significance, as the site
was getting regular school visits from school age children.



We found that the Covid-19 pandemic had a significant impact on the planning of the programme, the outreach
of the programme and the take up of events. There were numerous government mandated lockdowns and
restrictions that impacted the viability of a career within the arts sector, especially impacting performance artist
and community workshop leaders. When approached, artists and workshops leaders felt uneasy about holding
events due to lack of rehearsal or general lack of confidence. The public had lost confidence in going to events,
even if they were outdoor and were compliant with the government guidelines. We scheduled events made for
those who live with dementia, later in the year to give adequate time between shielding restrictions being lifted
and life becoming a bit more ‘normal’ but unfortunately take up was still very low of these events.

4.2) Events in a snapshot

A quick view of some of the types of events we programmed (some events fit into more than one ‘genre’)

5 Wellbeing events

7 Performances

3 Visual Arts Workshops

1 Nationally recognised events (THE BIG DRAW)



‘Really good’ ‘Unusual and Fun’ ‘Intimate’
Extracts from audiences of Dorset Youth Theatre Performance

‘Calm and beautiful’
Extract from audience member of ‘Apothecary : The Talking Cure’ spoken word evening.



‘Consistent programme of art events helps keep dorset vibrant’

‘’I’ve been visiting Dorset for 5 years and never knew about this place’
Extracts from audience members  of ‘Inside, Outside Rah, Rah, Rah’ (a performance and book reading)

‘We didn't know about this place before (the event), We will be returning if there
are more of these events’

Extract from audience members comments of ‘Gobbledeegook Theatre’s CLOUDSCAPES’



4.3) Further Research

We posted an online survey on local social media groups and to organisations that we felt could benefit the
space in the future, the aim being to gather information about the awareness of The Roman Town House. We
only got 36 respondents to this survey and in retrospect this data gathering was left too late in the timeline to
show a true representation of the awareness held about the site.

28% of all of the respondents hadn’t heard of the events programme, which is reflected by the issues we had
with our marketing (more information in chapter 8). Of the 36 respondents 72.2% had been to or heard of the site
65.3% of those had heard or been to the site due to initiatives from the producers and the partners.

We hired 3 trainee assistants during the events to help collect data and support in stewarding events. We found
that none of them had heard of or visited the space before. 100% of them reported an increase in knowledge of
their local space and confidence in working with the public. With 1 trainee using their experience to gain further
employment. 66.7% reported they would  be interested in a career in heritage after their experience at the site.
Unfortunately we didn’t capture data before events to properly assess their perceived increase in confidence or
knowledge.

5) Artist/ Performer Feedback
All together we introduced 36 new artists and workshop leaders to RTH, along with 9 large local organisations
and businesses whom we introduced to the space verbally. We sent out surveys to the theatre companies, artists
and workshop leaders who held an event at the space and received 8 responses (reflective of 15 people) to our
survey. See more in depth discoveries in chapter 7. Unexpected Outcomes



5.1) The Findings

(Fig 2)

(Fig 3)

The above charts (Fig 2 and 3) suggest that the programmed events increased a desire to use The Roman Town
House as a space to hold meaningful events in the future. 100% of respondents stated that having a producer on
site was helpful and made them more likely to book the space.

5.2) Comments

Artists and Workshop leaders gave us a good amount of balanced feedback about the space being used to hold
events in the future and also the process of booking the space. In our survey and anecdotally it was found that
there were worries about the capacity of the space (decreased significantly due to government guidelines) and
the feasibility of an equitable and viable monetary return if the space was booked and paid (est £150 per day) for



by artist/workshop leaders. Other comments that were received  suggested that the signage to the site was
unclear and confusing and that the lack of basic utilities and shelter were a major drawback in considering
booking the space in the future.

However, the survey also found that there were more positive comments about the space revealing that Artists/
workshop leaders found the site had ‘ Lovely surroundings, wonderful history, great layout.’ and it was ‘a lovely
space to perform in, somewhere different, even though it was outside it felt intimate’ . Others commented on how
they appreciated the historical context and found it an interesting space to create for.

6) Producers Learning
The producers used Radar Grafts to rate their perceived confidence in their skills as producers between 1 to 10
(1 being no perceived confidence in skills and 10 being high perceived confidence in skills) before the event
programme and after. The producers looked at areas such as Duty management, Event planning, Artist liaison,
Understanding of technical requirements (capacity, electricity access etc), Working in an heritage space,
Partnership Work and Evaluation. The Producers took it upon themselves to create these grafts and were not
subject to progress reviews.

Please refer to (Fig 4) and (Fig 5) to see that a significant increase in confidence was found after engaging in this
project as self reported by Georgina Bolt.

(Fig 4) November 2020



(Fig 5) November 2021

Please refer to (Fig 6) and (Fig 7) to see improvements and growth of confidence through producing the project
as self reported by Megan Dunford. NB. Megan joined in April 21 so has a shorter time to measure growth over.

(Fig 6) April 21



(Fig 7) November 2021

7. Unexpected Outcomes

Building Audiences
Through the Activities and Performance programme and whilst working with all partners and artists some
unexpected outcomes emerged that we feel are relevant and worth citing within the evaluation process.

The refurbishment of the site and increased activity in the space, both in terms of the Archaeological tours but
also the marketing and delivery of performance and workshops meant there was an increased awareness to the
use of it and therefore to the public’s ability to be able to access it. Both as a site of significant historical context
but also as a calm and beautiful setting for local residents and visitors to enjoy whilst in the county town.

An example of this was not only the increased footfall we have seen whilst on site but new ways the site was
being used to bring it’s awareness to people in Dorset and beyond.

In September 2021, Megan the co-producer was on site with an Artist supporting the delivery of a session, when
a chance encounter with a local Baptist Minister, Rev James East and his colleague made use aware that The
Roman Town House site was being used as location and setting for them to be able to communicate with their
parishioners.

“ We use this site as a wonderful outdoor setting to film our talks that are shared across our YouTube channel to
our parishioners. It became a really important part of bringing the outdoors to people during lockdown”

They also invited Megan to be a guest on their YouTube channel and are in the process of editing the interview
they conducted on site with her to share news and improvements to the site.

https://www.youtube.com/watch?v=rexWE7Y0qkY&list=PLV9IAzOparudyALSQf-TN-ShxZkffpsKr&index=1


Making new links with existing organisations and their networks has allowed us to build new audiences,
increasing it’s visibility in other ways.

Artist Development

We have actively aimed through the creative programme to connect new and emerging artists and creatives with
the site. This we feel has meant they have brought different people to workshops, through their networks to visit
it but also that we are offering new opportunities for artists to test ideas using the potential of this space.

We continued and developed a relationship that was established in 2020 between The Arts Development
Company and a newly commissioned artist. This Artist was then offered the opportunity to expand their reach
and run a workshop and story telling of their newly commissioned book.

Seeing the benefit of supporting emerging artists to work with the space and audiences we were building we
decided to programme reactively and use The Big Draw event as an opportunity for artists to design and test
new ideas out.

Many artists cited that their networks and audiences grew as a result of performing in the space. Bringing new
artists to the space also encouraged their loyal audiences to visit too and introduced new people to the site.

“We felt really supported as artists working with the team and had some brilliant interactions with audiences
throughout the day, which for us is what it's all about. We are so lucky to perform in some amazing places and
this was one of them!”

Our feedback shows us that 100% of them said they found it helpful to have a producer as a main point of
contact.

“ Meg was really supportive, informative, and encouraging and gave me the opportunity to try out a new
workshop which I really appreciate”

“Georgina was my contact and she was incredibly helpful, engaged and positive throughout.”

Artist Feedback

Supporting Future Producers and Creatives

The funding gave us the opportunity to support emerging and aspiring young people who wanted and needed
more experience in Duty Management or Event support. We offered paid work to three people aged under 30 to
assistant duty manage events and help with supporting the artists and their needs, surveying and engaging the
public and supporting the producers where necessary.



Not only did all three of them gain confidence, learn new things and support the RTH site again,  2 out of 3 would
now consider a career in heritage and culture as a result of their experience.

Feedback Survey Findings:

Do you feel like the experience affected your confidence and well being in any way?
(3 responses)

> Yes! I feel more confident interacting with children.
> Yes confidence when approaching the public.
> Yes, I felt comfortable talking to artists and the public, and left feeling more confident in my abilities to
approach people.



Outdoor Spaces

An anomaly and rather unusual outcome is that during a particular spell of bad weather workshop participants
continued with a planned activity, and although one participant decided to finish early all others stayed and
continued with the activity.

Whilst sheltered provision could lead to more hires or bookings out of the summer season, the willingness of the
participants on this occasion could show that more adventurous programming at this outdoor site may work in
the future.

8. Challenges and Recommendations
COVID-19
Staff absence
The continued presence of the virus at a local and national level meant there were staff team absences
throughout the project. Those absences relating to key team members at the partnership organisations meant
that decisions were reached a little later than planned and it slowed the communication process down. Whilst
this was an inconvenience, this was happening at a national level so partners and artists were understanding of
the situation.

Planning of events
Due to the impact of covid as described above were had to significantly reduce the live programme of events, to
not only be more conscious of the capacity to get things done to time, but to be mindful of the size of audiences
we could legally hold on the site. This meant instead of larger performances using the whole seating area and
surround, we adapted for smaller events that could have more of an impact for the audience members.



MARKETING

Time
The need for support with marketing and marketing strategy in hindsight could have been identified and built into
the project from the start, as there wasn’t allocated time to include this within the emerging producers roles or to
carefully market the events in a beneficial or meaningful way or reach new audiences.

We relied on conversations with individuals and local groups as well as the support of existing audiences
through The Arts Development Company’s and Dorset Museum (DM) Social media channels, as well as footfall
to the DM website and in the building. As outlined in 4.3 above we identified at the end of the process limited
people were aware of the space so we have added this in as a recommendation going forward.

Effects of COVID-19
Due to the problems already addressed above in relation to covid and the varying availability and willingness to
interact with the public of artists and some of the companies we had far less lead in time that we would have
ideally liked if producing the space in more normal circumstances. This naturally had a knock on effect and
meant that marketing felt rushed and was not able to be done as thoroughly as all the partners would have liked.
There wasn’t anything anyone could have done in these circumstances but it’s useful to note this going forward.

It was much more difficult to confirm places for workshops or shows for participants who were more vulnerable or
already knowingly, harder to reach. Some of these demographics have been affected more greatly by the
pandemic than others. Anecdotally speaking to other Arts or Cultural organisations in Dorset and beyond
showed this was a far reaching and a universal challenge.

Cross Promotion and Signage

Dorset Museum and ADC both supported the marketing of all shows but due to this being a multi-use site some
opportunities were missed to cross-promote

“ A participant said that he booked a ticket for the tour of the Roman Townhouse that day but wasn't told about
the drawing event. They joined in as they were meeting the other half of their family at the end of the tour.”

Feedback from Artist

The issue of signage was raised on several occasions by the public and visiting artists as needing improvement,
with all partners agreeing this would not only bring in more visitors to the site but encourage those at other
venues to try new places or highlight the breadth of what Dorchester has to offer visitors in terms of cultural and
historical venues.

FACILITIES

Use of toilets is problematic as the toilets belong to Dorset Council and are not in use between Monday - Friday,
9am - 5pm and are charged to those requiring use of them at other times. 50% of the visiting artists said that
Toilets and lack of access to refreshments presented a problem for them and their audiences and they would
hesitate to use the site again unless this could be improved.



We have built this clearly into the tech spec but taking this into consideration in the future may offer a greater
range of interested hirers and artistic companies wanting to use the site.

COMMUNICATIONS

As there was only one set of keys throughout the project, then handling of these led to an increase in
communications and on a few occasions confusion as to who was designated to collect them, and therefore lack
of availability of some of the resources (tables) for artists.

Whilst emails are easy to use and all partners are familiar the details can sometimes get lost.  The introduction of
Trello provided a very useful way to keep and store all information, calendar management and changes in one
place, however not all partners regularly checked or used the software and some thought it was clunky.

The introduction of regular partner meetings started to help to iron out some of this cross over or double booking
of dates. See recommendations about this.



9. Final Producer Recommendations

Working on this project has given us as producers the experience to:
- Support the development of young people to grow their skills, confidence and networks
- Programme new artists, who have gained new audiences and were able to test new creative ideas
- Understand how to support and work with larger partners across cultural venues and with varying remits

We have the following recommendations for those partners going forward:

- Prioritise regular Guidance and Training sessions on how best to support Producers, Artistic facilitators
and audience members with additional or access needs, or those using the site whose requirements may
be very different to organisations or groups you are more experienced or familiar in working with.

- Build in Marketing Capacity and Resources to allow for events to be promoted earlier and to a wider
reach of people in more creative and inclusive ways.

- Diarise regular Communication and Skill share meetings to ensure all partners are happy with processes
and logistics. Trello was a useful introduction but a training session on how to maximise its function would
give those who require it more confidence.

- Be ambitious with a better use of the facilities and RTH site. It’s a wonderful resource for the public and
external public hires. Further consultation about the possibilities of the site and how to maximise access
for new audience could lead to pioneering and purposeful creative use which has the potential to benefit
all partners and the people of Dorchester and beyond.


