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Background 

 

Harrow Arts Centre is a small-mid scale venue in North London. We present theatre, dance, 

music, comedy, film and visual arts in our two performance spaces and gallery, with a year 

round programme of participatory events and workshops.  

 

Historically the arts centre has not engaged well with young people outside of school. To 

change this, we took part in A Night Less Ordinary in 2010 and in 2011 launched a new 

programme of participatory projects led by young people working with our Participation 

Programmer. One group of young people have taken our A Night Less Ordinary scheme and 

developed it into The Guestlist, our new membership scheme for young people aged 13-25. 

 

Objectives 

 

The Guestlist aims to connect young people aged 13-25 with the best of arts and culture. It 

is free to sign up and offers: 

 

• Discounted tickets to all HAC events 

• Discounted rehearsal space at HAC 

• Discounts and offers from other local and national organisations offering something 

of interest to young people 

• Giveaways and competitions 

• Free ‘behind the scenes’ workshops with visiting professionals  

• Free post show talks, workshops and special meet ups/social events 

• Information on local activities & what’s going on for young people 

• Training programme for young people to lead their own workshops and projects 

with us 

• Opportunities to showcase your own performances or art work 

• Recommend a friend offer, for helping us sign others up! 

 

The whole scheme is managed by the Creative Directors, a group of young people who lead 

and decide what the scheme should offer. 

 

Target audience 

 

Young people aged 13-25. 

 

Process 

 

The initial ideas for the scheme came from our participation in A Night Less Ordinary from 

2009 – 2011. The idea of a membership scheme for young people, called The Guestlist, was 

taken by the Participation Programmer and a group of young people who were taking part 

in projects at HAC, doing work experience with us or who were our young producers at the 

beginning of 2012. During the summer term and holidays in 2012, the group developed the 

scheme, created a brand and a launch event, and designed what the scheme would offer. 

We launched it for people to join on the 8th September 2012. 

 



Outcomes 

 

The scheme has been very fast growing; The Guestlist had over 300 members in its first 

three weeks! 

 

As a result of the project, HAC has: 

 

• A better offer for young people to get involved with us as an organisation and to 

help shape our programme 

• More opportunities for young people to take part in the arts 

• A broad base of young people we can communicate and consult with 

 

The scheme has only been running for 4 months, so we don’t have enough data yet to 

compare ticket sales and uptake of the offers over time, but we do know young people are 

taking up The Guestlist offers, particularly for comedy and music events.   

 

Key points for effective practice 

 

The scheme has been successful because of the involvement of young people. Our scheme 

involves a lot more than just discounted tickets, and that’s because there’s a lot more to 

having an arts centre that’s attractive to young people than just the price, although that is 

important of course! It’s been important to us to let young people get really involved and 

make the decisions about the scheme. It’s also really important to get out there to events – 

freshers’ fairs and school assemblies have helped up keep our membership high – get a 

team together to help you! 

 

The start-up costs of the scheme were funded by John Lyon’s Charity. We paid for 

membership cards, some print marketing and for some specialist, visiting workshop leaders.  

Our scheme has relied a lot on face to face work – getting out there and meeting people is 

how we’ve recruited our members, and what’s made it popular is the opportunity to get 

involved and do things, take part in workshops, lead events. You need to really want to get 

young people involved and be prepared for lots of time spent working with people face to 

face. 

 

Conclusion 

 

Our scheme has definitely been most successful because of the high involvement of young 

people. 

 

www.facebook.com/hacguestlist 

www.twitter.com/HACGuestlist 

 


