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“Why would you bring a baby to an 
art gallery?” a man asked me as I 
pushed my pram around an Annie 
Leibovitz exhibition at the National 
Portrait Gallery. Admittedly this was 
in 2008 and times have changed. 
I now know pushing a pram with 
a baby is far easier than getting 
teenagers engaged in any cultural 
experience.

This issue of JAM welcomes families 
with open arms and explores how 
the arts, cultural and heritage sector 
can improve their offer for families. 
Jenny Daly shares the key learnings 
and best practice that the Family 
Arts Campaign has learnt since its 
launch in 2012. 

Debbie Richards from Baker 
Richards considers the key 
principles that underpin a successful 
pricing strategy, which are as 
applicable to families as anyone else. 
Z-arts, a multi-art form venue based 
in Hulme, Manchester, has gone 

...and the seconds and the 24 frames 
in that second. When you look at it 
that way, you have a lot of time to fill.

My route to the AMA is one that I’d 
never have predicted. My mother 
works at a school, my father the 
building industry and my brother 
puts satellites in space (genuinely). 
Then there’s me who went to 
the pictures and fell in love with 
animated films.

I battled my way through sub-par 
schooling to study Animation at 
Staffordshire University. The most 
important thing I learnt from my 
degree is teamwork, as no film is 
made by a single person. If it is, they 
are either lying or its rubbish.

Prior to my role at the AMA, I 
worked at a garden centre, where 
two thirds of my year was spent 

from strength to strength since it 
increased its focus on working with 
children and families. Laura Stevens 
explains how this shift in direction 
has been achieved. 

Catherine Hodgson gives an insight 
into the three-year building of 
Durham Cathedral in LEGO, which 
has not only been a successful 
fundraising campaign but has also 
proved a big hit with families.

JAM spoke to one of the undercover 
families involved in the judging of 
this year’s Kids in Museums’ Family 
Friendly Museum Award to find out 
more about the winner, York Art 
Gallery. 

As the Panto season fast 
approaches, PatronBase provides 
a comprehensive guide on how 
ticketing systems can help seasonal 
sales go smoothly all year round.  
We count the minutes and seconds 
in Spotlight with Jamie Bowen, 

Creative Assistant at the AMA, and 
Nina Simon invites you to join her 
at the AMA’s online book club to 
explore the themes of her book The 
Art of Relevance. 

Jacqueline Haxton 
Senior Programme Officer  
and JAM editor
AMA

jacqueline@a-m-a.co.uk
a-m-a.co.uk
@amadigital

watering plants and the other being 
covered in glitter. I’ve somehow 
managed to keep my joy of 
Christmas.  

I was fortunately saved from the 
glitter by a friend who forwarded 
me an advert for a job at the 
AMA. With my ambition set upon 
moving to London, I’d overlooked 
Cambridge as it was in my own 
backyard. The role included design 
and animation so it was perfect.

Although my dream of working in 
the animated film industry has been 
put on hold, I thoroughly enjoy the 
challenge that the AMA provides. 
I’m learning more about the print 
side of design as well as utilising my 
filming knowledge and expertise.

With what time I have to myself I 
play the guitar, do photography 

and have recently taken up running. 
I always seem to be busy but live 
by this mantra: take care of the 
important things while keeping 
room for a couple of beers with 
mates. 

Jamie Bowen
Creative Assistant
AMA

jamie@a-m-a.co.uk
a-m-a.co.uk
@amadigital
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The Family Arts Campaign was established in 2012 with Arts Council England’s 
support to help connect more families with arts and culture across the UK. 
Campaign Manager Jenny Daly shares key learnings and best practice that the 
Campaign has learned over the past four years.

So why do families matter? Last 
year our evaluation1 of the first 
three years of the Campaign was 
published and of participating 
organisations surveyed: 61% 
reported an increase in artistic work 
targeted at families; 33% reported 
an increase in earned income from 
family audiences and 59% reported 
an increase in average attendance/
participation overall.
 
This tells us unequivocally that family 
work is not just a feel-good add-
on. Prioritising families contributes 
significantly to the organisation’s 
bottom-line while getting to the 
heart of diverse and inclusive 
provision. Work with families is cited 
as central to arts organisations’ 
aspirations to provide public value 
or fulfil their charitable mission, but 
many also recognise that getting 
their family offer right makes clear 
business sense. 
 
It’s also become apparent that 
motivations are less about 
galvanising the audience of the 
future than dealing with the 
audience of now. There’s immediate 
opportunity to engage today’s 
different generations to experience 
culture side-by-side — an end in 
itself, not a means to an end. 

 

Defining family 
We continue to challenge 
misconceptions around the shape 
of the family — it is not just about 
children, or parents and children. 
Family encompasses every 
possible configuration of different 
generations experiencing culture 
together — teens, early years, carers, 
parents, older people. Making your 
offer appealing and accessible 
to different generations without 
making assumptions that may 
alienate some families is crucial. 

Making your offer 
appealing and accessible 
to different generations 
without making 
assumptions that may 
alienate some families is 
crucial.
 
We’re not calling for seismic 
organisational shifts in providing 
well for families. Indeed, we’ve 
learned that it’s often the simple 
things that decide whether or 
not families will attend: is there 
parking space nearby? Are 
events programmed at practical 
times of the day? Is pricing and 
age suitability of events clearly 
signalled? Is it easy for families to 
find out about what’s on offer…? 

Our Standards2 codify ideal practice 
for arts organisations to assess 
how well they’re doing and reflect 
on where improvements can be 
made. Our evidence shows that this 
quality assurance mark is valued by 
families, with a strong correlation 
between organisations promoting 
the Standards and an increase in 
family visitors.  
 
In terms of artistic quality, 
unhelpful perceptions still abound 
that hinder the development 
and commissioning of work for 
families. Impressions that family 
work represents a compromise in 
quality— that it’s safe, unchallenging, 
dumbed-down — where we have 
often found the opposite to be 
the case. Great family work, as 
demonstrated not least by winners 
of our Family Arts Festival Awards3, 
is increasingly challenging and 
inspiring, striking a chord with 
young and old alike. 
 
The issue of price is important and 
we absolutely endorse the case for 
affordable provision for all. However, 
family offerings needn’t always be 
cheap or free. Our work on Pricing 
Family Events4 with Baker Richards 
calls for arts organisations to “create 
and communicate value” to families 
before even thinking about setting 
prices. 
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Key learnings
 

 — Collaboration is key 
The Family Arts Campaign 
straddles umbrella bodies 
across the arts sector and the 
UK. We’ve seen the erosion 
of unnecessary divisions, with 
proof that the same strategies 
to engage families can work 
for different art forms and 
demographics. Most importantly, 
the creation of a unified voice 
across the sector to advocate 
for families has been a game 
changer. The collaborative 
approach functions extremely  
effectively at regional level, 
where our Family Arts Networks5 
provide a joined-up approach 
to growing their local family 
audiences. 

 — Organisational buy-in 
We also see that more is 
achieved and sustained with an 
integrated approach to family 
work within organisations. 
Families are moving up 
the agenda and achieving 
whole-organisational buy-
in, as opposed to remaining 
the sole responsibility of the 
education team or the marketing 
department. A great family 
offer involves many different 
departments in the organisation 
working together, with priorities 
set and supported from the top.  

 — Innovation 
We’re also celebrating increased 
openness to innovation— many 
arts organisations report trying 
something new as a result of 
engaging with the Family Arts 
Campaign and making changes 
to their approach in welcoming 
families. These changes are 
reflected through programming, 
pricing and marketing strategies, 
venue presentation and use of 
space, introduction of relaxed 
performances as well as sparking 

new collaborations in the sector 
and in their communities.  

 — Be consistent 
What’s also crucial is continuity 
and consistency. Families 
aren’t just for Christmas — 
there’s a demand and need 
for programming throughout 
the year. We know that getting 
families through the door can be 
a hurdle, but sustaining family 
visits is often more manageable 
than starting from scratch 
every year to re-engage these 
audiences.  

 — Clarity on content 
Remember, families don’t 
always appreciate surprises — 
clarity on content is key. Our 
Content Guidance resource6 
commissioned from Staffordshire 
University offers practical 
guidance on content. It helps 
organisations to think about how 
they frame their offer, reassuring 
families about what to expect 
in attending arts events and 
signifying suitability to help them 
make the right choices. 

 
What is the future?
 
There is greater opportunity for 
families to articulate their own 
needs. We are very interested 
in supporting a family voice that 
represents the priorities of a diverse 
range of families and we’ll continue 
to work with our partners the Family 
and Childcare Trust to achieve this. 

This means engaging older 
generations within the 
family context
Now we’re in no doubt about the 
level of demand, there is certainly a 
need for better provision to promote 
family activities taking place 
throughout the year. 
We’re also turning our attention to 

engaging the full spectrum of the 
family audience and doing more to 
halt the drop-off in arts engagement 
in older age. This means engaging 
older generations within the family 
context — not only in health and 
social care environments, but using 
culture to provide opportunities to 
help build stronger bonds between 
generations.  
 
There is also a need to make high 
quality work for families more visible 
and accessible to those seeking 
to programme it. Development, 
brokerage and mobility of artistic 
work designed for families is a 
priority — including supporting 
touring of family work from outside 
of the UK. 

Jenny Daly
Campaign Manager
Family Arts Campaign

jenny.daly@thealbany.org.uk
familyarts.co.uk
@familyarts1
familyartsfestival.com
@FamilyArtFest

References

1. Family Audiences: What Have We Learned? — Family Arts Campaign evaluation report, Catherine Rose’s Office, 2015:  
familyarts.co.uk/wp-content/uploads/2016/08/Family-Art-Campaign-Evaluation-2012-15.pdf  

2. familyarts.co.uk/wp-content/uploads/2013/08/Family-Arts-Standards-2014.pdf  

3. familyartsfestival.com/awards 

4. Pricing Family Events: Guidance for Arts Organisations —Baker Richards for the Family Arts Campaign, 2015: 
familyarts.co.uk/resources/toolkits/pricing-family-events 

5. familyarts.co.uk/networks 

6. Content Guidance Communication for Family Arts Events — Creative Communities Unit, Staffordshire University, 2013: 
familyarts.co.uk/wp-content/uploads/2015/03/Content-Guidance.pdf

The Family Arts Campaign works via a consortium of representative bodies consisting of:

Family Arts Campaign 

The Family Arts Campaign is 
supported by Arts Council England 
and the AMA joins 10 partner 
organisations spanning the cultural 
sector.

The Campaign focuses on three 
main areas of work: 

 — Increasing the amount and 
range of high-quality content 
available to families. 

 — Increasing the quality of 
experience. 

 — Improving marketing to families. 

The AMA are new partners of the Family Arts Campaign, the UK’s largest initiative 
to connect families with arts and culture. 

Get involved
 
Get involved in the national Get 
Creative Family Arts Festival:
familyartsfestival.com
 
Sign your organisation up to the 
Family Arts Standards to show your 
commitment to welcoming families:
familyarts.co.uk/ 
family-arts-standards 

Join your local Family Arts Network 
familyarts.co.uk/networks

Sign-up to the Family Arts 
Campaign’s e-newsletter:
familyarts.co.uk 

Family Arts Conference 2017
 
Wednesday 15 March 2017, 
St George’s Bristol.

A major cross-art form event 
exploring age, diversity and 
inclusion in family arts.

familyarts.co.uk/conference
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line with an organisation’s objectives, 
for example lower prices for booking 
in advance.  
 
Should you decide that discounting 
is appropriate, it is important to 
structure your discounts in ways 
that are not discriminatory. Kids 
in Museums found that families 
preferred flexible offers to the 
traditional 2+2 family ticket, which 
alienates single parent families and 
doesn’t recognise that families 
come in all shapes and sizes.  There 
are a number of different ways 
to structure these flexible offers 
depending on what you want to 
achieve. If it is simply a question 
of increasing party size, then 
something like the MAC Belfast’s 
Four or More Saver, which removes 
stipulations about age, can work 
well. Equally, if an organisation 
is actively trying to attract inter-
generational attendances it may 
set a lower party size threshold but 
choose to make stipulations about 
age.
 
Minor Entertainment 
(minorentertainment.com) make 
family theatre events in unique 
spaces and is one example of an 
organisation that chooses not to 
offer discounts for either families 
or children (young babies do 
receive a discount) but instead 
focuses on maximising value. The 
company recognises that, for 
parents, value lies in sharing a 
formative experience with their child 
or children, creating a memorable 

day together as a family. As these 
memories depend on the whole 
experience being a positive one, 
the company carefully curates the 
customer experience from the start 
(the anticipation stage, before the 
event itself, from when they first 
arrive on the website) to the finish. 
Emphasis is placed on making the 
visit easy. Everything is really family-
friendly, from welcoming staff to 
ample buggy parking, to putting 
toddler steps in the bathrooms2. 

Offering a range of prices 
can also help to ensure 
that some accessible 
prices can be offered for 
those where disposable 
income means price 
would otherwise be a 
barrier. 
It is important to remember that 
your pricing and discounting 
strategy should be seen not just 
through a financial lens but also 
from the perspective of your 
organisation’s positioning. Pricing 
for families should sit within this 
framework.  If families are a key 
target audience then make sure 
you communicate that effectively, 

Audience at Minor Entertainment’s In The Night Garden Live. Image courtesy of Minor Entertainment © Minor Entertainment Ltd

whether you choose to do so 
through your pricing/discounting 
or by creating and communicating 
relevant value.  Ask yourself, what 
does your pricing say to your 
current and potential customers 
about your organisation and who it 
wants to attract?  
 
Finally, remember to review your 
pricing and discounting strategy 
regularly.  This is essential to keep 
your pricing aligned with your 
organisation’s objectives and to 
ensure you are optimising the 
all-important balance between 
maximising volume of attendances 
and maximising income. 
 
Debbie Richards
Director 
Baker Richards

debbie.richards@baker-richards.com
baker-richards.com
@BakerRichards

Key takeaways 

 —Understand the value families 
are seeking, then consider 
how you will create and 
communicate value — before 
you think about pricing. 

 —Offer a range of different 
prices. 

 —Check your discount 
structures are not 
unintentionally discriminatory. 

 —Consider the messages that 
your prices / discounts are 
sending to the outside world. 

 —Remember to review your 
prices regularly.

Do arts, heritage and cultural organisations need to approach pricing differently 
when it comes to families? Debbie Richards of Baker Richards explains why the 
answer is no and yes… 

There are a number of key principles 
that underpin a successful pricing 
strategy and these are as applicable 
to families as anyone else.  

Firstly, pricing for families is still 
all about value. Whether someone 
is willing to pay £20 for a ticket or 
admission depends on whether they 
think that experience is worth £20. 
A customer’s ability to pay will be 
affected by their level of disposable 
income, but more importantly 
their willingness to pay depends 
on the value they see in what’s 
being offered. The same person will 
have different willingness to pay 
on different occasions. Therefore, 
before thinking about prices, we 
need to consider how we can create 
value that is relevant, in this case for 
families. The more relevant the value 
offered to someone is, the more 
likely they are to purchase, provided 
that value is communicated well.  
 
Price doesn’t usually enter the 
picture until someone has already 
made an initial decision that an 
offer is relevant and of interest. It 
is essential to then offer a range of 
different prices to meet different 
perceptions of value. There are 
many different ways to justify these 
differences in price, but the means 
by which you choose to vary prices 
should reflect differences in the 
value as customers’ perceive it. For 
example, families may perceive 
more value and thus be willing to 
pay more to attend on a Saturday 
afternoon than on a Thursday 

evening or for a seat nearer the 
stage rather than at the back of 
an auditorium. Offering a range 
of prices can also help to ensure 
that some accessible prices can be 
offered for those where disposable 
income means price would 
otherwise be a barrier.  

The more relevant the 
value offered to someone 
is, the more likely they are 
to purchase, provided that 
value is communicated 
well.  

However, while the fundamental 
principles of pricing remain the 
same, there are some differences. 
When thinking about pricing for 
families, particular consideration 
needs to be given to the impact 
of a larger party size (the number 
of people attending) on total cost.  
Research undertaken by Kids in 
Museums1 and wider social context 
(discounted rail fares, kids’ meals) 
also indicates that many individuals 
have an expectation that a discount 
will be offered for children. This does 
not mean that offering a discount is 
necessarily appropriate in all cases — 
it depends on what an organisation 
wants to achieve. Discounting 
can be used as a means of 
communicating that an organisation 
wishes to attract a particular 
audience, such as young people, or 
to encourage particular behaviour in 

feature

References

1. Family Ticket Watch, Kids in Museums, 2010: 
keepandshare.com/doc/5570370/family-ticket-watch-report-pdf-137k?da=y 

2. Pricing Family Events: Guidance for Arts Organisations, Family Arts Campaign, 2015: 
familyarts.co.uk/resources/toolkits
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Following the rebrand in 2012, Z-arts has gone from 
strength to strength. One of the successes of the 
rebrand was to assess the organisation’s mission and 
aims, which has resulted in an increased focus on 
working with children and families. This change in 
direction has seen Z-arts’ visitor figures rise from 31,000 
in 2012 to 51,000 at end of the last financial year — a 
rise of 60% over three years. 

How has Z-arts orchestrated such a successful 
campaign? There have been many key factors in Z-arts 
rise in popularity in becoming Manchester’s dedicated 
venue for children and families. These include: our 
involvement in Big Imaginations, a region-wide group 
of 15 venues and promoters dedicated to bringing 
brilliant and affordable children’s theatre to the North 
West; putting creative learning at the heart of our offer; 
and the launch of our new family membership scheme, 
Bright Sparks. 

From grand auditoriums to rural village halls and 
everything in between, Big Imaginations’ mission is 
to spark the imaginations of children aged 0-13 years 
of age with the wonder of theatre. It has brought 
together 15 venues, including Z-arts, to make the North 
West’s children’s theatre offer bigger, better and more 
affordable. 

Family audiences in the North West have responded 
extremely positively to the theatre programme and 
since 2012 there have been shows that have included 
Emergency Story Penguin by Slung Low; a promenade 
performance that took the audience on a journey 
through frozen lands to rescue a penguin in a submarine. 
More recently many venues including Z-arts have 

seen success with schools and public performances 
of Macbeth: Blood will have Blood by China Plate 
Theatre, which entertained children aged 9+ with an 
unforgettable introduction to Shakespeare’s age old tale 
of greed and mystery.

the more members that joined the 
scheme the greater impact we saw 
on membership numbers, advance 
bookings for activities and a better 
attendance rate across all activities.

As well as Z-arts’ jam-packed theatre programme, we 
have a year-round creative learning programme for 
babies to teenagers and their families including visual 
arts, dance, drama, digital, music and much more. 
The creative learning programme at Z-arts is at the heart 
of everything we do and has been one of our greatest 
achievements with many activities now over-subscribed 
and with attendance at over 95% for all activities — 
after-school, weekend and holidays.

Z-arts believe that the magic ingredient to our success 
has been the launch of the Bright Sparks family 
membership scheme. The scheme was put in place 
to give our free creative learning programme a value 
and to show the families that came to take part, that 
although activities had no cost to them that they were a 
key component of the Z-arts offer. 

By developing a Bright Sparks brand with a logo, 
membership packs, cards, t-shirts, a website and social 
media presence, Z-arts audiences began to buy into the 

case study

Z-arts is a multi-art form venue based in Hulme, Manchester and since its rebrand 
in 2012 it has focused more on its work with children and families. Laura Stevens 
explains how this shift in direction has been achieved and the positive impact it’s 
had on the development of family audiences. 

Im
a

g
e
 c

o
u

rt
e

sy
 o

f 
K

a
ti

 P
h

o
to

g
ra

p
h

y
 ©

 K
a
ti

 P
h

o
to

g
ra

p
h

y
C

e
ll

o
 B

a
b

ie
s 

a
t 

Z
-a

rt
s



10 JAM 64 — autumn 2016 a-m-a.co.uk 11 a-m-a.co.uk 11 

Whether you work in a theatre, museum, library, or 
other arts or cultural organisation, join me to discuss 
how mission-driven organisations can use relevance to 
matter more to more people. 
 
At this online book club we’ll take my book as a starting 
point and explore further the meaning of relevance. 
Relevance isn’t about what’s hot or #trending. It’s about 
making meaningful connections with what’s inside 
people’s hearts. I’ve come across inspiring examples 
of organisations that have gone from rags to relevance 
and I’ll share some of these with you. We’ll have great 
conversation around engaging and empathising with 
your audiences’ concerns and interests so you can 
matter to them, where and how it matters to them.
 
Join me to 

 — Get a useful definition of relevance and tools for 
assessing it. 

 — Feel inspired on ways to open your doors to a 
broader range of visitors and audiences. 

 — Gain perspective on your challenges in turning 
towards community relevance. 

 — Ask questions and share your knowledge.
 
See you there,
 
Nina Simon
Executive Director
Santa Cruz Museum of Art & History

I’d love you to join me at the AMA’s 
online book club to explore the themes 
in my new book, The Art of Relevance.

Online
19 January

£50 + VAT
AMA members only
£65 + VAT
AMA members only 
plus copy of book

a-m-a.co.uk/bookclub

4.00pm — 5.30pm

book club

concept and the more members that joined the scheme 
the greater impact we saw on membership numbers, 
advance bookings for activities and a better attendance 
rate across all activities. 

Membership in the first year cost just £10 per family, 
as the financial aspect of the membership was not 
the desired outcome for the organisation. Instead we 
wanted better relationships with customers, to grow our 
audience database and to ensure that we reached our 
targets for active participants. 

Since the scheme launched in 2013 it has gone from 
0 to 952 family memberships. The scheme has grown 
alongside the member numbers; there are now four 
levels of membership: Free, Basic, Bronze Comet and 
Silver Star, all with their own unique member benefits. 
These levels and their benefits were introduced by 
discussion and consultation with the Z-arts’ friends and 
family steering group — The Sparklers. For example, 
Bronze Comets and Silver Star families can add their 
handprints that represent leaves to the Z-arts Tree, a 
real honour for children who spend much of their time 
at Z-arts, as well as discounted tickets to the Z-arts 
theatre programme.

In 2015 the brand was given a refresh and this has 
increased membership further and we are currently 
looking at how to improve the membership scheme and 
ensure that we continue to offer quality and value to our 
audiences.

All these elements have helped Z-arts to become a 
venue that families want to visit and keep returning to. 

Laura Stevens
Marketing & Audience Development Manager 
Z-arts

laura@z-arts.org 
z-arts.org
@z_mcr

Key takeaways 

 —The Bright Sparks membership scheme has 
helped to grow loyal audiences and achieve a 
cross-over of audiences to Z-arts’ year-round 
theatre programme. 

 —The Big Imaginations network of 15 venues in the 
North West has enabled affordable children’s 
theatre to reach a wider audience, including 
small venues such as libraries and village halls. 

 —Creative learning is central to Z-arts’ mission 
to inspire generations of young people to use 
creativity to maximise their potential. Placing it at 
the heart of the offer gives children access to a 
range of creative activities.

Bear Hunt Family Fun Day at Z-arts. Image courtesy of Kati Photography © Kati Photography
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July 2013 saw the beginning of an 
ambitious fundraising campaign to 
recreate Durham Cathedral in LEGO 
bricks. This exciting venture was 
designed to raise funds for Open 
Treasure, Durham Cathedral’s new 
world-class exhibition experience 
which opened in July 2016. Now 
complete, this remarkable model 
contains almost 300,000 LEGO 
bricks and is as accurate a scale 
representation of the Cathedral 
as possible, spanning 3.84m long, 
1.53m wide and 1.7m high.

Durham Cathedral in LEGO was 
constructed by visitors to Durham 
Cathedral between 11 July 2013 
and 25 July 2016, making this the 
largest-scale LEGO model to have 
been built by the general public. 
Each brick added represents a 
£1 donation in support of Open 
Treasure, and visitors placed their 
bricks on the model in person 
establishing a tangible link with 
the fundraising campaign. Durham 
Cathedral in LEGO raised over 
£300,000 for Open Treasure thanks 
to the generosity of visitors to 
Durham Cathedral.

The concept of building Durham 
Cathedral in LEGO was developed 
by the Cathedral’s Development 
team, and LEGO designers Bright 
Bricks were given the complex task 
of designing the model. With over 
1,450 modules to design this was no 

easy feat, especially since the entire 
model is constructed from standard 
LEGO bricks. Other creations by 
Bright Bricks include a gigantic 
working scale model of the Rolls 
Royce Dreamliner aero engine and 
a world record breaking 35ft high 
LEGO Christmas tree, so they were 
certainly up for the challenge. A 
team of 60 LEGO volunteers were 
recruited before the project began, 
with the help of TV architect George 
Clarke.

The first brick was laid by TV 
presenter and historian Jonathan 
Foyle on 11 July 2013 and news of 
the project spread rapidly. Visitors 
of all ages and nationalities engaged 
with the LEGO build, which proved 
especially popular with younger 
visitors to Durham Cathedral. 
Families returned again and again 
to add bricks to the LEGO model, 
while recreating Durham Cathedral 
on a smaller scale enabled children 
to engage with the real Cathedral 
without being over-awed by its 
sheer size. Special LEGO trails were 
created, with children searching for 
LEGO characters in the Cathedral 
before returning to the LEGO model 
to add their bricks, and the project 
also inspired spin-off fundraising 
ventures. Building block mugs, 
t-shirts and mini-models of Durham 
Cathedral in LEGO proved incredibly 
popular with young and old visitors 
alike.

What’s more, the fundraising project 
attracted support from schools and 
community groups, including local 
primary schools from Ludworth, 
Belmont and Kirk Merrington along 
with churches in Barnard Castle and 
Spennymoor. Securing community 
involvement from younger visitors 
was not only crucial to the success 
of the LEGO build, but also for 
safeguarding the future of Durham 
Cathedral. By engaging with 
younger audiences, it is hoped that 
the next generation will be inspired 
to continue caring for Durham 
Cathedral and help preserve this 
magnificent building for years to 
come. 

Durham Cathedral in LEGO 
reached its fundraising target of 
£300,000 while also developing 
and attracting new audiences to 
Durham Cathedral. Families are 
increasingly perceiving Durham 
Cathedral as an attractive option 
for a family day out, and the LEGO 
build also enhanced the Cathedral’s 
reputation internationally as well as 
among different target audiences. 
Visitors from 182 different countries 
placed bricks on the model, 
including people from the Cook 
Islands, Greenland, Costa Rica and 
Madagascar, representing the global 
appeal of LEGO. 

The money raised from Durham 
Cathedral in LEGO contributed 

The three-year building of Durham Cathedral in LEGO has not only been a 
successful fundraising campaign but has also proved a big hit with families.
Catherine Hodgson, Marketing Officer at Durham Cathedral, gives an insight into 
this campaign and its legacy.

towards Open Treasure, Durham 
Cathedral’s new world-class 
exhibition experience, which 
opened on 23 July 2016. Located 
at the heart of the UK’s most intact 
surviving set of medieval monastic 
buildings, Open Treasure enables 
visitors to discover 2,000 years of 
history and explore the Cathedral’s 
rich heritage and breathtaking 
collections. With interactive exhibits 
and activities for visitors of all ages, 
Open Treasure has also expanded 
the Cathedral’s visitor offer for 
families and younger visitors.

Outreach and learning projects 
associated with Open Treasure 
have also increased the Cathedral’s 
engagement with younger visitors 
and families. Young Curators, for 
instance, gives young people 
aged 11-16 hands-on experience 
of handling and interpreting 
objects, while the Cathedral’s 
Education team have developed 
new workshops and family events 
linked to the Cathedral’s collections 
and the Open Treasure exhibits. A 
mini-series of LEGO films telling 
the story of Durham Cathedral 
were produced in the lead-up to 
the opening of Open Treasure, 
encouraging families to engage with 
the story of Durham Cathedral, told 
in a fun and refreshing way.

While Open Treasure is the most 
notable legacy of Durham Cathedral 

in LEGO, the completed model 
continues to draw visitors to 
Durham Cathedral and plans are 
being made to maximise the model’s 
potential in future. The model has 
been designed so that it can be 
opened to view the interior, creating 
an invaluable educational resource, 
and the interactive and tangible 
elements of the LEGO model create 
endless possibilities for future 
engagement with visitors to Durham 
Cathedral. 

Durham Cathedral in LEGO has 
been a resounding success. In 
September 2016 the project won 
Best Charity Event of the Year at 
the Amazing Durham Awards, and 
the project has also been shortlisted 
for Most Innovative Fundraising 
Campaign at the National 
Fundraising Awards in November 
2016. Indeed, the LEGO version of 
Durham Cathedral is now almost as 
famous as the Cathedral itself, with 
news of the project being shared 
across the globe via Facebook 
and Twitter. The fact that Durham 
Cathedral in LEGO has inspired 
similar projects at Chester Cathedral, 
Exeter Cathedral and Bury St 
Edmund’s Cathedral amongst 
others demonstrates the legacy 
and enduring significance of this 
innovative fundraising campaign. 

Catherine Hodgson
Marketing Officer 
Durham Cathedral

catherine.hodgson@
durhamcathedral.co.uk
@durhamcathedral

The laying of the final LEGO brick on the Durham Cathedral model. Image courtesy of Durham Cathedral.

case study

Key takeaways 

 —Be prepared to invest time 
and resources. Durham 
Cathedral’s LEGO volunteers 
gave 27,000 hours of their 
time to keep the model open 
seven-days-a-week.  

 —Consider the longevity 
of a project as well as its 
immediate impact. Increased 
engagement can continue 
after a project has finished.  

 —Don’t be afraid to innovate 
and take risks. Durham 
Cathedral in LEGO was a 
brilliant way of attracting 
visitors of all ages and 
nationalities and continues to 
draw people to the Cathedral. 
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Kids in Museums’ Family Friendly Museum Award is the biggest museum award 
in Britain and the only one where undercover families pick the winner. JAM spoke 
to one of the undercover families involved in judging York Art Gallery, this year’s 
winner.

In a ceremony at The Charterhouse in London on 10 
October, York Art Gallery won the Kids in Museums’ 
Family Friendly Museum Award 2016. Over 70 
nominated museums had been trimmed down to a 
shortlist of ten, and these were then road-tested by 
undercover family judges against the 20 points in the 
Kids in Museums’ Manifesto.

Displays babies can touch and lick, low-level labels, 
lots of comfy chairs, a dedicated Welcome Team, a 
family-friendly café, sketch pads dotted about, and 
even an edible woodland with herbs, berries, fruit 
trees and ornamental vegetables selected not only to 
look good, but taste good. These are just some of the 
inspirational family-friendly elements that have made 
York Art Gallery winner of this year’s Family Friendly 
Museum Award. The gallery, part of York Museums 
Trust, has recently reopened after a stunning £8 million 
refurbishment, dedicated to putting families at its heart.

“This is the most important thing that’s happened to 
York Art Gallery since we reopened,” said Reyahn King, 
Chief Executive of York Museums Trust. “This award 
celebrates our welcome and what real visitors and 
families experience. That’s what we’re most proud of.”

“We have always strived to be as inclusive and family-
friendly as possible, with workshops for under 5s, school 
holiday activities and areas in each exhibition space to 
encourage playful learning. We also regularly work with 
local schools and colleges.”

York Art Gallery has over 1,000 paintings spanning five 
centuries and it aims to be a place where people of 
all ages can come together. They hold art schools for 
teenagers, pottery workshops for families and Museum 
Monkey sessions for the under-2s. 

“Our undercover family judges were particularly 
impressed at how the gallery aimed to make all ages 
feel welcome — from tiny babies to teenagers,” said Dea 
Birkett, Creative Director, Kids in Museums. “There’s no 
typical family, so museums need to include all of them, 
whatever ages, whatever sizes. York Art Gallery excels 
at this.”
 
Over 50 families took part in visiting the ten shortlisted 
museums and galleries. The undercover families ranged 
from families with babies and young children, through 

to families with teenagers and older members such as 
grandparents. Recruited through social media, local 
radio stations and word-of-mouth, each family visited 
one nominated venue and their feedback was collated 
to help decide this year’s winner. 

Katie, her partner and 11-month-old son Cole were one 
of the undercover families that visited York Art Gallery. 
Katie spoke to JAM about their experience of the 
Gallery and why it was a winner. 

How did you become an undercover family?

“We got involved through a friend who’s a volunteer 
for Kids in Museums. She messaged to say that Kids in 
Museums were looking for volunteers to visit museums 
as undercover families and we thought we’d give it a go. 
We decided to visit York Art Gallery as it was near to us.”

What was involved in being an undercover family?

“Kids in Museums contacted us by phone before we 
visited York Art Gallery and they also sent us a copy of 
their 20-point Manifesto, which my partner and I read 
separately. It gave us some indication of what to look 
out for before we went. We then read it again after 
our visit and then we had a phone call from a Kids in 
Museums volunteer a couple of weeks after our visit 
when we fed back our experience. It was all very simple 
and easy to follow.”

Is this the sort of activity that you do as a family?

“Visiting museums and galleries was something that 
my partner and I had done before Cole was born but 
it was never something we’d done as a family. It was 
something we didn’t think would’ve been applicable for 
young children but now we can see that it can. 
I don’t think I would’ve taken Cole to York Art Gallery if I 
hadn’t been involved as an undercover family; it opened 
up a whole new experience for us.”

What was Cole’s experience of York Art Gallery? 

“Cole was about nine months when we visited so there 
wasn’t too much he could do at that time. There are few 
things that you can do with a baby of that age and the 
gallery seemed to cover those activities really well.
There were lots of things that Cole enjoyed. He liked 
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It’s a familiar feeling — you’ve 
finished organising the Christmas 
light switch-on, press calls, leaflet 
handouts at various Christmas 
Fairs, countless ad placements and 
all those group bookings and last 
minute ticket offers; the Christmas 
break is beckoning and you can’t 
wait for a few days of watching TV 
and eating turkey left overs.

However, before you can finally get 
away from the “look behind you’s” 
for a while, there is often the rather 
pressing matter of next year’s Panto 
to get on sale and promote as soon 
as possible — actually, right now.

For some, this happens before they 
even know what show it will be or 
who will be starring in it, so how 
do you market a show this early 
and keep the momentum going 
until opening night the following 
year? Here are a few ideas from 
the PatronBase team on how your 
ticketing system might be able to 
help.

Upsell your Loyalty/Friends 
schemes
A number of PatronBase’s 
customers use their PatronPoints 
loyalty schemes to offer discounts/
free tickets specifically for seasonal 
shows. Families can save points 
with you throughout the year and 
redeem those against tickets, 
merchandise or refreshments at 
Christmas shows / Panto’s. Similarly, 
customers with a particular number 
of points could be sent a voucher for 
a complimentary ticket or discount, 
if they book before the end of 
January for example.

Alternatively, you could consider 
offering exclusive priority booking 
periods to your Family Friends or 
Membership schemes, to encourage 

sign up and engagement; perhaps 
even a special Family Friends Only 
matinee performance with a kids 
after-party early in the run, which 
they can book with their tickets but 
only up to a certain date.

Targeting existing bookers
By analysing your previous 
customer’s booking patterns, you 
can target those who regularly 
attend seasonal shows and 
particularly those who book early 
and then offer incentives that expire 
within a few weeks. Early bird offers 
for families and other groups can 
be configured to expire by a certain 
date and setting these as a book 
type, rather than as a discount, will 
provide you with useful data that 
can be used the same time next year.

Offer reservations / staggered 
payments
Let families and groups know that 
they can reserve for tickets way in 
advance or part pay with a deposit 
now and regular smaller payments 
later if they wish. Once the tickets 
are reserved, they are unlikely to 
cancel and go elsewhere.

Create a sense of urgency
Provide information to potential 
bookers on sell out shows and let 
them know exactly how quickly 
certain performances sold, for 
example “Thinking of booking for 
Boxing Day? Last year we had sold 
65% of tickets for this show by 31 
May and completely sold out by 
November.” Even if this year’s show 
hasn’t opened, it might be good 
to talk about the most successful 
seasonal show from the past few 
years, giving figures and quotes 
from reviews.

Highlight participation
Do you have teams of young people 

participating in this year’s show? 
Why not let the parents know when 
auditions will be for the following 
year and offer an incentive if they 
book an audition place and tickets 
at the same time?

Make it as easy as possible
When it comes to the actual 
performance, both parents and 
theatre staff don’t want to wade 
through hundreds of tickets on 
the day, so maybe encourage 
Print@Home ticketing with simple 
summary pages instead of mailing 
out lots of tickets. One of the 
PatronBase team used to previously 
work at a venue that offered stickers 
instead of tickets with the name 
of the family / group and the seat 
number, so staff could allocate 
tickets by writing the child’s name 
on the sticker — this way everyone 
knew where they were meant to be, 
at a glance.

All in all Christmas provides a 
multitude of challenges and 
opportunities, many of which 
can increase your organisation’s 
interaction with families and large 
groups and the best advice we can 
give you is to try and think like a 
parent, grandparent or carer.

Anything that makes Christmas time 
at the theatre that little bit easier 
for parents and families has to be a 
good thing. 
 
The PatronBase Team

 
enquiries@patronbase.co.uk
patronbase.com
@PatronBaseUK

As we look forward to the traditional end of year festivities, JAM sponsor 
PatronBase provide ideas on how your ticketing system can help seasonal sales 
go smoothly all year round.

the fact that there was an echo in some of the gallery 
spaces and he liked going up the lift to the upper gallery 
which was light and airy. 

When we entered each gallery space a staff member 
would approach us and would lead Cole over to the 
exhibits and sculptures that he was allowed to touch 
and encourage him to touch them. Staff would also talk 
directly to Cole, which he liked. 

In one of the galleries there was a plinth with a felt 
coating around it and on top of the plinth was a basket 
with small felt pieces in it — it was like a giant fuzzy felt 
activity. Cole could look at the colours, he could feel the 
textures and stick things to it; he really enjoyed that.” 

What was your overall impression of York Art Gallery?

“There were lots of staff to hand to help families — there 
wasn’t a space in the Gallery that didn’t have a staff 
member. And the staff were all very polite, enthusiastic 
and generous with their time — it was a very welcoming 
atmosphere.

There were lots of paper and pens around the gallery 
and things for Cole to touch. Now that Cole is older, I 
wouldn’t feel paranoid or worried about putting him 
down and roaming about in some parts of the Gallery. 
I was impressed with the overall amount of detail 
that had gone into each area. It was done well and 
sympathetically. They had managed to cover most age 
ranges. We would definitely visit York Art Gallery again.”

Would you be an undercover family again?

“We would definitely do this again. It was a really 
enjoyable and positive experience that’s opened up a 
new activity that we now know we can do as a family.”

The Family Friendly Museum Award is supported by 
Philip Mould & Company and the Association of Leading 
Visitor Attractions. To find out more about the Award 
visit kidsinmuseums.org.uk/awards 
 
Kids in Museums

getintouch@kidsinmuseums.org.uk
kidsinmuseums.org.uk
@kidsinmuseums

Key takeaways 

 —Involve your whole organisation in welcoming 
every visitor and create a comfy, safe 
environment for children, families and 
communities.  

 —Remember families come in all shapes and sizes. 
Be flexible in your activities, events and family 
tickets. Families cover all generations from 
babies in pushchairs, through to teenagers and 
grandparents.  

 —Build relationships with your family visitors and 
let them know you want to keep in touch. Involve 
them in long-term decision making and give 
them a reason to come back. Families can be 
your best advocates. 

 —Families like to be prepared so ensure your 
website and social media provide useful and up 
to date information. Make it easy for families to 
enjoy your offer.

Kids in Museums’ Manifesto 

In 2008 Kids in Museums launched its Manifesto 
compiled entirely from visitors’ comments. It’s a 
practical tool to encourage and support museums, 
galleries and historic houses around the country to 
make children, young people and family visits more 
enjoyable. 

Around 700 museums and galleries have signed 
up in support of the Manifesto, pledging to work 
towards putting its 20 points into practice. It is 
primarily used as a family audit tool for the entire 
organisation, supporting its whole approach to 
families. 

For more information and to sign up to the 
Manifesto visit:

kidsinmuseums.org.uk/manifesto

Image courtesy of York Museums Trust (York Art Gallery)

guide
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connect 
discover 

inspire

Dance Along the South Coast 
(DASC) was launched in Autumn 
2015 following conversations 
among four venues in the south; all 
presenting a range of professional 
contemporary dance in different 
styles, spaces and scales and all 
committed to creating a sustainable 
platform for both dance artists and 
audiences across the south coast.

The scheme has seen The Point 
in Eastleigh join forces with the 
Mayflower Theatre in Southampton, 
Pavilion Dance South West in 
Bournemouth and the Lighthouse 
in Poole to encourage audiences to 
explore the range of high-quality 
dance that is on offer in our region. 

Objectives
Dance Along the South Coast has 
three specific objectives:

 — To raise the profile of dance in the 
region.

 — Encourage existing audiences 
to visit new venues and see new 
work.

 — Develop new audiences for dance 
through a linked ticket incentive. 

 
The premise of the scheme is for 
each of the four venues to select 
two dance shows per season; 
offering audiences the opportunity 
to take advantage of a half-price 
ticket at selected shows at one of 
the other three venues when buying 
a full-price ticket. 

The scheme has been made possible 
not only through this exciting cross-

venue collaboration but by the generous financial support of the Mayflower 
Theatre, Southampton; allowing a shared piece of print and branding to be 
developed for the scheme.

“Dance has a power to move like no other art form and I am delighted by 
the partnership we have established with the other members of DASC 
which provides a wide access to a myriad of dance styles and companies. 
When you have a passion you are driven to want to share the experience 
and the programme of dance events that we present as a consortium 
allows our audiences to see work of such a diverse scale.” 
 

“Mayflower Theatre have been delighted to support this initiative 
financially as we believe we have a social responsibility to support other 
like-minded arts organisations and provide access to great dance.”

Michael Ockwell
Chief Executive
Mayflower Theatre 

 
Process
Following a steering group meeting with the artistic directors and 
marketing and box office representatives, a working team was put 
together with representatives from each venue. We held face-to-face 
meetings allowing us to discuss logistics before moving conversations onto 
Basecamp, a great online project management tool for multiple partners. 

Our first hurdle was how to manage sales with four different box office 
systems. We had lengthy discussions around how we’d create seating 
plans and sell for other venues and the logistics of briefing box office 
staff, developing a promotional code that could be used by audiences and 
working out a system for transferring ticket revenue between venues.

Target audiences
Through data analysis and The Audience Agency profiling, each of the 
venues were aware that their dance audience were attending other venues 
in the region. We felt by working together to actively encourage this 
migration between our four venues we could also develop loyalty and 
increase both dance attendance and the profile of the sector in the region.

Mayflower Theatre led on the production of 25,000 leaflets for a joint 
distribution campaign, reaching into each venue’s target areas across the 
South West. Each venue identified target audiences; both existing dance 
attenders and potential new audiences. Analysis for The Point’s dance 

Dance Along the South Coast is a season of high-quality contemporary dance 
programmed across four venues. AMA member Ellie Russell describes how this 
audience development initiative was conceived and the key learnings of this 
partnership scheme. 
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audience through The Audience 
Agency’s Audience Spectrum 
demonstrated a shift for our dance 
audience to be more in line with 
our regional cluster over the last 
year, with the highest two segments 
being Commuterland Culturebuffs 
and Dormitory Dependables. This 
information formed the backbone 
of our venue specific distribution 
activity and social media strategy, 
allowing us to target geographical 
areas with a high density of these 
segment groups. This was run in 
collaboration with the other venues 
to ensure we maximised penetration 
in the region without overlapping 
activity.

Outcomes
Since launching we have run Dance 
Along the South Coast across three 
seasons, Autumn 15, Spring 16 and 
currently Autumn 16. While seeing 
a fairly modest take-up in the offer, 
audiences have consistently taken 
advantage of the opportunity 
to move across all four venues; 
showing signs of a willingness to 
travel and explore the dance offer 
at other venues. One student who 
came to The Point booked shows at 
all four venues and raved about how 
exciting the scheme was.

As a working group we’ve found 
the face-to-face meetings 
invaluable, cementing solid working 
relationships that allow us to talk 
more widely about the challenges 
we face attracting audiences and 
managing busy programmes of 
work. We find that we often call on 

one another for support in other areas of our work. As the scheme evolves 
we know we will require more resources and the ever elusive time to drive 
ticket sales. This season’s offer launched with Leviathan at Pavilion Dance 
South West followed by an official industry launch event at Mayflower 
Theatre ahead of Alvin Ailey® American Dance Theater’s performance. We 
have also developed an integrated social media plan, shared via Google 
Docs that will engage all four venues and all eight companies. 

We are lucky that all partners appreciate the value of this as a long-term 
profile and audience development initiative for dance in the region and 
share the awareness that results (sadly) won’t happen overnight. We know 
that sharing our resources will allow us to spread the message to a wider 
audience and have a greater access to shared insights and knowledge 
about audience behaviour in this region for the sector. 

The dance companies we have worked with have been really excited about 
taking part in Dance Along the South Coast and have praised its innovative 
nature, with some commenting how they wish London venues would 
consider similar working models. 

We’re lucky to have such strong relationships with our neighbouring venues 
and know that only by working collaboratively can we truly grow audiences 
for dance in this region and encourage a risk-taking attitude based on 
trusting the quality of work that we all present. We all hope that our passion 
for dance will be infectious. 
 
Ellie Russell
Marketing Manager
The Point & The Berry Theatre

Eleanor.Russell@eastleigh.gov.uk
thepointeastleigh.co.uk
#DanceSouth

Left: Dance Along the South Coast brochure cover courtesy of Mayflower Theatre — cover image Revelations by Alvin Ailey® American Dance Theatre  

© Andrew Eccles. Right: Phoenix Dance Theatre, Triple Bill 2016 © Richard Moran.

supported by

Digital Marketing Day 2016 — Iterate and Innovate will explore 
the benefits of adopting agile working. As arts, culture and heritage 
organisations how are we best placed to take this approach?

A range of national and international digital experts will get us thinking 
about how iteration and testing can keep things playful, experimental and 
fresh. Speakers include:

 — Belinda Waldock 
Agile Business Coach and Trainer 
Being Agile in Business

 — Catherine Toole 
Founder & Non-executive Director 
Sticky Content

 — David Postill 
Vice President of Marketing 
Toronto Symphony Orchestra

 — Ryan Nelson 
Senior Marketing Manager – Digital 
Barbican

 — Sara Devine 
Manager of Audience Engagement and Interpretive Materials 
Brooklyn Museum

 — Owen Pringle 
Founder/Director 
Therein

Join 150+ arts, culture and heritage professionals at Digital Marketing Day 
2016 — Iterate and Innovate to discover latest thinking, share ideas and 
change the role digital plays in your organisation.

London
Kings Place
2 December

£158 + VAT
AMA members
£219 + VAT
Non-members

a-m-a.co.uk/iterate

9.30am — 5.00pm
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For more information please visit:

CRM and Ticketing Solutions
to help you build an audience your way

Venue Manager
An innovative room booking solution, packed full of features to support you 
in managing a successful venue.

QuickPOS
An elegant, touch-enabled user interface, designed for a smarter and highly 
efficient point-of-sale service.

Box Office
PatronBase Box Office is your key to patron data through sales and non-
sales channels. Shaped by our user feedback, we develop with you in mind.

Memberships & Donations
Providing an easy way to manage membership schemes and donation 
campaigns giving you the ability to easily increase revenue from your 
customer base.

CRM
PatronBase puts the patron at the centre of your organisation, providing 
integrated tools to give an all round view of their activities with you.


