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It is a reflection of current difficult times that we have been unable,
over recent months, to maintain the momentum and vision for our
Culture and Heritage sectors here in Moray.

This project has demonstrated the importance of developing our
profile and ambitions to cement Moray's position as a fascinating
place to visit. This has been driven by enthusiasm and belief that
Moray is a compelling destination to experience across a wide range
of interests.

We adopted a Place-Making approach to maximise community
engagement, ensuring that every part of N\oray was engaged in
helping to shape what is now, a challenging future. This worked very
well with impressive community interest.

On behalf of the partnership, | would like to thank everyone
involved for your contribution to a very worthwhile project and |

sincerely hope that the reports produced provide the framework to
help chart our way through the post Covid recovery.

0 (o
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This Evaluation Report has been prepared in line with guidance from the National Lottery
Heritage Fund and details the inputs, outputs, outcomes, assumptions and external factors that
impacted on delivery of the Discover Moray’s Great Places project. The Partnership
Management Group would like to take this opportunity to give thanks to all funders, stakeholders,
suppliers and participants who made delivery of the project possible.

Please note: Completion of this Evaluation Report has been affected by the global pandemic due
to Covid-19, however where possible alternative feedback methods have been used.

Community and visitor understanding of Elgin’s Heritage was greatly improved through delivery
of the HLF supported Castle to Cathedral to Cashmere Heritage Experience project and this
created an appetite and the motivation to begin to fulfil the potential for the rest of Moray.

Moray has a richly diverse heritage and cultural sector and whilst individual sites & events are very
successful, they are not well connected. We recognised the need to produce Interpretation and
Audience Development Plans that provided a cohesive, area wide approach to attract new
audiences, stimulate new thinking, demonstrate new ways of working, maximise community
engagement and start to make heritage everyone’s business. There was also a need to address
ongoing sustainability issues and to explore new ways of working.

Our initial stakeholder meeting on 31st August 2017 resulted in an application to the Great Place
Scheme and although not successful, we were encouraged to apply to the ‘Our Heritage’
programme, and were successful in securing funding for the Discover Moray’s Great Places
project.

The Discover Moray’s Great Places project was carried out over 18 months and ran from August
2018 through to November 2020. Volunteer stakeholders contributed their time, engaging in
the Partnership Management Group, the 4 working groups (Interpretation & Audience
Development, Demonstration Projects & Events, Awareness Raising & Business Support and
Income Generation & New Partnership Models) and in attending stakeholder events and activities
in person and online. Moray Council provided in kind support in the form of applying for funding,
hosting meetings, leading, managing and administering the project. The Partnership Management
Group met quarterly and each of the 4 Working Groups met at least twice.

DISCOVER MORAY’S GREAT PLACES



A total financial investment of £157,000 was pledged from funders and partners including:

National Lottery Heritage Fund £74,000
Moray LEADER £50,000
Highlands & Islands Enterprise £20,000
Forres in Bloom £5,000
Findhorn Bay Arts £4,000
Business Gateway £3,000
Moray Speyside Tourism £1,000
TOTAL £157,000

The Discover Moray’s Great Places Partnership Group would like to acknowledge and thank all

partners, funders and National Lottery players.
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Interpretive Planning & Copywriting
Bright White and Ice Cream Architecture (ICA) firstly ran community engagement activities to
gather local knowledge and input for the Interpretation, Action & Audience Development Plans.

Buke of Moray

Demonstration Projects & Activities
Findhorn Bay Arts curated and delivered a
range of events and activities based on the
Interpretation Plan that created
opportunities to learn about heritage.

Moray School of Art based at Moray College UHI worked with artists to create an exhibition
inspired by the characters on the characters.

TR
R — 5

Artist Lynda Buchan worked on the
coastal theme of ‘Rioters’

DISCOVER MORAY’S GREAT PLACES



L} A Artist Rachel Jutkova interpretation
: : of Timmer Floater theme

We used the river
We left the river

We forgot the river...

Artist Morag Smith
interpreted the lllicit Stiller
theme with a short film

Awareness Raising & Support

The Walking Theatre Company created and
delivered bespoke Heritage Tour Guide
Training

Intimation Creative designed support packs
for businesses which were used during the
training and distributed to visitor economy
sector businesses at the Moray Speyside

Tourism comcerence.

Income Generation & New Models -
Culture Radar Ltd consulted with a wide
range of potential partners and stakeholders
to inform their reports.

The following table details all of the events

and activities undertaken during the project.
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2 ¢) Total Direct and Online Community Engagement

Total Participants Activities & Events

4,760

Total Online Engagement

34,615

TOTAL Overall Engagement

39,375

2. d) Outputs — Materials Produced

Interpretive Planning and Copy Writing

Interpretation, Action & Audience Development
Plans were co-created by Bright White Ltd and . . .
the community to provide the basis of the project. abOUt Wh’Sky mak’“g In

Moray, but not the illicit

Interpretation & Action Plan
SWOT analysis

Bright White Creative including imagery and

copywriting

Community Activity by Ice Cream
Architecture (Appendix 1)

Audience Development Plan

Charts and Maps

Buke of Moray

Website www.moraysgreatplaces.com

Facebook page:

“l enjoy a dram, and knew

19

parts ofits history!

Audience testing respondent

https://www.facebook.com/moraysgreatplaces/

Demonstration Projects and Events

............................................................................... EVALUATION REPORT

Buke of Howlat Evaluation Report
(Appendix 2)

Demonstration Projects & Events Evaluation

Report by Findhorn Bay Arts (Appendix 3)

Moray's Great Places - A Response
(Appendix 4)

6 Digital Animation Films produced by young

people

(https://www.facebook.com/findhornbayarts/)
Art pieces created using inspiration from the 6
identified characters (images on project

website)
Artist audio recordings, short films &
online discussion

“I think these films will be
really great and can’t wait
to see them. We've all put
lots of effort into them and
we had a good laugh too”

Young person comment on

digital animation film making




Awareness Raising & Support

These PGCI(S are excellent, Butsines‘s Support‘ Packages were created by
. I Intimation Creative Services Ltd to support
our gueStS W'” IOVG them' visitor economy businesses in promoting
heritage:

+ 1500 Heritage Deck Packs designed and
printed along with 500 crib sheets

+ 500 A3 posters designed and printed

+ 1000 table talkers designed and printed

+ TV screens designed e.g. for accommodation
providers

Heritage Tour Guide Training was created and

delivered by The Walking Theatre Events

Company Ltd to support local tour guides with

creating tours based on the 6 identified

characters.

+ Training Guide including scripts for each
character

+ Training Evaluation Report by the Walking
Theatre Company (Appendix 5)

+ Film Montage

(https://www.youtu be.com/watch?v=SOO0vn
CxSbbM&feature=youtu.be)

Income Generation & New Partnership Models
“There Is evidence across Research and consultation was undertaken by
Culture Radar Ltd and 2 reports were produced

the sector Of networkmg outlining recommended Route Maps for

and Partnership at diﬁerent development of Moray’s heritage sector and the

: Falconer Museum.
Iev-els acro:ss MOI"(.Jy, o + Sustainable Future for Heritage in Moray
ne:ghbounng eleflelgbiielafelifs « Sustainable Future for Heritage in Moray
the UK and internationally” Appendices

+ The Falconer Museum Summary Report

Jeanie Scott, Culture Radar

DISCOVER MORAY’S GREAT PLAGCES #cceceeeeecaceaseasoasoasoaseasoasoassasoasoassassassassnsss
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We made the following assumptions:

« The community would welcome engagement

The heritage sector will want to become more resilient and work together
« A new model/way of working will be embraced
« Tourism businesses will welcome support to expand their knowledge of local heritage

On completion of the project, and on reflection on these assumptions, they were found to be
largely true.

We experienced two main external factors which impacted on project delivery:

1. Timescale
Procurement of suppliers to deliver the Income Generation & New Models (A) and Bespoke
Heritage Based Tour Guide Training (B) contracts was delayed which impacted on timescale.

We received no responses to the first Invitation to Quote and received feedback from
suppliers that the contact value of £15,000 was insufficient. We successfully transferred
underspend from partnership funding to increase the budget to £17,500 and issued a Public
Interest Notice. This attracted several suppliers and resulted in us contracting a very
experienced and capable supplier, Culture Radar Ltd. However, the process of having a
failed invitation to quote, requesting funding to be re-allocated, issuing a PIN notice and
then re-issuing an invitation to quote led to nearly 4 months delay in starting the contract.

We were keen to get started with the Tour Guide training at the start of 2020 and issued an
invitation to quote with a very short deadline. Unfortunately this returned no responses
and feedback was that the deadline was just too short. When reissued with a more generous
timescale for return, we received two excellent bids with the successful company, the
Walking Theatre Company, winning the contract with an exciting and innovative bid.

2. Global Pandemic
Our Demonstration Projects & Events programme suffered from venues closing due to
Covid-19 - 4 events planned for the 28th March had to be cancelled and evaluation of the
Digital Animation project was also affected. The Touring Exhibition planned to launch on 15th
April but also had to be cancelled however Moray School of Art was able to arrange an
alternative method of sharing the pieces via an online discussion, printed and digital catalogue,
photos and short films. During the online discussion, the artists introduced their chosen
characters and explained why they were attracted to them. They described their journeys of
discovery through conversation, research and exploration of the environment the characters
relate to.
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Their work was shared on screen and accounts of how their thought processes led to the
physical production of the pieces were given. It was clear that all 3 artists formed an emotional
connection with the natural and cultural heritage that inspired their work and that the research
driven approach to creation of interpretive pieces was something that they found both new and
rewarding. They spoke of how they will continue this practice in future and would value the
opportunity to work in this way in the future.

6. SOCIAL & ENVIRONMENTAL BENEFITS

There are many social benefits that have developed from the project including increased
confidence, skills, connection with heritage and between heritage groups and artists. Of the 4784
participants, 182 were volunteers and 79 now have improved skills. Of the 672 young people who
engaged, 108 learned new skills. 3782 participants engaged with our Demonstration Projects &
Events Programme and feedback on the whole was very positive.

Some of the comments recorded:

Walking Theatre Company
“it is proven that a creative experience,
which is people based, actively connects
audiences to place, by promoting an emotional

and intellectual response, which in turn,
enhances the individual’s reaction
and sense of connection.”
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Suppliers carried out their own research and evaluation with participants throughout the course of
their contract using a range of methods including face to face interviews; group discussions/focus
groups; self-evaluation surveys in person and online. The results have been incorporated into their
findings. Evaluation of the Demonstration Projects & Events Programme and Tour Guide Training
is provided as appendices.

The relatively modest budget we had available to deliver such an ambitious and complex project,
encompassing the marvellous heritage and culture of Moray, could have easily restricted the
quality of the outcomes we achieved. Therefore, we recognise how incredibly fortunate we have
been to attract such extremely high calibre consultants who exceeded our expectations on every
level and have gone above and beyond to deliver, not only an outstanding service with excellent
results for Moray, but they were all especially personable and it has been an absolute privilege to
work with them.

Al of the plans, graphics and copy writing are freely available for the community to use and will
provide extensive inspiration and interpretive material for many years to come. Creation of the 6
strong characters, the links between them and the landscape of Moray, offers opportunities to
maximise connections between venues and increases potential for income generation. Training
delivered, skills gained and new relationships formed will provide a valuable boost to the heritage
sector in terms of capacity and creativity. The 320 tourism businesses that attended the Moray
Speyside Tourism Conference will be in a much stronger position to effortlessly promote the
characters to visitors using the Support Packs, helping to increase and sustain longer visits once
everything returns to normal.

The comprehensive reports provided on creating a sustainable future for Heritage and Culture in
Moray, and in particular the Route Maps, will be crucial to both sector wide development and to
guide establishment of a new Heritage Trust and operating model for the Falconer Museum.
There is substantial interest in forming a Heritage Forum to lead sector development and this will
be pursued wholeheartedly once lockdown is over. The Falconer Museum report will inform and
contribute to future funding applications which will seek to explore feasibility and business
planning.

Overall, the Discover Moray’s Great Places project has been embraced by the community,
volunteers, stakeholders, young people, suppliers and funders in a positive way. The quality of the
outputs and outcomes is remarkable and truly reflective of the wonderful heritage and volunteers
we have in Moray. The vision of the Partnership Management Group has propelled the project
from early planning stages through to successful completion and their commitment is to be
commended. Without a dedicated team of partners working together towards achieving more for
Moray, this project would not have come to fruition. But this is only the start of the long and
exciting journey ahead. There is indeed, much more work to be done.
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Appendix 1 Community Activity by Ice Cream Architecture

Appendix 2 Buke of Howlat Evaluation Report

Appendix 3 Demonstration Projects & Events Evaluation Report by Findhorn Bay Arts
Appendix4  Moray’s Great Places, A Response

Appendix 5 Training Evaluation Report by the Walking Theatre Company Ltd
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DISCOVER MORAY’'S
GREAT PLACES

Community Activities

Findhorn
Over the course of the project a variety of different creative \
community activities were undertaken—mainly led by icecream \&
architecture (ICA) with support from other members of the Forres

consultancy team as required. Some processes were repeated
in different locations or settings, and some were bespoke. This
appendix documents the different activities undertaken and
examples of the outputs.

Schedule of Public Activities

A\

Lossiemouth
% Burghead

Rothes

A

Ballindalloch

Glenlivet

O/:
Tomintoul

02.12.19  'Buke of Moray’ at Gordon Castle Walled Garden
08.12.19 'Buke of Moray’ at Logie Steading
09.12.19  'Buke of Moray’ at Findhorn village
11.01.19  'Buke of Moray” at Burghead Library
and Burning of the Clavie
04.02.19 Blether wi’ the Bairns, Lossiemouth High School
04.02.19  Pop Up in Dufftown
05.02.19 Recording session with Buckie Blethers
06.02.19  Workshop with P4/5 at Burghead Primary School
07.02.19  Pop Up in Cullen
08.02.19 'Buke of Moray’ at ‘Coffee Pot™ Coffee Morning
08.02.19  Zine Workshop at Moray Art Centre, Findhorn
09.02.19  Pop Up in Forres
09.02.19  Zine Workshop at Tolbooth, Forres Grantown-on-Spey
23.02.19 Day 1 of Character Photo-Shoot, Elgin
24.02.19  Day 2 of Character Photo-Shoot, Elgin
08.03.19 Audience Testing in Aberlour, Tomintoul and Keith W
09.03.19 Audience Testing in Lossiemouth and Elgin
26.03.19 Audience Testing in Findhorn and Burghead
27.03.19 Audience Testing in Elgin and Buckie
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Aberlour

Fochabers

W
7
Keith

Dufftown Huntly

This map opposite illustrates the number of people
who participated in community activities and the
geographical location in Moray where they took place.

Aberlour 16 Findhorn 47
Ballindalloch 2 Fochabers 42
Buckie 18 Forres 16
Burghead 34 Keith S
Cullen 5 Logie Steading 32
Dufftown 18 Lossiemouth 41
Duffus 1 Tomintoul 9
Elgin 76

The above numbers do not include online interactions.



BUKE OF
MORAY

A giant book (styled as ‘buke’ in line with an old Scots spelling)
was used to capture the stories from the shadows, landscapes
and places members of the public considered to be part of
‘Moray’s Great Places’. Making use of drawing ink and feathered
pens the ‘buke’ together with its large size captured the
attention of a variety of people and built up a diverse narrative of
storytelling. The buke was taken on a tour of pre-existing events
and arranged sessions at:

e Gordon Castle Walled Gardens

e |ogie Steading
Findhorn village
Burghead Library
Burghead Primary School
The Coffee Pot (coffee morning for families based at RAF
Lossiemouth and Kinloss Barracks)
e Pop-Up sessions

The stories captured through 142 individual entries recorded in
the ‘buke’ are an exemplar to the variety that Moray's coast and
country has to offer. Through conversations initiated through
the book it was also clear that there was a strong appreciation
of Moray's culture, history and landscapes as well as a desire to
learn more.

Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



BURGHEAD

PRIMARY SCHOOL

A special workshop was held with the P4/5 class at Burghead
Primary School based around the ‘Buke of Moray” on Wednesday
the 6th of February 2019. The whole school was participating in
local history topics at the time of the workshop, P4/5's focus was
on wartime stories. During the workshop the following activities
were undertaken:

Introduction to the project

Sharing stories already in the ‘buke” with the class

Group exercise to share stories about Moray and Burghead
that they knew, and would be of interest in the ‘buke’
Working in pairs, pupils then gave their story a headline,
wrote a short summary, and made accompanying drawings
to add their story to the "buke’

The pairs then presented their story to the rest of the class
who offered cordial feedback on how it could be improved
Pupils were then asked to ‘Map out a Moray Adventure’
This individual task involved pupils imagining they had a
friend coming to visit who has never been to Moray before
and to map where would you take them on an adventure for
a day. The purpose of this exercise was to gleam an
understanding of to what degree heritage sites spring to
mind as an interesting or fun ‘thing to do".

Pupils could use a simplified map of Moray, lined
worksheet or both to map out their imaginary adventure.

The results of the workshop are shown on the following pages.
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For analysis purposes, references to places to eat and activities
at home have been set aside, with the exception of ‘ice cream’

(due to its consistency; all instances have been grouped).

Attraction

lce Cream

Burghead Broch / Beach
Lossie Beach

Hopeman Park

Spey Bay Dolphin Centre
Burghead Woods

Findhorn Beach

Huntly Castle

Playbarn / Go Karts

St Aethan's Well

Burghead Community Garden
Burghead Well

Macduff Aquarium

Milbuies Country Park
Swimming in River Findhorn
Walk along Spey

Walk from Forres to Findhorn

Number of pupils who

included it in their adventure

10

— s NN W WM~

The outputs of this small exercise show that:

e There is scope to make heritage site more exciting
and engaging for young people.

e Young people in Burghead have an appreciate play and
adventure in outdoor spaces.

e There are a number of natural sites noted that intersect
with some of the character narratives, this offers an
interpretation opportunity to widen knowledge and enhance
the experience of these places.
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BURNING OF
THE CLAVIE

On the 11th of January 2019, Des and Neil of ICA attended the
Burning of the Clavie, meeting many enthusiastic brochers
ahead of it commencing and during the procession. The Burning
of the Clavie is a fire festival, descending from Pictish tradition
which takes place in Burghead on the 11th January each year

to greet the New Year (the date of the New Year in the Julian
Calendar. A “flaming Clavie” (a barrel full of staves] is carried
round the town by a group known as the ‘Clavie Crew’ followed
by a large crowd. It is then taken up onto Doorie Hill (ramparts of
an ancient Pictish fort) where it is allowed to burn out and grow
into a bonfire.

Natives to Burghead (known as brochers] are either presented
with or salvage pieces of the ‘clavie’ [charred pieces of wood)
and are said to bring good luck for the year ahead.

The Clavie is a new year tradition where there is compassion
for the wellbeing of the community they live in... the Crew will
ensure that their neighbouring Brochers will get a piece of the
Clavie that will bring them good fortune for the year ahead. The
Crew itself is responsibility passed from father to son, and a
number of mothers and spouses help marshall the crowds to
keep everyone safe.

Drawing large crowds, including people travelling from across
the country especially, is a fantastic [yet understated) example of
an ancient (Pictish) tradition still being enjoyed today.

“I've got two boys, and their twins (22 year
old], and they are actually Clavie Crew
members, Daniel & Roderick. And by god
am | proud to have my boys doing that.
First time that Daniel carried it, when he
was 12, he actually carried it at the spot
where his father used to carry it. That was
actually a bit emotional in a way... you're
getting me to go here! So yes [ am a very
proud mother of my sons tonight.”
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ZINE MAKING

Zine [pronounced zeen) is short for magazine or fanzine and is
used to describe a small-circulation self-made publications.
They have a long history dating back to the late 19th century
but grew in popularity in the 1970s in conjunction with the punk
subculture and the increasing prevalence of photocopiers which
gave a quick, easy and affordable method of production.

The aim of the workshop was to make Zines that explore some
of the stories and places that the project has discovered so far.

Two dedicated workshops were held at Moray Art Centre (Findhorn)

and in conjunction with Findhorn Bay Arts at The Tolbooth (Forres). The
workshops provided a background on zines and a short demonstration on
some simple methods to make publications. Thereafter participants (on

a solo or collaborative basis) made a zine that either explored some of
the character stories collected by the project or their own perspective on
‘'stories from the shadows’ or ways to help people ‘Discover Moray's Great
Places’. The workshops were well received (all sixteen places available
were pre-registered, on-the-day cancellations meant 10 people attended in
total), with a variety of different outputs, that show the potential of sharing
stories of Moray in different ways.
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Discover Moray’, Bowie-pun zine
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Zine on Elgin Museum
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Moray photography zine

‘The Rioter’ zine
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One-page pictish symbol zine
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The River Party zine
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ONLINE ENGAGEMENT

It Is important to stress, that the outcome of Audience Development and Interpretation Plans would

be very different had it not been for the different online engagement activities that were undertaken.

It allowed people to take time to explore what was being collected about Moray, and contribute their
own knowledge, collections or interest. The Facebook page achieved an average post ‘reach’ of
591, with a cumulative ‘reach’” of all posts at 15,953, and a total of 1,029 ‘clicks’ or "actions’.* These
snapshots show some of the input members of the public made to the project online.

Above newspaper clipping provided by Stan Slater

* 'Reach’ describes the number of people who
saw Facebook posts in their timeline. ‘Clicks’
and actions’ refer to likes on posts received,
number of comments written or clicks on
photos, videos or links included in posts.
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LOCAL
ENTERPRISE
ENGAGEMENT

Throughout the development of the project, the team has
engaged a range of businesses and enterprises on an individual
basis with aspects of the project. The main focus was with high
street or hospitality businesses, and the format varied; 1-to-1
meetings, email correspondence or participating in some of the
community activity processes or audience testing undertaken
by ICA. This flexible approach was taken to ensure that we
could engage with businesses in ways that fits around differing
schedules and geographic spread across Moray.

Pressures facing businesses in Moray are not dissimilar to those
elsewhere in Scotland; all who we spoke to where supportive

of efforts that could generate more footfall in Moray generally
with the potential to provide more business opportunities for
them. There was a recognition that the work of Moray Speyside
Tourism in recent years has been beneficial, but there was

still potential for growth. The variety in type of character

stories being proposed, as well as geography allows for easier
connections between what one specific business and the wider
story narrative. For example, Johnstones of Elgin was able

to provide records of financing shipbuilding at Kingston and
Garmouth (to aid trade of goods they produced) which sustained
the Timmer Floating industry.

The implementation of the Audience Development and
Interpretation plans should provide an increase in visitors at
sites across Moray (whether they originate locally, regionally,
nationally or beyond), which in turn provides business
opportunities. There is also an opportunity to take the Moray’s
‘Stories from the Shadows™ narrative beyond the initial
recommendations (e.g. creating bespoke events or experiences
based on character stories). Therefore, ongoing engagement
with businesses and enterprises should continue in the next
phase of work.

The photographs above represent just some of the enterprises who engaged with the consultancy team
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POP-UPS

Small pop-up events were held at the Whisky Museum in Dufftown, the Community & Residential
Centre in Cullen and Findhorn Bay Arts high street shop in Forres attracting over 30 attendees in
total. At these sessions, the stories of the main character narratives were shared with attendees, to
Increase awareness of the characters, and draw out additional details or stories that build up a wider
narrative of them. A number of different ways were used to record stories:
e Verbally: making use of an audio recorder.
e Print-making: tools, materials and guidance were provided
for people to create small lino carvings representing
aspects of the main character stories, which were then
used to make prints to take home.
e Scanning scanning archive material brought along.
e Within the 'Buke of Moray'.

Lino-carving (and printing) station

Lino-print of pictish symbol

Lino-print of whisky
bottle. George Wildgoose
was a grocer, wine and
spirit-dealer in Dufftown.
Local distilleries provided
whisky which could then
be ‘personally branded’
and sold.

Copper Dogs at Dufftown Whisky Museum. The example on the left would have been hung down one’s leg,
the ‘bottom’ of this example is made a of a copper penny [similar in size to a 2p today] to save on material
required to make it. The example modelled on the right is known as a ‘breastie” and as shown was worn
around the chest.
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The ‘Buke of Moray’ was available for people to
read through or add their own story

Lino-print representing the links between
Dufftown and Mortlach in Canada
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Lino-print of Boring Mill Cottage

Lino-print representation of @ ‘timmer raft’

Discover Moray's Great Places - Interpretation Plan and Action Plan - March 2019 - Bright White Ltd, Jura Consultants, Icecream Architecture



Lino-print of a whisky still

“In the central square of
Dufftown is a 19th Century
clocktower. At one time the
gaugers [excisemen)] kept an
office on the square itself. Years
later (after the gaugers had
gone), the clock stopped working
and someone went up to fix it.
When they went up inside the
tower they discovered an illict
still, whisky was being made
within earshot and (almost] full
visibility of the gaugers!”
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Lino-print of a the scene at Cullen’s Seatown Riot

Poem brought along to Dufftown event regaling the
working conditions of whisky production
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Entertaining 1896 press clipping
from Cullen's history, courtesy of
Stan Slater

Press clipping of a different nature of ‘riot" in Cullen that took place in 1975, courtesy of Stan Slater
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Members of the Elgin Writers group attended the Forres Pop-
Up event and provided examples of writing from books they have
published (opposite] containing writing by members of their
group [some who are now sadly deceased) relating to the main
character narratives being developed.

A number of examples are included on the following pages
for reference purposes, copyright is retained by the respective
writers who can be contacted via the Elgin Writers group.
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BLETHER WI" THE BAIRNS

Lossiemouth High School organised a dedicated ‘Blether wi’ the Bairns” session, where members of the public are invited into the school
to share stories with pupils over a ‘fly cup’ (Doric phrase for a cup of tea). It took place on Monday the 4th of February within the school
library and had 31 attendees from the school and community. To record the stories they were being told, students were given worksheets
to write and illustrate on—pupils were also encouraged to record stories of Moray that they knew. At the end of the session, students were
shown how to fold and cut the worksheets to form a mini eight-page zine from the one sheet of A4 paper.

Some examples of the one-page-zines created have been reformatted into linear storyboards on the following pages.
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Example storyboards of mini-zines created at Lossiemouth High School
Blether wi' the Bairns session.
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Example storyboards of mini-zines created at Lossiemouth High School
Blether wi' the Bairns session.
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BUCKIE BLETHERS

An active Doric writing and spoken word group; based in Buckie the groups aim is to promote local Doric dialects and to encourage its
use, keeping it alive for future generations. Over a number of years they have published a number of books and other media, and are
currently developing a comprehensive Doric dictionary. The limited timescale of the project limited the scope to commission the telling of
character stories in Doric.

However, by way of example, a number of audio and video recordings of existing poems and stories were made to show the potential of
storytelling in Doric. The group would welcome the opportunity, if time allows, to develop ways of telling Moray’s story through different
Doric dialects that make ‘the Moray Tongue'.

Fishing

Afore gan tae sea he wid pit on his wisset
drawers and his wincy sark as weel as his
knitted gancey. Aa his claes were kept in
ower a big widden kist. The wifies follayt
the fishin fleet to gut the heering that the
boats catched. Tae keep the coorse saat
oot 0 ony sare bits the gutting quines, as
they were caad. tied strips o auld cloots
roond their fingers. The fisher wives wyvit
aa their mans warm claes, on fower
weers held in place be a wisket, which wis
strappet roond their waists. At the guttin
quines wore lylskin peenes an quites,
which gid rich doon tae their feet.

Return to Buckie, Helen Sandison

Hame, hame, hame by the sea

Buckie isthe place fir me

| went tae London as a bride

Took the city in ma stride

Moved tae Fife - Dunfermline toon
Took wi”me my muckle spoon

Shifted sine tae outside Glesga
A’richt there, bit the gangs wid fleg ye
Bit times tolls on an"noo we re lucky
Wi"a wee bit hoosie at shore 0" BUckie
Hame, hame, hame by the sea

Buckie sure is the place for me.

The Moray Tongue, Henrietta Milne

| dinna speak in Doric, | canna write it doon

Im jist a Lossie quine, my mans an Elgin loon

Oor tongue is like nae ither, some wurds are aa wir ain
A kirn o Scots and English heard on the Moray Plain

Sometimes it can be difficult

Tae make us understood

We hae tae slow wir tongues a bit
So’s we'er nae thoct as rude

If we go roond the coast a bit oor wurds get broader still
As the local dialect taks ower oor tongue at will

And if we go up country in tae the shire o Banff

[t taks us aa wir time tae understaud their wurds of chaff

There's Billy Kay in Ayrshire
Ellie in Dundee

Sheena writing Doric and
Peter Buchan tee

We're aa Jock Thomsons bairns I've heart that said afore
But underneath oor plaidies oor hearts beat true and sure
For Scotland is oor country and nae metter fae fit pairt
We'll wright it as we speak it straight oot fae the hert
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Peace in the Countryside, Evelyn Lawtie Mare Mater, Caroline Fowler

It was a bonny simmer's nicht an’| hid the urge tae git oot intae the countryside, so awa [ went on ma bike. Seen | cam Calm and so peaceful, ~ wi’ the sea, ah’m connectin’.
ontae a quaet country track up the side 0" a wid. | stoppit aside a pathie gan intae the wid. | stood an"lookit aroon, an"/ Glistenin, sparklin, shinin ~ like a mirror reflecting.
got a great feelin” 0" peace as | lookit an’ listened. Serene and tranquil ~ the silence stills my soul,

Pensively embracing the solace ~ it helps tae console.
| heard the hauntin’ coo. cooin 0" a doce, the chitterin’ 0" the swalls as they swoopit aboot, an’ the lovely chant 0" the

yellowhammers. Syne there came the warnin’ call 0" a blackie tae its young an’ its mate as it sensed by presence, then Quietly, flowin in fae the ocean, caressin the land,
the sweet trill 0" the larks as they went sorain’intae the blue sky abeen the trees. Like sweet music, in harmony wi’ the sun kissed sand.
A ripple, soft movement ~ gradually ~ a wee bittie more,
I marvelled at the beauty o' the trees; the tall stately firs, the solid aul’ beech trees dressed in their pale green leaves, The splashin” o waves, gently lappin’the shore.
the graceful silver birks wi"their silvery trunks an”sma’er dark green leaves - tae me the birks are the bonniest treest in
the wids. Then there’s the holly trees wi" their dark green polished, spiked leaves. Fit's this, yer dancin? N" gettin’ louder tee,
Look at a” the white horsies, gallopin’ towards me!
The vibrant yella o the breem bushes an’ their strong scent waftin’ through the air. Alongside o” them the whin bushes Yer changin’, turnin”angry; choppy, swirlin” aboot,
were covered In their sweet coconut scented blooms. On the fleer o’ the wid, growin"in among the trees, were the bonny Somethin’ troublesomes stirrin” yer soul a maun doot.
pale-blue bluebells, an” some delicate violets peeped oot fae ahin a clump 0" grass. The wee white floo’er that's ca’'d the
Star o’ Bethlehem wis shelterin” under a bush. Then | sa”a bricht patch o” buttercups - min’ fan we were bairns an” we Fit gars ye tae rage so? Ah'm gittin’ richt feert!
eesed tae hud a buttercup aneth wir chins tae see if we likit butter? Aye! Happy days! Yer fast swellin” up, wild, fierce-some, | kin hear'tt.
Yer crashin’, lashin’, batterin’, towerin" high ower th" waa,
Each bird, floo'er, tree an” bush are a’ different bit are a’ perfectly formed. Aye! God's handwork nivver ceases tae amaze Spittin“ oot yer foul sea foam, scariest thing | ‘ivver saa.
me. [ felt richt privileged tae be there inn that wid wi"a’ that beauty roon aboot me. Wi" a contented sign | got ontae my
bike an” heided awa’ on doon through Drybrig, past the Auld Smiddy far we watched the big Clydesdale horses gettin’ Sae ferocious, merciless, savage and wild,
shod, past the wee shoppie far we got oot cake 0" coo’s candy on a Seterday, an on ben the road past Hilton Cottages Fit ‘Mither” cwid show hersel’ like this, tae a child?
far | wish brocht up. A lot 0" happy memories came tae my mind. | pedadlled on past Hilton fairm an” doon the brae into | canna believe fit ah’'m seein” wi” ma een,
Buckie an”hame again. I'm affie gled | hiv a bike! Wrath, gaithered wi’ stormy black skies up abeen.

Fit a turbulent, tempestuos, truly awesome sicht,

There'll be mony hairtfelt prayers bein” said through th" nicht.
Please calm doon, soothe that storm fae the shore,

Please calm doon, calm and peaceful, like afore.

Mare Mater (pronounced Marie Mayter] is the town motto
of Buckie, and translates as ‘oor mither the sea’.

Photograph of Craigmin Brig supplied by Evelyn Lawtie
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RUN SPEYSIDE

A new enterprise providing guided running tours around Moray. They are interested in offering new
routes based on the character stories and trails that are being developed, where they can impart

a story of Moray over the course of a run. To explore the potential of this, David of RunSpeyside led

a run on an existing route encompassing Duffus Castle, St Peter’s Kirk (Duffus village), grounds
neighbouring Gordonstoun and RAF Lossiemouth and part of the Moray Coast Trail (when tides allow
this route can include a visit to the Sculptor’s Cave). Along the way, David shared some stories of the
places and landscapes that were being passed. While they accept their enterprise is a niche offering
(as opposed to a mass appeall, they would be interested in learning more about the stories of the
characters and places associated with them, to develop new running routes.

“When the tide is out, you are able to scramble over the rocks to the Sculptor’s Cave,
which has many Pictish carvings on its walls. Excavations revealed Bronze Age
Jjewellery in the cave which is thought to have held ritualistic importance in the past
with human bone remains, particularly those of children, giving a spooky edge today.”

“Originally it was a timber Castle, and later on they built it in
stone, but as this is an artificial mound it doesn’t have the
foundations to support the weight so half of the castle slipped
a way, leaving this precarious-looking outcrop today.”

“Skull and cross bones, that means its from the 1600s/1700s,
so been buried a long time... that's an old Mercat Cross; there
used to be a village here, Old Duffus so this would have been
the market place around then in the 1300s, its obviously a bit
worn at the top now.”

“There's been a church here since the 1100’s. That was an old watch-
house, it was built about 1830. When someone was freshly buried, they had
to people in there to keep watch so that nobody came and dug the body up
to sell it for medical science type of thing; it was a big problem apparently,
so they had watch houses until the body was no longer ‘fit for research”.”
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AUDIENCE TESTING

To provide hard evidence backing for the co-created framework, an audience testing engagement exercise was devised. This audience
testing took place with residents and visitors alike in a public setting, and involves the telling of the main character stories, followed
up by questions on their knowledge and interest in them.

Methodology

The methodology for the Audience Testing was chosen so that it could flexibly fit with different circumstances, demographics and size
of people that were engaging with the task. The flowchart opposite shows the exemplary structure of the engagement that is being
employed. Green items represent questions or actions by the project team, blue items represent responses from the group or person
engaging with the audience testing and yellow items represent two way conversation.

Audience testing A-board’ featuring character profiles on one side, and stanzas on the reverse.
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Results

Audience testing took place in Moray over several days in March
2019. This saw Daisy and Neil from icecream architecture
touring different places across Moray and engaging with people
at key public locations (e.g. on-street, libraries, high-street
businesses] or at points with a lot of footfall (e.g. school finishing
time, lunchtime at Moray College UHI). Around 150 different
reactions to the character narratives were gathered.

Summary of people engaged across different age groups

Of the people engaged, 12% were visiting Moray and 88%
currently lived in Moray; 66% of all people who engaged with the
audience testing task grew up (or were growing up) in Moray.
Generally, people responded positively to, the stories being told,
and the ambition of ‘Discover Moray’s Great Places’ to increase
awareness and interest in them.

The first reaction recorded was the extent of knowledge people
participating in the task had of the stories of Moray that relate
to the character narrative in question. For clarity this has been
categorised into three groupings:
e No knowledge of the story, or not aware it had a Moray
connection.
e Knew some details about the story.
e Had a good knowledge and able to recall facts or places
relating to the story.

Extent of knowledge of story across different characters

The results, below left, show that across all six narratives

there is scope to increase awareness of stories relating to each
character. The story of the 'Wolf of Badenoch’ stands out as one
that is well known in comparison with the other characters, but
even for this most people had no, or only some, knowledge of
the story.

Extent of interest in exploration of narrative across different
characters

In the round, as shown above, people expressed interest in
exploring the stories within the character narrative further.
These answers were usually linked to a suggested method that
would interest or suit them personally. Looking at the responses
collectively a number of different learning points can be elicited.

e Generally the audience testing encountered three types of

people:

1. A minority who specified they either weren’t interested
or lacked the time to explore heritage stories.

2. Those simply interested in broadening their knowledge
of local heritage.

3. People looking to interact or experience the stories in a
number of different ways.

e For those in the third category noted above, the curation
and documentation of trails that can be followed is an
essential component that cuts across different ways of
exploring Moray's ‘Stories from the Shadows'’. The key
reason given for this was connecting with a physical
location or landscape that can bring the stories to life
creating strong links of stories to places in Moray where
they can be reimagined.

e Any trails that are developed should, as much as possible,
build on existing routes, facilities or activities in Moray. For

example, including dog-friendly elements of walks linking
with existing daily walking activities that people undertake.

The quality and finish of a printed guide book should reflect
the uniqueness of the stories contained within, so it feels
like a 'special’ thing to have, hold and use.

An online web companion, documenting the stories and
different ways to experience them is an essential
component to draw attention to them.

A consistent piece of feedback from those in the 15-24 age
group was that the documentation of trails and stories (and
in turn the promotion of them) should convey places that
“you will really want to go to”; this can be achieved

through the use of striking photography and/or video within
documentation.

Site interventions were recognised as being a key part in
bringing the stories to life within the landscape they
originate, creating a finer experience of places.

Interpretation at key sites should be concise with
references of where to find out more information, so one
doesn’t get an information overload.

No matter the media used, outputs should actively engage
local people, which in-turn appeal to visitors. Therefore a
further element of audience testing or co-production

with local residents and businesses should be included in
the development of proposals within the Interpretation
Plan.

A significant number of people who noted that they were
‘maybe’ interested in exploring stories more (as opposed

to those definitely interested), stated they needed a good
reason to engage and this could be achieved by some of the
premium combination experiences noted in the
interpretation plan. Additional suggestions of enhanced
experiences suggested during Audience Testing
conversations are detailed below.

Delivery must go further than producing different types

of interpretative media; to ensure local residents (of all

ages) are aware and have the opportunity active marketing

should be included. Based on the experience in developing

the Audience Development and Interpretation plans any

marketing activities should focus on:

e QOccasional promoted Facebook posts (not
oversaturating timelines with repetitive content]
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e Roving on-street engagement [similar to Audience
Testing methodology, but with flyers or other media to
refer people to sources of information)

» Activity based stalls at well-attended public events (akin
to some of the ‘Buke of Moray’ stands).

Through delivery of the Audience Development and
Interpretation Plans, a framework of Moray's ‘Stories from the
Shadows’ is created. During the Audience Testing exercises
people suggested a number of different activities (beyond those
already outlined) that would engage people with the proposed
character narratives.

e Engaging people (especially children] through special
events, storytelling or re-enactments of stories at historic
sites relevant to the character.

e Making use of the Doric language in the telling of stories.

e Books specially created for infants and young children
would help instill knowledge of stories from an early age.

e Novels or books that have an engaging narrative would
appeal to many who are not interested in online
information or following trails ‘on-the-ground’. This could
include drawing attention to existing publications such as
The Blood and The Barley by Angela MacRae Shanks (based
around Illicit Stilling) or On the Trail of the Real Macbeth,
King of Alba, by Cameron Taylor and Alistair Murray.

e Making connections with RAF Lossiemouth and Kinloss
Barracks so that information on how to ‘Discover Moray's
Great Places’ is distributed to military personnel and their
families particularly when starting a posting in Moray for
the first time, but also including existing personnel.

e Finding ways to include the teaching of stories or projects
exploring them within school education at all ages.

e Exhibitions in museums specifically designed with an
audience of older children and teenagers in mind.

e Asimple trail app that can be used by all ages, providing
rewards for visiting places or linking with ‘geocaching’ or
other similar games that link digital with the physical
world.

e Regular newspaper column in local press highlighting
Moray’s ‘Stories from the Shadows'.

e Exploring the stories through film or television,
preferences divided between factual documentary-style or
dramatised series.

Through the Audience Testing a number of learning points,
specific to each character narrative where gleamed.

ILlicit Stiller:
e Moray Walking Festival has featured smuggling routes
in the past, these routes could be made more accessible
for unguided walking.

e Draw attention to the Virtual Reality illicit stilling
experience at Tomintoul Discovery Centre.

* Highlight opportunities to see or wear ‘copper dogs’ (or
other paraphernalia) used to secrete whisky (e.g. Dufftown
Whisky and Heritage Centre).

e Many appreciated that this was a new ‘angle’ on whisky
making not often told during a typical distillery tour
experience.

Timmer Floater:

e While a large undertaking, bringing this story to life by
staging a re-enactment of a large raft being guided down
the Spey, would draw in people’s attention in itself but
could also be filmed to spark interest in the long-term.

Rioter:

e Establish these stories in the places where they happened.

Macbeth:
e (reating strong links of this story to places in Moray that
you could go and see to reimagine it.

Picts:
e Explain what can be seen and where.

e Bring attention to academic work available on the subject.

Wolf of Badenoch:

e Of those who knew of 'the Wolf', Elgin Cathedral was
commonly known as target of his fire-raising, expanding
knowledge on the other sites also targeted and the reason
for doing so.

Sample of General Feedback

“Enjoys the storyteller’s walks led by Ben Hinnie of Aberlour,
more things like that”

“Need to tell stories in Dorics. Start in schools, pique interest
early—there is an excellent Scots dictionary in Tomintoul
Library.”

“Whole of the North East is so rich in heritage and could do with
something like this.”

“Have lived in and away from Moray throughout life, really
interested in history and stories. Digital web / app preferred
media to find out more.”

“Make it really visual, interesting to look at. Augmented reality
type stuff would be engaging - QR codes, Pokemon Go type
iInteractivity.”

“Might be keen on trails, but maybe more online stuff,
interactive.”

“Likes having maps and trails to follow. For kids, animating sites
and having opportunities to make stuff physical and bring it to
life is great. Knew Wolf / Pict / classic characters, not really the
‘common people’, but would be v interested to see more of these
promoted. Interpretation at sites is useful - as a local you read it
many times and a little more sinks in each read.”

“Walking routes, trails that could incorporate dog walks / be dog
friendly.”

“Good to draw people around the area, so trails. Related things
to do in the towns as well.”

“Interpretation while out on walks with dog is always nice,
backed up with stuff on one and visuals!!”

“Aware of CCC project, projection in square as way of bringing
history to life. Visit museums as way of finding out more about
characters and stories, then would look online if interested,
maybe follow a paper based map/trail.”

“Needs to be engaging. Make it look like a place you really want
to go to. Visual online or in literature, info when you are there.
If there Is a way to make augmented reality a native thing so it's
essy to load up when there.”

“Trails where you can see stuff. Document the trails visually
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“Trails and information documented in books. On site
interpretation not so important if you've already been guided
what to look at.”

“No strong interest in seeking out info but would read on site
material if it were available.”

“Get this information into welcome packs for Kinloss Barracks
and RAF Lossiemouth.”

“Books with a story narrative would be of interest rather than
factual stuff on basic history.”

“Good quality documentary films.”

“Online and interpretation is good, and a prerequisite. But it has
to go beyond you have to bring it to life; public events, on street,
actively engage people and tell them a story. Develop creative
outputs related to the stories, writing, songs, theatre etc.”
“Interpretation experience is so important to engaging people in
heritage, storytelling and emotional connection key to this.”

“Interpretation boards need to be done well to be useful

and interesting, not too much text. Experiential activity with
destination as backdrop rather than focus is where tourism is
going and Moray is perfectly suited for this. Dolphin Centre is a
key location to interact with these stories.”

“Would maybe be interested in more but only if it was physical
and easy to engage with”

“Experiential stuff needed to really engage local audience -
workshops with storytelling and artefact interpretation, themed
nights and events exploring different elements of stories (food,
dress etc). Personally would read info too.”

“Trails between sites to walk/cycle would be best, places to visit
with information on ground.”

“Super interested in history and castles, could spend hours on
google researching and reading, finding out about how things
were done and built. Finds books soothing and immersive,
favourite way to discover stories.”

“Trails, not much of a reader. Nice to walk and wander and come
across things that you can find out a little about.”

“Trails to wander and find out about things would be good.”

Plaques and interpretation needed to help people discover
sites.”

“Storytelling preferred mode of delivery - short and sweet
synopsis just as story was told here. Probably at location or
event rather than in the street. Interpretation at sites also good,
with trails linking them, walking or driving.”

“App to make trails into adventures for kids, provide digital layer
that interacts with physical environment, like geocaching. Having
trails with specific sites that you can follow or choose from is
good - having choice helps kids be interested.”

“Would like to know more but not super motivated to go out and
follow trails.”

“I'm a lazy person, so it'd have to be pretty interesting to get my
attention. Some sort of event that you can take part in would be
good.”

“Kids book would be a good resource.”

“Make it violent or shiny for young people.”

Sample of feedback relating to specific characters
ILicit Stiller:

“Knew about whisky making but not the illicitness, more than
happy with a dram though!!”

“Information online, something experiential that tells the story
of it beyond the distillery trail.”

“My mum wrote a book about it! Last year Moray Walking
Festival did walks of smuggling routes that was interesting,
making that more accessible for people would be good and
drawing attention to VR experience at Tomintoul.”

“Interested to know, not so fussed on seeing it in person. | know
people who would though.”

“Nice mischievous stories.”

Rioter:

“I'really enjoy learning stories about places.”

“It's important to pass these stories on to the next generation.”

“Needs to be connected to a space. Need to see something.”

“Would be good to see where these things happened. Wee
plague where it was.”

“From Cullen and hadn't known anything but would definitely
visit local sites if info was available.”

“Integrate into the public realm or landscape so it becomes part
of the experience of a place.”

Timmer Floater:
“Did know about it, but not from the poem! Something
experiential that brought the story to life.”

“If you could recreate a raft and take it down the Spey, that would
certainly create a spectactle that'd draw crowds! Film it too so it
continues into the future.”

“Link it with days outdoors.”

Macbeth:
“Knew Macbeth play but didn't know the Moray connection.”

Pict:

“Drawn to ‘demonic’ image of Pict, most interesting looking.
Films and events would be good ways to find out about stuff, not
so much reading.”

“Was at Burghead Broch but interpretation was light.”

“From Burghead, saturated with Picts from Primary on, but
still interested in new info. 'For honor' PS4 video game features
interpetation of pictish characters and Burghead, not entirely
accurate but pretty cool.”

“Knew quite a few bits and pieces, but not about the Fort in
Burghead or spread across Moray.”
Wolf of Badenoch:

“Didn’t know all the places he burnt down.”

“Need to remember the correct pronunciation is like
bay-den-och.”

“Family are very possibly related to Wolf, so would like to know
more of the story.”
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Message from the Findhorn Bay Festival Director

Following the successes of the Findhorn Bay Festival in 2014 and 2016, Findhorn
Bay Arts presented the 3" biennial Festival in September 2018 with a quality
programme of events that showcased local, national and international artists in the
stunning surroundings of the Findhorn Bay area in Moray.

Since the Festival first took flight four years ago, we are proud to have received
multiple awards and national renown for both the Festival and the year round work
we do which brings creativity, people and place together.

Drawing upon the legacy of our Creative Place Award from 2015 we continue to
recognise and celebrate local talent, encourage creative learning and promote
creative collaborations between artists, businesses and organisations within the
community — and when you bring these things together, truly remarkable things can
indeed happen.

In working with a wide range of individuals and organisations, the Findhorn Bay
Festival brought together the cultural and creative community and worked alongside
the tourism sector, local businesses, accommodation providers and the third sector
to achieve common goals highlighted in We Make Moray, the new Cultural Strategy
for Moray as well as the Scottish Government's strategy that aims for a culturally
cosmopolitan Scotland; a country capable of attracting and retaining gifted people,
where creative community is supported and contribution to the economy is
maximised.
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The Festival also embraced Scotland’s Year of Young People 2018 which provided a
fantastic route for us to develop relationships, bring together new partners and offer
unique creative learning opportunities whilst celebrating and showcasing the talents
of our young people — the contributions of which that made the Festival so inclusive
and so special for so many.

All of these things and more made the 3™ Findhorn Bay Festival an outstanding
success. This success is just one highlight of our work which encapsulates more
than just an event, it is the culminating of a year-round creative programme that
contribute so greatly to our local culture and livelihoods.

Testament to this came in December 2018 as Findhorn Bay Arts received the
prestigious 20" Anniversary SURF Award for Best Practice in Community
Regeneration. Delivered in partnership with the Scottish Government, the award
highlights, celebrates and shares our achievements in: delivering high quality
regional arts activities that showcase local artists; improving pride of place;
supporting the local economy; providing opportunities for young people; and
attracting visitors to Forres and the surrounding areas.

Awards like this recognise and acknowledge the contribution that arts and creativity
makes to galvanise and regenerate a community. This recognition is vital in helping
us to continue to do what we do and to deliver positive and lasting impacts across
Moray and following another successful Festival year, we feel strongly and
strategically placed to do just that for many years to come.

On behalf of the Findhorn Bay Arts team and Board of Directors, | send a heartfelt
thank you to the many artists, volunteers, community groups and organisations,
businesses and hospitality sector who contributed support in so many ways to make
the Findhorn Bay Festival 2018 a spectacular event, without you it would not have
been possible.

The next Findhorn Bay Festival is planned to return, pending funding, the last long
weekend of September 2020, Wednesday 23 to Monday 28 - | look forward to
welcoming you back then.

Kresanna Aigner
Director
Findhorn Bay Arts
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Executive Summary

The Findhorn Bay Festival 2018 brought together a wide range of working
partnerships that delivered many benefits and opportunities for the local area.

The Festival created:

e An exciting and interesting programme of high quality events and projects
attracting engagement with a wide variety of audiences and participants

e A programme of arts and culture relevant and accessible to the local area

e The opportunity for local artists to develop skills and networks

e Connections between programmed events with local artists, communities and
spaces

e A unique showcase for all artists with collaboration, performance and
community engagement activities

e Lasting links and networks between programmed artists and companies

The Festival achieved:

o 16,927 attendances

« Engagement with 2,426 young people

e The contribution from 62 local and 51 visiting artists/groups
e The support of 335 volunteers

o Participation from 868 local people

o 139 items of printed media coverage

e A marketing campaign reach of 9.2 million impressions

e £869,120 in local economic benefit

Working partnerships included a range of businesses, the local hospitality sector,
community groups, cultural organisations, third sector groups, heritage
organisations, venues, schools, local artists and volunteers working together to host
an unforgettable Festival; these are the people who are the very backbone of the
event.

One small community succeeded in showcasing the scenic locations of the Forres
region, arts and culture to an international audience, truly strengthening the status of
the area as a Creative Place and providing a dynamic and engaged foundation on
which local creativity can flourish from all year round.
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Introduction

Findhorn Bay Arts is a not for profit company that aims to produce creative events
and experiences across different art forms that engage with Moray audiences and
attract visitors to the region.

The aim of the organisation is realised by staging high quality arts and cultural
events that bring together outstanding artists from across Scotland and beyond, and
up-and-coming artists from the Moray community. These events are designed to: be
accessible and participatory; foster a greater awareness and interest in the arts
amongst non-traditional audiences; attract visitors to the area, and; provide a
platform and networking opportunities for local artists to develop from.

Our events and projects are organised in conjunction with regional and national
stakeholders and deliver many social and economic benefits to the local community.
In developing our programmes, we take inspiration from strategies and consultations
including: We Make Moray Cultural Strategy, Moray Economic Strategy, Moray
Speyside Tourism, the National Youth Arts Strategy Time to Shine, Forres Area
Community Trust, and the priorities of Creative Scotland, Event Scotland, and
Highlands & Islands Enterprise.

The Festival and associated projects are the result of two years of planning,
engagement, workshops and educational opportunities reaching many hundreds of
local people and drawing in an array of partners, supporters and contributors. To
continue to sustain and grow this level of input and to inform the development of our
programmes, the culmination of the Festival brings about a time for reflection,
feedback and evaluation.

This report presents the outcomes of the 3™ Findhorn Bay Festival evaluation and
marketing review and draws on the feedback received from survey questionnaires, in
house monitoring, direct feedback, and through marketing analysis.

The evaluation results returned from four perspectives - audiences, businesses,
volunteers, and participants - supports the appraisal of the objectives set for the
event and provides a context to inform the experience had by each of these
stakeholder groups which enables Findhorn Bay Arts to develop, improve and grow
the Festival over the coming years.
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Festival Overview

Findhorn Bay Arts presented the 3" biennial Findhorn Bay Festival from Wednesday
26 September to Monday 1 October with a spectacular six-day celebration of arts
and culture that took place in unexpected spaces and scenic locations around the
Bay of Findhorn in Moray.

The ethos of the Festival was to stage a programme of high-quality arts and culture
events and activities. In doing so, the Festival offered something for all and brought
together visiting artists from across Scotland and beyond who performed alongside
local artists based in Moray and the North East. The Festival engaged residents,
visitors and tourists alike through a diverse artistic programme and participation
opportunities.

A varied and exciting programme for all ages to be part of ” - Audience Member. Forres,
Maoray.

Audiences were entertained with a unique and vibrant mix of theatre and
performance, exhibitions and live music, fine-art and photography, talks, tours,
vintage bus experiences, family events and lots of free activities, including the
community event Culture Day Forres which turned Forres into a street carnival on
Saturday 29 September.
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In Scotland’s Year of Young People 2018, the Festival embraced and celebrated the
energy, enthusiasm and talents of young people. Many took to the stage to perform
whilst others worked in the background learning new skills and ensuring everything
ran smoothly.

New to the Festival was a focus on Making More of Moray through the celebration of
good local food, with the fertile Moray landscape providing a plentiful larder to
sample from. Visitors enjoyed locally sourced organic bites in a Pop-Up Project
Café, visited growers in their gardens, shopped the mini-market on Culture Day
Forres or join a multi-cultural food and music event to tantalise the taste buds.

Findhorn Bay Arts produced a world premiere production of The Buke of the Howlat
brining to life the 15" Century Older Scot’s tale of wealth, power and creativity with
an award-winning team of actor-musicians, a choir and community cast of talented
local young people.

“Stimulating, creative and heart felt with a real community spirit and great music” -
Audience Member. Fdinburgh, Scotland.

Leading up to the Festival, during and throughout October 2018, an educational and
workshops programme delivered creative learning activities for children, young
people and their families including creative making, learning Scot’s language and
storytelling.

In all, the Festival played host to 125 events from dawn till dusk across 30 unique
local venues and stunning outdoor settings.

32 concerts and performances sold out including Duncan Chisholm: The Gathering,
the Karine Polwart Trio, Northern Flyway, The Langan Band, Glitter & Sparkle
Festival Ball, Catherine Wheels’ Martha, Frozen Charlotte and Stadium Rock’s
NESTS, Vintage Bus Tours and several of The Buke of the Howlat shows.

Appendix 1 details all of the 2018 Findhorn Bay Festival activity. Appendix 2 shows
a complete list of contributing artists, performers and groups. A copy of the full
Festival programme can be viewed online or downloaded from
http.//findhornbayfestival.com/plan-your-visit/festival-programme/
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Objectives

The Findhorn Bay Festival 2018 was presented with the aim of achieving the
following objectives based on key performance indicators:

1. An attendance of 14,185 across ticketed and free events, including audiences,

staff, volunteers, participants and performers and a breakdown of attendances from:

68% Regional
22% National
5% Rest of UK
5% International

2. Participation from 650 members of the public, local artists, businesses, heritage
organisations and community groups throughout the six-day Festival

3. To provide a platform to showcase the creative talents of 50 local artists/groups
and to enable collaborative working and performances

4. To engage with 2,000 young people by providing opportunities to attend
workshops and performances that add to the learning curriculum

5. To work collaboratively with 50 funders, businesses, community and programme
partners to deliver the Festival

6. To recruit 150 volunteers through our own networks and partner networks to
support the Festival and offer experience in customer care and front of house
stewarding

7. To produce a high-quality Festival that promotes art, culture and the local area

8. To raise the profile of the Findhorn Bay Festival, Findhorn Bay Arts and Moray’s
local arts and cultural sector over a five-month campaign period by gaining:

e 8,500 unique website visitors to www.findhornbayfestival.com

e 4,000 social media followers via Facebook, Twitter and Instagram

e 100 items of printed media coverage equating to £20,000 in advertising value equivalency
¢ A marketing campaign reach of 6 million impressions

9. To contribute an estimated £779,275 to the local economy through the following
spend:

e £500,000 from visitor and accommodation spend
o £279,275 from the allocation and local spend of project budgets

Findhorn Bay Festival 2018 Evaluation & Marketing Report
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Achievements

The Findhorn Bay Festival 2018 achieved the following:

1. An estimated attendance of 16,927 across ticketed and free events, including
audiences, staff, volunteers, participants and performers and a breakdown of
attendances from:

59% Regional
36% National
3% Rest of UK
2% International

2. Participation from 868 members of the public, local artists, businesses, heritage
organisations and community groups throughout the six-day Festival

3. Provided a platform to showcase the creative talents of 62 local artists/groups and
enabled numerous collaborative performances and projects to be successfully
delivered

4. Engaged with 2,426 young people by providing opportunities to attend workshops
and performances that added to the learning curriculum

5. Worked collaboratively with 83 funders, businesses, community and programme
partners to deliver the Festival

6. Recruited 335 volunteers to support the Festival and offer experience in customer
care and front of house stewarding

7. Produced a high-quality Festival that promotes art, culture and the local area

8. Raised the profile of the Findhorn Bay Festival, Findhorn Bay Arts and Moray’s
local arts and cultural sector over a five-month campaign period by gaining:

e 9,471 unique website visitors to www.findhornbayfestival.com

e 4,957 social media followers via Facebook, Twitter and Instagram

e 139 items of printed media coverage equating to £23,973.64 in advertising value equivalency
e A campaign reach of 9.2 million impressions

9. Contributed an estimated £869,120 to the local economy through the following
spend:

o £589,845 from visitor and accommodation spend
o £279,275 from the allocation and local spend of project budgets
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Measurement

A variety of methods was used to measure and evaluate the achievements of the
Festival based on information gathered from stakeholder groups as follows:

Audience Numbers & Origin. Measured using:

- Box Office records of ticketed events

- Headcounts at free events and at street performances on Culture Day Forres

- Culture Day Forres participants reporting audience numbers on feedback surveys

- Postcode analysis from ticket sales, survey responses and front of house collection

Participant Numbers. Measured using:
- In house record keeping

- Box Office records of ticketed events

- Reported numbers from School staff

Volunteer Numbers. Measured using:

- In house record keeping
- Data collection from partner organisations

Audience Feedback. 221 survey returns obtained via:

- Face to Face Feedback. Surveys were carried out by Findhorn Bay Arts staff and volunteers at
various events throughout the Festival

- Online Feedback. An online survey link was circulated after the event on social media and by
email to ticket holders

- In addition to the survey returns, written feedback was received in comment books from some
events and by direct letter and email to Findhorn Bay Arts staff

Business & Accommodation Provider Feedback. 46 survey returns obtained via:

- Face to Face Feedback. Findhorn Bay Arts staff visited local businesses after the event and
carried out surveys with business owners or managers
- Online Feedback. An online survey link was circulated to accommodation providers after the event

Volunteer Feedback. 12 survey returns obtained via:

- Online Feedback. An online survey link was circulated after the event via email to all volunteers
recruited by Findhorn Bay Arts

Participant Feedback. 11 survey returns obtained via:

- Online Feedback. An online survey link was circulated after the event via email to all participants
- Direct Feedback. In addition to the survey returns, written feedback was received by direct letter
and email to Findhorn Bay Arts staff
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Evaluation of Objectives & Marketing Analysis

A strategic marketing plan for the Findhorn Bay Festival was implemented to help
achieve the event objectives. Festival promotion via a variety of routes and local
engagement was integral to spread the word about the Festival and attract
audiences, participants, performers and volunteers. The analysis of marketing
activity, ticket sales data, event attendance, and results obtained from feedback
surveys was used to evaluate each Festival objective and provide an analysis of the
marketing activity undertaken.

Objective 1: Audience Numbers & Origin

Objective Achievement

14,185 attendances Estimated 16,927 attendances

- 68% Regional - 59% Regional

- 22% National - 36% National

- 5% Rest of UK - 3% Rest of UK

- 5% International - 2% International
Outcomes:

o The Festival achieved the highest attendance figure for the event to date

o The Festival was successful in attracting a greater number of attendances than was outlined in the event
objective demonstrating a successful marketing and programme strategy

o The Festival attracted visitors regionally, nationally, from UK wide and internationally

o The breakdown of where visitors came from illustrates a much greater than expected national attendance,
skewing the percentage attendances from other areas

o Theincrease in national attendance is a welcome positive outcome of the 2018 Festival, showing that the
awareness and interest of the Festival is spreading out with Moray and capturing the attention of those
from across Scotland, helping to support domestic tourist growth

It is estimated that the Findhorn Bay Festival attracted a total attendance of 16,927
across ticketed shows, free events and from Culture Day Forres audiences. This
attendance figure reflects the total attendance of audiences, staff, volunteers,
participants and performers across all events throughout the six days; it does not
refer to unique visitors. The attendance figure is made up of the following:
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TOTAL ATTENDANCE

16,927

Audiences
Staff
Volunteers
Participants
Performers

15,299
49

335
868
376

The audience figure of 15,299 was made up of attendances at the following events:

AUDIENCE ATTENDANCE 15,299
\VAVAVAVAVZ

Ticket Sales 4,522

Culture Day Forres 3,500

Picnic in the Park 600

Live Music Sessions 700

Pop Up Project Café 540

A Mile in My Shoes 437

Visual Art Exhibitions 4,700

Street Theatre 300

The estimated 16,927 attendances at the Festival demonstrates that the event was
successful in achieving, and surpassing, the target attendance figure of 14,185 and
in doing so attracted the highest Festival attendance figure to date. This

achievement is testament to the strategic programming of the event which included:

e A variety of free exhibits and events such as Culture Day Forres
e Accessible ticket prices with Year of Young People, family ticket options,

concessions and support worker prices

e Programming to suit families, children and adults alike offering something for

all

“Brilliant professional performers interspersed with great, high quality free events. There
really was something for everyone ™ - Audience Member. Nairn, Highlands.

A good range of events, including things which were free to enter. [ would not have gone to

some things that | enjoyed had there been a charge” - Audience Member. Forres, Moray.

“Children’s activities were great” - Audience Member. Alves, Moray.
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The high audience attendance can also be attributed to the successful targeted
Festival marketing plan which used a combination of traditional print adverts and
editorial, social media, and the planned placement of print copy posters, leaflets and
Festival programmes throughout Scotland, in particular along the A96 corridor.

To assess where audiences travelled from to attend the Festival, postcode analysis
was carried out with information from the following sources; box office records from
ticketed event and reporting from evaluation survey results.

From the postcodes gathered, the origin of visitors to the Festival was found to be:

e 59% Regional — Moray

e 36% National — rest of Scotland including Glasgow, Edinburgh, Stirling,
Perth, Orkney, Aberdeen, Arbroath

¢ 3% Rest of UK — including Wales, London, Dublin, Bristol, Gloucestershire

e 2% International — Iceland, Australia, Germany, Ecuador, Canada, USA

This finding shows that the Festival attracted visitors regionally, nationally, from UK
wide and internationally with the proportion of visitors, 59%, attracted from the
regional area. The location of visitor origin shows a very strong local attendance
with a higher than expected national attendance.

The differing breakdown of achieved visitor attendance in comparison to the

objective figures can be attributed to the stronger than expected national attendance
skewing the percentages obtained.
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The stronger than anticipated growth in the national attendance demonstrates an
increased awareness of the Festival across Scotland, a positive indicator for future
development in this area. This is an encouraging finding and a possible indicator of
future return attendance which would help in supporting the future sustainability of
the event in years to come.

“Wonderful place, wonderful events, wonderful peaple” - Audience Member. Bristol,
Southwest Fngland.

“The Festival was super well organised with a great choice of artists and events, buzzing with
energy” - Audience Member. Findhorn, Moray.

“Wonderful production and very good arganisation - rich and inspiring” - Audience Member.
Dublin, Ireland.

Marketing Analysis

To analyse how visitors heard about the Findhorn Bay Festival and to evaluate the
effectiveness of the marketing methods used, the audience survey asked the
following question:

How did you find out about the 2018 Findhorn Bay Festival?

From analysing the audience survey results, it is evident that all of the marketing
methods used to advertise the Festival received a positive response as haven been
the source for learning about the event.

The results show most visitors, 23%, said they heard about the Findhorn Bay
Festival through word of mouth. This finding demonstrates a successful print, online
and distribution marketing campaign that caught the attention and imagination of the
public and was a topic of conversation that led to attendance. This finding highlights
the importance of generating talking points surrounding the Findhorn Bay Festival
programme of events.
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Figure 1: How visitors heard about the 2018 Findhorn Bay Festival
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Figure 1 shows the breakdown of responses gathered pertaining to how visitors
heard about the 2018 Findhorn Bay Festival. Other notable marketing sources that
caught the attention of and attracted audiences to the Festival included: the Findhorn
Bay Festival programmes; seeing a leaflet or poster; and, through social media
posts.

Direct marketing via promotional and printed material was highly noted as a way of
hearing about the Festival — leaflets, programmes, posters and banners gained a
combined response of 42%. This finding suitably reflects the emphasis that was
placed on the production and strategic distribution of printed material along the A96
corridor and in other key locations across Scotland.

The Findhorn Bay Festival demonstrates a strong local and national attendance,
achieved through a successful marketing and media plan capturing the attention and
drawing in interest. The event also demonstrates an ability to attract audiences from
further afield across the UK and the rest of the world, though this is to a lesser extent
than is desired.

A key area for audience development includes the extension of the marketing and
media plan to expand into new regions of the UK and overseas and to generate
national and international links to help increase audiences attending the Festival
from these areas.
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Objective 2: Participation

Objective: 650 participants Achievement: 868 participants

Outcome: The Findhorn Bay Festival was successful in attracting a greater number of participants than was
outlined in the event objective with 868 individuals taking part from local artists, creative and local business,
heritage organisations and community groups

The participation figure of 868 was made up of individuals in the following areas:

TOTAL PARTICIPATION 868
\VAVAVAVAVS

Swarm Sculptures 12
Landscape Mixed Media Workshop 20
Language Workshops 133
Willy Wonders Splendid Hotel 50
Writer & Illustrator Talk 110
A Mile in My Shoes 20
Pop-Up: The Project Café 6
The John Byrne Awards Touring Exhibition 50
Culture Day Forres 146
Picnic in the Park 6
The Buke of the Howlat 315

The 2018 Findhorn Bay Festival was successful in achieving a higher than
anticipated participation level, reaching and engaging 868 local individuals of all
ages. From artists, creative and local businesses, to heritage organisations,
community groups and schools, the Festival reached out and included as wide a
range of local people as possible, truly making the Festival for all.

“It is often difficult to access local audiences but being part of Culture Day Forres allowed us
to connect and promote the different things we do and offer” - Culture Day Forres
Participant.

“Being part of The Buke of the Howlat opened me up to the world of professional theatre” -
The Buke of the Howlat Community Participant.
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The direct engagement with potential local participants was undertaken through
extensive contact in person, telephone and email communication by the Findhorn
Bay Arts team for several weeks and months leading up to the Festival. This direct
approach was successful in engaging and involving 33% more participants than was
outlined in the objective for participation.

As part of the Year of Young People 2018, Findhorn Bay Arts focused on a
programme of participation for those aged under 25 years. During the 2016 Festival,
almost 300 young people participated in the Festival programme, this was
substantially increased to 719 at the 2018 Festival.

The young people participation figure of 719 was made up of individuals taking part
in the following activities:

TOTAL YOUNG PEOPLE PARTICIPATION 119
\VAVAVAVAVS

Swarm Sculptures 1
Language Workshops 133
Willy Wonders Splendid Hotel 8
Writer & lllustrator Talk 110
A Mile in My Shoes 20
Pop-Up: The Project Café 5
The John Byrne Awards Touring Exhibition 50
Culture Day Forres 85
Picnic in the Park 1
The Buke of the Howlat 306

This notable achievement of participation shows a successful engagement with
young people through Findhorn Bay Arts’ work with Festival Youth Ambassadors,
local schools and colleges, the IGNITE: Moray Youth Arts Hub, and the Cashback 4
Creativity programme In The Mix.

Establishing and growing key connections to engage with local young people, as well
as, with artists, businesses and community groups to participate is a key
development area for the Findhorn Bay Festival with continued growth in
participation crucial in order to: maximise access to creative learning opportunities;
continue to involve local people in the design and delivery of the Festival; and to,
support the promotion and legacy of the event.
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Objective 3: Artists & Performance Collaboration

Objective: Showcase 50 local artists/groups and enable collaborative working and performances

Achievement: 62 local artists/groups performed during the Findhorn Bay Festival and numerous
collaborative performances and projects were successfully delivered

Outcome: The Festival was successful in attracting and showcasing a greater number of local artists/groups
than was outlined in the event objective with approximately 70 contributing to the Festival programme and/or
Culture Day Forres. The Festival programme included several events which enabled local artists and groups to
perform and present alongside visiting artists

62 local artists/groups performed as part of the Findhorn Bay Festival programme
and/or contributed to Culture Day Forres. Of all performing and contributing artists
and groups, 51% were local to the Moray area with the remaining visiting from
across Scotland and the UK.

The Festival created the opportunity for a variety of performances and projects to be
realised that brought visiting and local artists/groups together on the same stage.
Programmed collaborative performances included:

e Local DJ Monkey Magic and a multi-media installation by Forres based Sub
Asian Sound Kitchen took to the stage alongside Shooglenifty in Forres Town
Hall for an evening of multicultural music, food and visual art

e Mr McFall's Chamber performed in the Universal Hall with an opening set

from Bukhari Community Choir. The Bukhari choir are an open access Moray

based community choir, singing songs exclusively from the Republic of
Georgia

e Emerging musician, from Forres, Michiel Turner was part of a triple bill line up
of new music also featuring Blue Rose Code and Adam Holmes & the Embers

e Following The Loveboat Big Band performing at the Glitter & Sparkle Ball,
local DJ’s Monkey Magic and Special K kept a sold out audience on the
dancefloor into the early hours with sets of classic sounds

e Moray based DJ Lewis Lowe performed a post-gig set following The Langan
Band concert in Findhorn’s James Milne Institute
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e The Buke of the Howlat theatre performance brought together an array of
local and visiting artists and team members including:

a writer hailing from Moray

four professional actor musicians, one Moray based

a Movement Director based in Findhorn

two young visiting musicians

a community cast of local young people from Moray College UHI NC Acting Course,
Drumduan Upper School pupils, Varis Circus Group and upcoming parkourists

a young set build intern hailing from Forres

o projections led by a Moray based artists with support from a Forres based young
person

o O O O O

o

e The Saturday morning Family Cabaret brought together internationally
renowned Let’s Circus group onto the stage along side the Mad Hatters of
Moray for fun and frolics for families to enjoy

e Swarm Sculptures formed and reformed throughout the weekend of the
Festival with Lucy Suggate leading Dance North Community participants over
several months prior to the performances

e Eden Court Integrated Performance Group brought their performance Willy
Wonders Splendid Hotel to the Universal Hall in Findhorn. Choreographed by
local dance artist Ruby Worth, the group included over 40 people with
additional needs
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e The Falconer Museum in Forres hosted the National Library of Scotland and
Scots Scriever Dr Michael Dempster alongside an exhibition showcasing the
Museum’s fine bird collection

e A group of young people from across Moray were given the opportunity to
work with the National Theatre of Scotland and The Empathy Museum to
produce A Mile in My Shoes as part of the Year of Young People 2018

e Glasgow based The Project Café created the opportunity for 6 local people,
including young people, to be part of the team delivering Pop-Up: The Project
Café alongside a programme of performances of new and upcoming young
artists

e Live Music Sessions took part throughout the six-day Festival in local public
houses and cafes which enabled local musicians to participate in sessions
alongside visiting musicians

e Moray based illustrator Kate Leiper teamed up with renowned children’s writer
James Robertson to deliver an interactive school-based talk about the
process of creating The Buke of the Howlat publication

“Being involved in this production has definitely given me so many benefits. 1've met really
wonderful people, got to know some people better, worked on a fantastic show, learned maore
about the intricacy of a production like this, learned about how [ deal with certain situations,

enjoyed so many things and it also reminded me why | started theatre in the first place,
working in a team to bring something that people love together. It was pretty special ™ -
Young Intern, The Buke of the Howlat.

The festival engaged with and gave the opportunity for 62 local artists/groups to
perform on a stage with an international audience — many more than was
anticipated. The strong support of local artists and the ability of the Festival to
programme collaborative performances is a unique selling point that Findhorn Bay
Arts will work to expand upon for future events.
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Objective 4: Young People Engagement

Objective: to engage with 2,000 young people  Achievement: engagement with 2,426 young people

Outcome: Attendance at educational workshops and performances, and participation through the Findhorn
Bay Festival reached 2,426 local young people. Attendance and participation from pupils from eight Moray
schools and Moray College UHI enabled the Festival to exceed the outreach and education engagement
objective

The outreach and education work of the Findhorn Bay Festival was an extremely
important aspect of the Festival programme. Workshops were held with various
artists enabling 586 young people from eight schools across Moray the opportunity

to take part in creative learning experiences that enhanced the standard curriculum.

Attendance and participation was achieved from activities including:

e Storytelling and Creative Making Workshops were held for families and in
three primary schools in the Moray area with 240 young people participating.
Those attending experienced the story of The Buke of the Howlat with
storyteller Douglas Mackay and inspired by story Karen Collins facilitated a
willow making workshop. The willow shapes created were then used as part
of the set for The Buke of the Howlat performance in the grounds of Brodie
Castle
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e James Robertson and Kate Leiper delivered an interactive school-based talk
about the process of creating The Buke of the Howlat publication and
introducing pupils to the Scots language to over 110 primary aged pupils

e Language Workshops led by the Elphinstone Institute were delivered in two
secondary schools and a primary school in Moray with a participant from 133

pupils

e 7 secondary school pupils attended Take My Word For It, a discussion on
Scotland as a bi-lingual nation

e 30 secondary school pupils from 2 Moray schools attended The Buke of the
Howlat performance

e 45 young people from Drumduan Upper School and Moray College UHI NC
Acting course worked with the Musical and Movement Director to perform in
The Buke of the Howlat production

¢ 10 young people gained work experience by working directly with the core
creative team from The Buke of the Howlat to develop and present the
production in roles including lighting, video design, music, scheduling,
costume and prop design, and choreography

¢ 11 young people took up a role as a Festival Youth Ambassador, promoting
and supporting the event and learning new skills along the way

“Thanks to the team for ensuring we had a wonderful time. The pupils got so much from the
experience and are enthused and energised as a consequence. We loved the atmosphere and
we really appreciate how Findhorn Bay Arts enabled us to participate ™ - Teacher, Local
Academy.

In total, 2,426 young people attendances were recorded from the Findhorn Bay
Festival from the following:

TOTAL YOUNG PEOPLE ATTENDANCE 2,426
\VAVAVAVAVZ
Audience 1,615
Staff 6
Volunteers 20
Participants 719
Performers 66

Findhorn Bay Festival 2018 Evaluation & Marketing Report



As part of the Year of Young People, the Festival aimed to develop the breadth of
opportunities available to young people as well as the levels of participation and
audience attendance. Both aims were successfully achieved with more young
people engaged than set out on the event objective and more opportunities made
available through The Buke of the Howlat production.

“The Festival was a brilliant event. My highlight was playing music to people who enjoyed
listening. Being part of the Festival was an enjoyable experience and it provided me with
further performance experience. It has proved that volunteering and working in the creative
sector is something | enjoy doing ™ - Voung Festival Participant.

For the first time, Findhorn Bay Arts engaged a group of Festival Youth
Ambassadors. Modelled on the engagement technique used through IGNITE: Moray
Youth Arts hub, the Youth Ambassadors group enabled for more in-depth
engagement with young people from across Moray.

Also new to the Festival this year was special Year of Young People ticket prices for
also those aged under 26 years of age. Incentive ticket prices across 14 events
were offered to younger audiences at a substantially reduced rate, opening doors
and making the Festival more accessible to younger audiences.

Incorporating these new activities alongside the Festival’s outreach and education

programme enabled the Festival to reach its greatest ever number of young people —
an achievement which will be built on for future events.
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Objective 5: Partnerships

Objective: 75 partnerships Achievement: 90 partnerships contributed to the Festival

Outcome: Findhorn Bay Arts developed and worked with 90 funders, local businesses, community and
programme partners to deliver the Festival. 28 new partnerships were developed and established this year
enabling for a further reaching marketing campaign through joint promotion and the enhancement of events
from in kind contributions and support

Collaboration and partnership working with funders, local businesses, community
groups and programme partners is a key aspect to the successful delivery of the
Findhorn Bay Festival. Partnerships substantially contribute to the Festival
programme of activity, the efficient delivery of the Festival, as well as to marketing
activity through joint promotion helping to attract and engage with a wider audience.

This year the Findhorn Bay Festival worked with 90 different partners from the
following:

TOTAL OF FESTIVAL PARTNERS 90
A\VAVAVAVAVS
Major Funders 5
Support for Making More of Moray 1
Trusts & Foundations 3
Business Sponsors 7
Programme & Community Partners 20
Festival Venues & Locations 29
Food & Accommodation Providers 12

In Kind Support of The Buke of the Howlat 13

The Festival received contributions of materials to support the production of events,
local food items enhanced activities, joint partnerships were involved in the delivery
of several of events, and in-kind meals supported visiting artists.

It is a core aim of Findhorn Bay Arts to enhance the artistic reputation of Moray
through the delivery of local events and projects and by creating and supporting
partnerships with others. Key business, arts, cultural, heritage, community and
programme partnerships that happened during the Festival included:

e Tornagrain by Moray Estates sponsored the Festival for a second time and
supported The Buke of the Howlat production. Lord and Lady Moray also
opened the doors to Darnaway Castle and Estate, which is usually closed to
the public, to host Darnaway at Dawn and welcome the Ballad Bus Tour
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Benromach was an event sponsor for the third time. Red Door Gin, launched
by family owned Benromach Distillery earlier in 2018 was also integrated into
the Glitter & Sparkle Festival Ball

West Beach Caravan Park was a new event sponsor. Their partnership
included accommodation for visiting journalists as well as providing a newly
refurbished venue to host the North Sea Fishing exhibition. Through their
contribution, the Festival was also able to secure match funding from the
Culture & Business Fund Scotland

Robertson & AJ Engineering were both new Festival sponsors and each
supplied in kind materials used to support the event infrastructure and The
Buke of the Howlat production

The Phoenix Shop and Café sponsored the Festival for the first time and
alongside The Findhorn Foundation supported Picnic in the Park

The Findhorn Foundation provided in kind meals for Festival artists and co-
presented Picnic in the Park

Tesco Forres supported the promotion of the Festival in store by allowing for
the placement of outdoor advertising and programmes at checkouts. The
store hosted outdoor theatre and enabled The Travelling Gallery to be
stationed in the store car park

The Mosset Tavern & Red Lion both hosted and contributed finance towards
live music sessions and provided complimentary meals for artists

Cardamon Spice partnered with the Festival to cater for the Shooglenifty
Multi-Cultural Music & Food event. The restaurant also provided in-kind
meals for artists

Dance North Scotland engaged community participants with Lucy Suggate
to produce Swarm Sculptures

The Project Café Glasgow worked with six local people to deliver Pop-Up:
The Project Café across the Festival

The National Trust for Scotland Brodie Castle hosted and promoted The
Buke of the Howlat

Saltire Society supported a design intern to work on The Buke of the Howlat
National Theatre of Scotland provided in-kind support and production advise

for The Buke of the Howlat show and alongside The Empathy Museum
curated A Mile in My Shoes with young people living in Moray
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Of the 90 partners engaged by Findhorn Bay Arts to produce the Festival, 62 were
from continued supporters and 28 were newly established in 2018 showing
sustained partnership support as well as continued partnership growth.

Collaborative partnership working enabled for a further reaching marketing campaign
through partner social media channels, newsletters and staff network distribution as
well as supporting venue use, and the in-kind contribution of materials, volunteer
tome, meals and some accommodation.

The partner support received for the Findhorn Bay Festival far surpassed the
anticipated level of partnership that was outlined in the event objective. Findhorn
Bay Arts will use this strong track record to further sustain and develop partnership
working for future Festivals with the intention of progressing towards sponsors
supporting signature events.

A full listing of Festival partners is provided in Appendix 3.
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Objective 6: Volunteers

Objective: 150 volunteers Achievement: 335 volunteers

Outcome: The Festival was successful in attracting a greater number of volunteers than was outlined in the
event objective with approximately 275 individuals taking part from local artists, creative and local business,
heritage organisations and community groups

TOTAL VOLUNTEERS 335

AVAVAVAVAVS
Through Partner Organisations, Venues and Events 139
Through Findhorn Bay Arts Volunteer Recruitment 50
Through Culture Day Forres Participants 146

Volunteers are integral to the smooth running of the Findhorn Bay Festival carrying
out key roles including stewarding, customer care, front of house and box office
support. Findhorn Bay Arts directly approached and engaged with groups to recruit
and encourage voluntary participation which resulted in 50 individuals giving their
time to help throughout the six-day event.

Partnership working resulted in a further 139 volunteers providing support via partner
organisations and events, including from Brodie Castle NTS, Universal Hall,
Falconer Museum and The Findhorn Foundation.

Artists and community groups that participated in Culture Day Forres reported an
exceptional number of 146 volunteers who supported activities.

It is estimated that each volunteer gave at least 4 hours-time amounting to in excess
of 1,340 volunteer hours being contributed over the six-day Festival. Based on the
national minimum wage rate of £7.83 per hour, the volunteer time cost equivalent
amounts to at least £10,492.20.

The keen uptake of volunteers both directly and via participating organisations and
artists is testament to the unique opportunities and experiences that the Festival and
Culture Day Forres can provide for volunteers. Indeed, 83% of volunteers reported
that they had learnt new skills from volunteering with the Festival and that the
experience had helped them to meet new people, access local arts and culture, and
to feel part of a team. As a result, 92% said they felt inspired to volunteer again with
the Festival or another organisation.
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As the Findhorn Bay Festival grows and develops, so too does the depth of
experience and contacts which enables the event to attract so many willing and able
volunteers. Successful volunteer recruitment will continue to be a crucial aspect of
future work and Findhorn Bay Arts endeavours to invest in the volunteer potential
and to become part of the Forres Area Volunteer Marketplace to better share local
volunteer resources.

‘I enjoyed the variety of events and the range of interesting opportunities the Festival
provided” - Festival Volunteer

“The volunteer staff went out of their way to be helpful. There was a general ‘can do’
atmosphere around the whole event " - Audience Member, Fdinburgh

“The festival was an amazing volunteer experience. It was great fun getting to know the local

area, the people, helping with the varied pragramme and the lovely artists, and also being
part of a great team” - Festival Volunteer
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Objective 7: Quality & Promotion

Ohjective: to produce a high-quality Festival that promotes the arts, culture and the local area
Achievement:

o Positive feedback comments received relating to the quality of performances and events

e 91% of audiences said the Festival met or exceeded expectations

o 82% of visitors from out with the area said the Festival was the primary reason for visiting Moray

e 91% of visitors from out with the area said they felt inspired to visit Moray again after attending the
Festival

e 100% of local businesses and 86% of local accommodation providers felt the Festival helped raise
awareness of the local area, visitor attractions and business offerings

Outcomes: The Findhorn Bay Festival successfully produced a high-quality Festival that promoted the arts,
culture and local area. This is demonstrated by the very positive visitor feedback received which included
direct reference to the “quality’ of the programme, performances which met or exceeded audience
expectations, and favorable comments pertaining to the local area. The Festival was successful in attracting
visitors to the area and as a result of haven visited, a high number of visiting audiences felt inspired to visit
Moray again in the future. All of the local businesses and the majority of accommodation providers survey felt
that the Festival raised awareness of the local area, visitor attractions and the local business offering

To assess the quality of the Festival and the extent of promotion for the arts, culture
and the local area, a variety of indicators and answers were analysed from the
feedback survey results.

Quality

The assessment of ‘quality’ was carried out using a combination of subjective and
objective factors. In recognising that personal opinion and experience play a key
role in the judgment of ‘quality’, questions were asked in the feedback surveys that
elicited a qualitative response that the assessment of ‘quality’ could be drawn from.
The survey asked:

What did you enjoy most about the Festival?

Responses included 40 accounts which used the word ‘quality’, all of which
commented on the positive quality of the events, programme and value for money.
Audience member responses included:
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“High quality art on my doorstep and the feeling of being part of something that brought
together and energised the whole community ” - Audience Member Forres, Moray

“The quality of the programme and the overall cultural experience is getting better and better
every festival ” - Audience Member. Findhorn, Moray

“We have become accustomed to a very high range and quality of events. This year maintained
the standard we expected " - Audience Member. Highlands & Islands, Scot/and

“The quality and breadth of events, the festival atmosphere and the sense of inclusion and
community adaed up to a wonderful festival that exceeded my expectations ™ - Audience
Member. Forres, Moray

Figure 2: Most Frequently used Words to describe what Visitors Most Enjoyed

Figure 2 shows an illustration of the words frequently used by visitors to describe
what they enjoyed most about the Festival including the word ‘quality’.

Notable best aspects included: atmosphere, quality, events, variety, buzz, friendly,
art, buzz, choice, community, venues, people and fun.

Notable best performances included: Duncan Chisholm, Blue Rose Code, Darnaway
at Dawn, Adam Holmes & the Embers, The Buke of the Howlat, Karine Polwart,
Northern Flyway, Culture Day Forres, Ballad Bus Tour and Opera Highlights.
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Conversely, the constructive feedback about the Festival experience was also used
as a ‘quality’ indicator. The survey asked:

Is there anything that could have improved your festival experience?

Of the 221 responses received to this question, 55% responded with the answer ‘no’,
‘nothing’ or similar remarks. There were no remarks made about ‘poor quality’ or
other such comments about the quality of the Festival or artists, indicating that a
high-quality Festival was achieved.

By asking this question, valuable feedback is also received that Findhorn Bay Arts
will take on board to improve future events. For example, signposting directions to
accessible entrances, providing event end times where possible, and improving upon
sound clarity in some venues.

The measurement of expectation was also used as a positive indicator of the visitor
experience which could be attributed to the ‘quality’ of the event. The feedback
surveys asked the following question:

How did the Festival compare with your expectations?

91% indicated that the Festival met or exceeded their expectations, indicating that
the event was to a satisfactory quality standard.
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Promotion

Hosting the Festival to promote local arts, culture and the tourist offering available
throughout the year is an important event objective. Numerous comments from
audiences pertained to the heightened profile of the area and the growing artistic
offering in their feedback, including:

“Puts Forres and Findhorn on the map as a major event in Scotland’s cultural calendar ” -
Audience Member. Edinburgh, Scotland

“The Festival is making Moray thrive” - Audience Member. Keith, Moray
“This is a major event in the Forres calendar. The arganisers are to be thanked and
complimented for their vision and efforts to make the festival and Forres a must visit

aestination” - Audience Member. Highlands & Islands, Scotland.

“The festival definitely adds value to living life in Scotland” - Audience Member. Findhorn,
Moray

“Findhorn Bay Festival, by growing capacity, and building relationships on the ground, and by
generating a concentrated buzz of energy, offers a tremendous platform for growing the

audiences of all the artists it programmes ™ - Karine Polwart

“You are doing an amazing job in bringing so many beautiful different experiences to our area,
keep it going, please " - Audience Member. Forres, Moray

To further assess the ability of the Festival to facilitate promotion, the local business
feedback survey asked:

Do you feel the Festival helped to raise awareness of the local area, visitor
attractions, and businesses / shop offerings?

And the accommodation provider feedback survey asked:

Do you feel the Festival helped to raise awareness of the local area and tourist
offering?
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The surveys returned showed that 100% of local businesses and 86% of
accommodation providers felt the Festival had raised awareness for the area. The
combination of positive audience feedback as well as local business and
accommodation providers all citing the benefits the Festival brings in terms of
promotion clarifies that the event objective was successfully met.

“Fvents locally do, without a doubt, increase the awareness of the area as a place to visit” -
Accommaodation Provider. Forres, Moray.

“The Festival brought crowds to the area” - Local Business Owner. Forres, Moray.

“Anything that brings visitors into Moray is indirectly benefiting the tourism industries”
Accommaodation Provider. Forres, Moray.

“Good for town, community and businesses” - Local Business Owner. Forres, Moray.

Through the analysis of qualitative feedback, it can be deduced that the Findhorn
Bay Festival successfully produced a high-quality Festival that prompted the arts,
culture and local area. Indeed, the Festival attracted visitors to the area and as a
result of haven visited, a high number felt inspired to visit Moray again, creating a
potential long-term positive impact for return visitors to the area in future.

Findhorn Bay Arts will continue to strive in producing and bringing to the area high-
quality arts and culture events for locals and visitors alike to enjoy.
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Objective 8: Profile Awareness

Objective:

o 8,500 unique website visitors to www.findhornbayfestival.com

e 4,000 social media followers via Facebook, Twitter and Instagram

o 100 items of printed media coverage equating to £20,000 in advertising value equivalency
o Amarketing campaign reach of 6 million impressions

Achievement:

e 9,471 unique website visitors to www.findhornbayfestival.com

e 4,957 social media followers via Facebook, Twitter and Instagram

o 139 items of printed media coverage equating to £23,973.64 in advertising value equivalency
o Anestimated marketing campaign reach of 9.2 million impressions

Outcome: The media reach and engagement surrounding the Findhorn Bay Festival surpassed expectations in
all areas. With regional and national exposure, the profile of the Festival, Findhorn Bay Arts and Moray’s local
arts and cultural sector was raised through a marketing campaign with an estimated 9.2 million impressions

Website

The Findhorn Bay Festival website was updated and launched on Thursday 14 June
2018, accessible at www.findhornbayfestival.com. Google Analytics show that the
website received 9,471 unique visitors during the four-month campaign period
generating 46,104 page views across the site.

In the same period, Google Analytics showed the breakdown of the main routes
visitors took to access the website as:

WHERE WEBSITE TRAFFIC CAME FROM

AVAVAVAVAVS
Organic search via a search engine 38%
Direct URL search and click on links in emails/documents 29%
Social media 17%
Referrals from links in other websites 16%

This data shows that most used route to finding the Findhorn Bay Festival website
was via organic search from unpaid search engine results. Search terms used to
find the Festival website included: Findhorn Bay Festival, Findhorn Bay Festival
2018, Findhorn Bay Arts Festival 2018, and Findhorn Festival.
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The high percentage of organic search results is consistent with word of mouth
advertising resulting in the spread of people searching for the Festival haven seen or
heard about it via various routes. Similarly, traffic from direct URL search and email
and document clicks can be attributed to the Findhorn Bay Festival website address
being printed on 15,000 programmes, 20,000 leaflets and 1,000 coasters as well as
from direct email campaigns circulated containing the website address.

Of the social media traffic received, 83% was received via Facebook, 16% via
Twitter and 1% from Instagram.

The Festival marketing activity plan includes an effort for the event to be listed and
included in information on other websites across the web. This year, a small amount
of finance was also invested in paying for online advertising to test the success of
this route for future options in reaching new and wider audiences.

The top 5 website referral links used were:

whatsonhighlands.com (paid for inclusion)
finhornbayarts.com

invernessairport.co.uk (paid for inclusion)
karinepowart.com

scotlandbigpicture.com

Al

Notably, the two sites which used paid for inclusion both appear in the top three
referral list, indicating a successful trail of paid for online advertising. The Findhorn
Bay Arts website was a popular referral route, indicating a public knowledge of the
organisation that hosts the Festival and as in 2016, programmed artists’ website
again drew in audiences to the Festival website. Notably, event listing referrals were
not highly ranked from this campaign period.

The target objective of 8,500 unique website visitors to www.findhornbayfestival.com
was achieved and surpassed, reaching 9,471 unique visitors. This signifys a strong
and varied marketing awareness campaign, effective use of paid for online
advertising, targeted direct marketing and the engaging use of social media that
directed people to visit and explore the Festival website.

Social Media

Social media played an integral role in promoting the Festival with Facebook, Twitter
and Instagram being used to connect with potential visitors, artists, stakeholders and
partners with the aim of capturing the imagination, increasing ticket sales and
encouraging attendances.
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Following the launch of the Festival programme, a promotional video was released
online as well as photographs and a series of planned posts targeting different
groups of people and areas of interest. During the Festival updates were regularly
posted, and post Festival thank you messages and photographs were also shared
on social media channels.

Over the four-month campaign period, social media follower numbers increased as
follows:

TOTAL 4111 4,957 17%
AVAVAVAVAVS
Twitter 1,482 1,627 9%
Facebook 2,247 2,678 16%
Instagram 382 652 41%
June 2018 October 2018 % Increase

During the same period, posts on social media about the Festival reached 290k
people — this was achieved mainly through organic reach with seven Facebook
promoted posts being used. The most successful post was the main Festival
promotional video released in June 2018 which reached 21k people.

The target objective of achieving 4,000 social media followers across Findhorn Bay
Arts’ social media channels was achieved and surpassed during the Findhorn Bay
Festival campaign period. For future social media growth, the Festival will aim to
capitalise upon growing Instagram followers as well as investigating the use of new
channels such as Snap Chat.
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Print Media and Online News

In the months leading up to the Festival an emphasis was placed upon building key
media relationships and to grow connections with new media outlets. Relationships
were developed to access new editorial opportunities, to broker advertising with an
editorial commitment and to encourage press attendance to review events.

Seven official press releases were circulated to regional and national channels as
follows:

February — Festival Dates Launch

June — Findhorn Bay Festival Programme Launch
July — Volunteer with Findhorn Bay Festival

August — Making More of Moray

August — Language, Culture and Identity

September — The Buke of the Howlat

September — Stage is Set for a Spectacular Showcase

NOoO Gk WN =

Adverts and editorial were secured in publications such as Flybe inflight magazine,
The List Festival Guide, Inverness City Advisor and Spotlight Magazines and
highlight features and reviews were printed in The Herald, The National and The
Scotsman. Substantial coverage was also received from local publications including
7 Day Magazine, Press & Journal, The Forres Gazette, Northern Scot and online
news channel Forres Local. Event listings were also published across a variety of
print and online channels.

In total, 139 items of media coverage were generated about the Findhorn Bay
Festival from January to October 2018 surpassing the target objective of 100 items.

The advertising value equivalency (AVE) from printed newspaper coverage was

calculated to establish the monetary worth of each article. Using the advertising

industry standard equation below, the monetary worth of Festival press coverage
totalled £23,973.64, marginally above the target figure.

Advertising Value Equivalent Equation:

Length of column (cm) X single column cm rate (SCC) x no of columns = advertising cost

It should be noted that the AVE figure does not take into account the increased credibility of editorial
over advertising, the tone of the coverage, the positioning of the coverage, or web-based coverage.
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With coverage published via a broad mix of local, regional and national outlets and
across varying mediums from online to newspapers, magazines and brochures, the
print media and online news marketing campaign was extremely successful, despite
decreasing marketing budgets and decreasing circulation of traditional print media.
Both the number of items and AVE figures achieved were greater than set out in the
event objective and this can be attributed to two main factors:

e An earlier Festival launch date allowing for more lead in time and
opportunities to release more new stories

e The successful engagement with journalists to review the Festival resulting in
increased coverage in national newspapers

For future events, Findhorn Bay Arts will endeavour to sustain and develop this level
of national press coverage whilst exploring possibilities for international and
television coverage to reach a broader audience.

Appendix 4 details the full list of media coverage achieved.

Marketing Campaign Reach

From the media, advertising and social media coverage gained for the Findhorn Bay
Festival is estimated that at least 9.2 million impressions were made upon
audiences, achieved via the following:

MARKETING CAMPAIGN REACH 9.2 MILLION
AVAVAVAVAVS
Media — printed press, online news and radio 7,520,836
Paid Advertising — printed, online and outdoors 1,429,275
Social Media — Facebook, Twitter & Instagram 289,716

A full breakdown of media and advertising coverage and associated estimated reach
can be viewed in Appendix 5.

With such vast regional and national exposure, the profile of the Festival, Findhorn
Bay Arts and Moray’s local arts and cultural sector was undoubtedly raised through
the marketing campaign period.

Appendix 6 contains some examples of editorial and adverts published during the
Findhorn Bay Festival 2018 campaign period.
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Objective 9: Economic Benefit

Objective: £779,275 local economic benefit Achievement: £869,120 local economic benefit
-£500,000 visitor spend -£589,845 visitor spend
-£219,215 project spend -£219,215 project spend

Outcome: The Findhorn Bay Festival was successful in generating an estimated local economic benefit of
£869,120 exceeding the event objective and can be attributed to the higher than anticipated visitor spend

The Findhorn Bay Festival is part of a network of local economic development taking
place within the Forres area. Events which bring an economic boost, such as the
Festival, help enable the community to continually develop a strong and sustainable
local economy. The economic impact value of the 2018 Findhorn Bay Festival was
calculated using the reported visitor and accommodation spend from survey analysis
and also includes the amount of funding that was spent locally to stage the Festival.

Figure 3: Breakdown Percentages of Reported Visitor Spend

From the information returned in the visitor evaluation surveys, the reported local
spend on food and drink, travel, gifts etc. varied from £0 to over £1,000. Figure 2
shows the percentage breakdown of reported spend. From the figures obtained, the
average person spend was calculated to be £109.05.
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Of those that reported staying in paid for accommodation to attend the Festival, the
average cost per person per night was calculated to be £71.21 — this included a
range of accommodation from a night’s stay for £14 camping at Findhorn Bay
Holiday Park to over £150 a night for a deluxe hotel room.

Using these figures along with the inclusion of the project spend, the total economic
contribution of the Findhorn Bay Festival to the local economy is estimated to be
£869,120, greatly exceeding the event objective. This figure was achieved by the
following:

LOCAL ECONOMIC BENEFIT £869,120
\NANNAN

Visitor Spend
£109.05 reported average spend per person

£109.05 (rounded) x 4,231 people £461,383
£71.21 reported average spend per night per person

£71.21 x 1,804 nights stayed £128,462
Project Spend
Festival £157,963
The Buke of the Howlat £101,312
Educational Programme £20,000

To help corroborate that the visitor spend was spent in local business, a survey of
local shops was also conducted. During the six-day Festival 70% of business
respondents reported an increase in footfall and 53% reported increased sales. The
average sales increase reported was between 10-30% with several businesses citing
that sales were up by 50% on Saturday 29 September when Culture Day Forres was
held.

Using event impact indicators of average spend from the Great Britain Tourism
Survey 2011, it is estimated that the Findhorn Bay Festival contributed £1million to
the Scottish economy. Using an industry standard metric, the calculation also takes
into consideration the cost of flights, transit, fees and spend of the average
international traveller which would not have been captured from the Findhorn Bay
Arts in-house reporting and calculation.

The Findhorn Bay Festival was successful in generating an estimated local
economic benefit of £869,120, exceeding the event objective. This higher than
anticipated value can be attributed to a greater visitor spend than predicted — a
positive indicator that the Festival can bring additional income into the Moray area,
which can be developed upon into successive events.

Appendix 7 lists a breakdown of the Findhorn Bay Festival cash budget.
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Summary, Conclusion & Next Steps

The Findhorn Bay Festival was successful in achieving and surpassing all
expectations as set out in the event objectives and evidenced through this extensive
evaluation.

Key success indicators included:

e An attendance of 16,927 across ticketed and free events

e Wide engagement and inclusion of local participation with in excess of 868
artists, business, heritage organisations and community groups contributing to
the Festival

e Showcasing 62 local artists/groups and provided a platform for artistic
collaboration between local and visiting artists

e The engagement with 2,426 young people

e Working collaboratively with 83 funders, businesses, community and
programme partners to deliver the event

e The recruitment and support of 335 volunteers

e Feedback from audiences indicating the Festival was of high quality

e A satisfied audience, with 91% reporting that the Festival met or exceeded
expectations

e 139 items of printed media coverage equating to £23,973.64 in advertising
value equivalency

¢ An estimated campaign reach of 9.2 million impressions via media coverage,
advertising and social media increasing awareness of the Festival and area

e Contributed an estimated £869,120 to the local economy

Through creative events and activities, Findhorn Bay Arts has demonstrated the
resounding positive economic and social benefits brought to the area through the
Festival. This success was not achieved in isolation, it was only made possible by
working with a range of partners; from individual artists and small local shop owners
through to nationally renowned organisations, businesses and artists.

As these successes are celebrated, Findhorn Bay Arts enter the coming years facing
substantial cuts to budgets, locally, nationally and from EU funding coming to an
end. This presents a pressing challenge for the organisation to broaden
partnerships with sponsors and funders in order to sustain the Festival and year-
round programme of creative learning activities — and the first step to doing so is
through applying for Charitable status.

With the support of the local community, a dedicated Board of Directors and
experienced team, the Findhorn Bay Festival will return, pending funding, the last
long weekend of September 2020, Wednesday 23 to Monday 28.
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Appendices

Appendix 1: Findhorn Bay Festival 2018 Programme Synopsis

The Festival opened with a stunning sold out concert from one of the most
accomplished and authentic interpreters of traditional Highland fiddle music, Duncan
Chisholm, with his extended line up the gathering. Once again, the Festival opening
concert was held in the historic St Laurence Church in Forres suitably lit and poised
as a stunning and unique venue.

“Superh atmospheric location and beautiful music from Duncan Chisholm, a stunning
performance in a perfect setting” - Audience Member. Gorthleck, Highlands.

Music featured prominently in the programme. Recently crowned BBC Radio 2's
Folk Singer of the Year’, Karine Polwart played her only Scottish date with music
from her forthcoming album Laws of Motion in Forres, alongside her brother Steven
Polwart and the Fair Isle multi-instrumentalist Inge Thomson. Fuelled by a visceral
punk spirit, The Langan Band had Festival crowds dancing by the sea in Findhorn.
Newly crowned winners of the Scottish Awards for New Music, Mr McFall’s Chamber
were joined by the local Bukhari Community Choir for an early Saturday evening
concert taking place in the stunning Universal Hall.
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A triple bill of new music featured Blue Rose Code (The Skinny 2017 Scottish Album
of the Year), one of the brightest rising stars on the UK roots music scene Adam
Holmes & the Embers, and local emerging musician Michiel Turner for a night of
supreme musical talent in Forres Town Hall. Michiel returned to the Festival as a
featured artists haven been welcomed as the first ever young musician in residence
at the 2016 Festival.

From bittersweet memories to rude and raunchy, poet and playwright Liz Lochhead
(Scots Makar until 2016) brought her beguiling mix of poetry, monologues and music
complemented by the gentle and soulful saxophone of Steve Kettley in Somethings
Old, Somethings New. Festival goers were treating to a double-dose of the rip-
roaring, chain smoking nae-messin’ heroine as Alan Bissett delivered a double bill of
the Fringe First award-winning The Moira Monologues & More Moira Monologues.

“Friendly, spontaneous, high quality event with a good mix of performance and art” -
Audience Member. Broughty Ferry, Dundee.

Returning to the Festival line up, Scottish Opera were back on the road with Opera
Highlights delivering an evening of short operatic treasures in Forres Town Hall.
Moray based dancer and choreographer, Karl Jay-Lewin, presented Extremely
Pedestrian Chorales where the prosaic and commonplace experience of the
pedestrian was explored through movement as an act of beauty, meaning and gentle
comedy.

Themes of migration, language and modern identity were explored throughout the
Festival programme. Audiences could take a guided walk spotting the birds of
Findhorn Bay with A9 Birds; meet the Scots Scriever at the Falconer Museum’s Birds
& Wirds exhibition; join in on a discussion on Scotland as a bi-lingual nation; or visit
the Waves O’ Flight open exhibition on the edge of the Findhorn Bay Nature
Reserve. Throughout the Festival weekend, Swarm Sculptures formed and reformed
with Lucy Suggate and dancers from Dance North’s (previously Bodysurf Scotland)
community dance programme and Northern Flyway by Inge Thomson & Jenny
Sturgeon created a musical journey exploring the connection between people and
birds against a lush evocative skyscape of stunning visual imagery.

At the heart of the 3rd Festival, Findhorn Bay Arts presented the world-premiere
promenade theatrical adaption of The Buke of the Howlat, a 15th century epic Older
Scots poem - Written by Morna Young, Directed by Ben Harrison and supported by
the Year of Young People 2018 Event Fund. A team of actor-musicians, a choir and
a community cast featuring talented local young people, worked with an award-
winning creative team to re-tell this very old and very local story of wealth, power,
identity and creativity. Set at dusk, you will follow the outdoor musical adventure
around the shrubbery in the grounds of the historic Brodie Castle.
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The Festival offered a feast of visual art. Award-winning Scottish documentary
photographer, Jeremy Sutton-Hibbert (Time, National Geographic) presented North
Sea Fishing, a series of striking black and white images shot aboard the seine net
fishing boats in the North Sea at The Old Station in Hopeman. The John Byrne
Touring Exhibition showcased visual arts, film, music and photography created by
young people from across the North East of Scotland at Moray College UHI and The
Travelling Gallery brought contemporary art on a bus to Forres. Local artist Kenneth
Le Riche’s entwined observation and imagination with an exhibition at Orchard Road
Studios and exploring her diagnosis with multiple sclerosis, Hannah Laycock’s work
Perceiving Identity was aptly exhibited in Leanchoil Hospital, Forres.

In partnership with Cryptic, Heather Lander presented Breaking Reverie in a
darkened space to illustrate ideas of magic, natural phenomena and virtual
landscapes to an intimate audience. The Moray Art Centre hosted Northlands by
renowned contemporary landscape artist Kirstie Cohen, whilst out on the Moray
Coast at Hopeman, Tom Watt installed an outdoor viewing structure for walkers to
take a moment to rest at and enjoy the views from.

A great festival, combining music, dance and art, we are lucky to live in Moray ” - Audience
Member. Forres, Moray.

In a throwback to the Festival in 2016, Wild Media Foundation’s outdoor installation
2020Vision returned for the public to enjoy in the stunning surroundings of Grant
Park in Forres. Peter Cairns of Wild Media Foundation supplemented this exhibition
with a talk posing an intriguing question, what should Scotland look like?
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Festival audiences got out and about on a series of sold out Vintage Bus Tours. The
Elphinstone Institute led a Ballad Bus Tour around the Forres area. Secret art
studios and gardens opened doors and gates to welcome visitors to explore and
experience news works and produce, and a unique visit hosted by Lord and Lady
Moray saw Darnaway Castle and grounds open to the public at dawn.

For children and families, Catherine Wheels Theatre Company brought the award-
winning and touching tale of Martha to Findhorn, which has been delighting young
audiences for over twenty years.

A Family Cabaret of pure imagination amazed and delighted both young and old with
international performers Steve Cousins aka The Balloonatic, Cowboy Duke Loopin’
galloping into town and hula-hooping queen Toni Smith joined by local act the Mad
Hatters of Moray. NESTS by Frozen Charlotte and Stadium Rock featured a young
leading actor from Moray in a beautiful authentic performance exploring the dynamic
between adult and child.

Culture Day Forres returned for a fifth year with a fun, free, family day out, jam-
packed with exciting exhibitions and performances and lots of have-a-go activities.
The day saw the streets, parks, shops and public buildings of Forres come alive with
a carnivalesque explosion of art, music, film and dance, talks and tours and more.

A wonderful mix of music, food, education and community events engaging all ages ” -
Audience Member. Findhaorn, Moray.
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A Mile in My Shoes with the National Theatre of Scotland and The Empathy Museum
launched during the Festival in Forres on Culture Day and continued to exhibit in
Elgin. Housed in a giant shoebox, the exhibit held a diverse collection of shoes and
audio stories from local young people which explored our shared experiences where
members of the public were invited to wear a pair of shoes and listen to someone
else’s story.

Culture Day came to a fabulous close as Forres Town Hall was once again
transformed on the Saturday night into a Glitter & Sparkle Festival ball with music
from The Loveboat Big Band, international cabaret entertainment and sets from local
DJs to round the night off.

“The Glitter & Sparkle Ball turned an underused venue into a magical community event” -
Audience Member. Forres, Moray.

Sprinkled throughout the Festival, audiences of all ages could enjoy free Street
Theatre from the internationally acclaimed Let’s Circus troop or drop in and
participate in Live Music Sessions which were held daily in public houses and cafes
in Forres and Findhorn.

New to the Festival line up this year was a focus on Making More of Moray through
the celebration of quality local food, with the fertile Moray landscape providing a
plentiful larder to sample from. Audiences could try locally sourced organic bites in a
Pop-Up Project Café, visit growers in their gardens on vintage bus tours, shop at the
mini-market of local organic produce on Culture Day Forres or join a tantalising multi-
cultural music and food event with headline act Shooglenifty bringing infectious
dance grooves spiced up with recent influences from Rajasthan.

“The festival was amazing, and the closing of Tollbooth Street really made a nice difference.
The street art, food and atmosphere were great” - Audience Member. Forres, Moray.

Leading up to and during the Festival, a Workshops and Education programme
offered a series of unique opportunities for people to participate and learn from.
Schools groups and families enjoyed Storytelling & Creative Making sessions,
hearing the story of The Buke of the Howlat and making willow wings used in the set
of the production whilst author James Robertson and illustrator Kate Leiper ran a
workshop for primary children to learn about the story and the making of the book.
The Wildlife of Findhorn Bay was explored with RSPB Scotland and Kirstie Cohen
led a Landscape Mixed Media workshop in Moray Art Centre. The Elphinstone
Institute delivered Scots/Doric language sessions in Forres for the general public and
in schools across Moray, and Jason Singh was programmed to deliver a session on
Beatboxing, Sound and Composition.
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Appendix 2: Findhorn Bay Festival 2018 Artists

Local Festival Artists

Alex Gardasson

Bukhari Community Choir

Dance North Community Dance Participants
Dance North Scotland

DJ Monkey Magic

Eden Court CREATIVE Integrated Performance Group

Frozen Charlotte
Garry Collins
Hannah Laycock
Jonathan Wheeler
Karl Jay-Lewin

Kate Leiper

Visiting Festival Artists

A9 Birds

Adam Homes & the Embers
Alan Bissett

Andy Clark

Angela Hardie

Annie Grace

Blue Rose Code

Catherine Wheels Theatre Company
Charlie Grey

David Francis

Duncan Chisholm: The Gathering
Elphinstone Institute
Empathy Museum

Frieda Morrison

Heather Lander

Inge Thomson

James Robertson

Jason Singh

Jenny Sturgeon

Jeremy Sutton-Hibbert

Jim Tough

Joseph Peach
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Kenneth Le Riche

Mad Hatters of Moray

MC3 Studio Artists

Michiel Turner

Naturally Useful

Orchard Road Studio Artists
Ruaraidh Milne

Sporran Nation

Sub Asian Sound Kitchen
Tom Watt

Waves O’ Flight Community Artists

Karine Polwart Trio
Kirstie Cohen

Liz Lochhead

Lucy Suggate

Mr McFall’'s Chamber
National Theatre of Scotland
Rosemary Ward
Scottish Opera
Shooglenifty

Steve Cousins

Steve Kettley

The Jenny Sturgeon Trio
The John Byrne Award
The Langan Band

The Loveboat Big Band
The Project Café

Todd Various

Tom McKeane

Toni Smith

Travelling Gallery

Wild Media Foundation
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Culture Day Forres Participant Artists, Businesses & Groups

2020 Vision Wild Media Foundation
Andrea Turner

Apple t-Art House

Baby Bop

BirdHouse Collective

Bodies of Water

Boom Zone with Carol Scorer
Brodie Castle & Playful Garden
Café Medine

Cherry Alligator

Christinne Hartman

Dan Puplett

Dr Michael Dempster

Dr Shak

Drumduan School

Duncan Wilson

Elemental Community Arts

Forres Community Orchard and Green Spaces
Forres Community Woodlands Trust
Forres Library

Forres Royal Scottish Country Dance Society
Fritha Land

Gilda Westermann

Guarana Street Band

Heather Lander

Henny’s Happy Pantry

Highland Print Studio

In The Mix

Incredible Edible Forres
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lona Leigh

Jonny & Jennifer Harris

Kinloss Abbey Trust

Kristoff's Restaurant

Medicine Show Radio Moose Mobile
Moniack Mhor

Moray Supports Refugees
Moray Wellbeing Hub

National Library of Scotland
National Theatre of Scotland
Orchard Road Studios

Orla Broderick

Prissy Presents

Project Café

Roseisle Gardens

Seeds of Hope

St John’s Church Flower Festival
Swarm Sculptures

The Cheese House

The Empathy Museum

The Glasgow School of Art, Highlands & Islands
The Melting Pot Collective

The Unfiltered Beverage Co.
Too Many Kooks

Vegan Outreach Scotland

Vivien Hendry

Xpo North

Yenna & Neil
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Appendix 3: Festival Partnerships

The Findhorn Bay Festival 2018 was made possible with generous support from the

following:

Major Funders

Creative Scotland, Lottery Funded
Year of Young People 2018
EventScotland

Highlands & Islands Enterprise
Heritage Lottery Fund

Support for the Making More of Moray Project

Moray LEADER

Trusts & Foundations

Berryburn Community Fund
The Budge Foundation

Business Sponsors

Tornagrain by Moray Estates
West Beach Caravan Park
Culture & Business Fund Scotland
Robertson Construction

Programme & Community Partners

National Trust for Scotland
National Theatre of Scotland
Dance North Scotland
Falconer Museum

National Library of Scotland
The Project Café

Moray College, UHI

Moray Art Centre

Findhorn Foundation
Elphinstone Institute

Local Festival Venues & Locations

Brodie Castle, NTS

Cullerne Gardens

Darnaway Castle

Eagle Bar

Falconer Museum

Forres Town Hall

James Milne Institute
Kinloss Church Hall & Annex
Leanchoil Hospital

Logie Steading

Saltire Society

Benromach
The Phoenix Shop & Café
AJ Engineering

The Touring Network

TRACS

Scots Language Centre

The Gaelic Book Council
Discover Moray’s Great Places
The Moray Council

Moray Speyside Tourism

39 Royal Engineers Regiment
Forres Area Community Trust
Music +

Red Lion

Roseisle Gardens

St Laurence Church

St Leonard’s Church
Tenny Weeny Farm
Tesco, Forres

The OId Station, Hopeman
The Park Ecovillage

The Phoenix Café

The Tolbooth
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Moray Art Centre Transition Town Forres

Moray College UHI Universal Hall
Mosset Tavern Victoria Hotel
Newbold House Walled Garden Wester Lawrenceton Farm

Orchard Road Studios

Food & Accommodation Providers for Festival Artists/Partner Events

Blervie House The Bakehouse
Cardamon Spice The Carisbrooke Hotel
Findhorn Bay Holiday Park Red Lion

Findhorn Foundation Tullochwood Lodges
Mosset Tavern Varis Apartments
Newbold Trust Victoria Hotel

The Bakehouse

The Buke of the Howlat — Donations of Locally Grown Fruit

Logie Steading Art Gallery Wester Hardmuir Fruit Farm
Newbold Trust Wester Lawrenceton Farm

The Buke of the Howlat — Donations of Materials, Equipment & Resources

39 Royal Engineer Regiment Logie Timber Yard

AJ Engineering Moray Estates

Forres Highland Games Moray Wastebusters
Hellygog Robertson Construction
Keith Builders Merchants Sam Chinney & Clare Fennel

The Buke of the Howlat — Special Support

Ben Clinch Jim Royan

Festival Volunteers Kate Lieper

Frieda Morrison Lord and Lady Moray

Graham Reid Nicola Royan

James Robertson Staff and Volunteers at Brodie Castle NTS

The Buke of the Howlat — Funding & Sponsorship

Year of Young People, 2018 West Beach Caravan Park
Creative Scotland, Lottery Funded Culture & business Fund Scotland
Saltire Society Robertson Construction

The Budge Foundation AJ Engineering

Tornagrain by Moray Estates

The Buke of the Howlat — Partners & Contributors

National Trust for Scotland Moray College UHI
National Theatre of Scotland Scots Language Centre
National Library of Scotland Discover Moray’s Great Places
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Appendix 4: Media Coverage

Publication Location Type Coverage Date
TMSA Events Calendar Scotland Brochure Event listing January 2018
2018
The List Guide to Scotland Brochure Event Listing and Feature January 2018
Scotland’s Festivals 2018
Senscot Scotland E-newsletter Event Listing February 2018
EventScotland Scotland Online News Article Announcing Festival 2018 Dates | 03/02/2018
and Funding
Northern Scot Moray Newspaper Article Announcing Festival 2018 Dates | 09/03/2018
and Funding
Forres Gazette Forres Area Newspaper Article Announcing Festival 2018 Dates | 14/03/2018
and Funding
Senscot Scotland E-newsletter Article Announcing Festival 2018 Dates | 14/03/2018
and Funding
Forres Focus Forres Area Magazine Article Announcing Festival 2018 Dates | May 2018
What’'s On Highlands Highlands & Website Featured Landing Page Festival Advert | May 2018
Moray
Lossie Local Lossiemouth Magazine Article Announcing Festival 2018 Dates | June 2018
Inverness City Advertiser Highlands Magazine Festival Advert June 2018
Scottish Provincial Press Highlands & Newspaper Event Listing June 2018
Publication Moray
What's On Highlands Highlands & Online News Article Announcing Festival Programme | 12/06/2018
Moray
The Press & Journal Moray Newspaper Article Announcing Festival Programme | 15/06/2018
EventScotland Scotland Online News Article Announcing Festival Programme | 15/06/2018
Forres Gazette Forres Newspaper Article Announcing Festival Programme | 20/06/2018
Nairn Book & Arts Festival | Highlands & Brochure Festival Advert 21/06/2018
Programme Moray
Northern Scot Moray Newspaper Article Announcing Festival Programme | 22/06/2018
7 Days Highlands & Newspaper Article Announcing Festival Programme | 22/06/2018
Moray
Forres Gazette Forres Newspaper Event Listing 27/06/2018
The Press & Journal Moray Newspaper Article Announcing Festival Programme | 28/06/2018
Northern Scot Moray Newspaper Event Listing 29/06/2018
Northern Scot Moray Newspaper The Buke of the Howlat Article 29/06/2018
Inverness Courier Inverness Newspaper Festival Advert 29/06/2018
Northern Scot Moray Newspaper Festival Advert 29/06/2018
Inverness City Advertiser Highlands Magazine Festival Advert July 2018
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Forres Highland Games Forres Brochure Festival Advert July 2018
Programme
Forres Gazette Forres Newspaper Festival Preview Feature 04/07/2018
Forres Gazette Forres Newspaper The Buke of the Howlat Article 04/07/2018
The Touring Network Scotland E-newsletter The Gathering at Findhorn Bay Festival | 04/07/2018
Forres Gazette Forres Newspaper Festival Advert 11/07/2018
Senscot Scotland E-newsletter Article Announcing Festival Programme | 11/07/2018
Inverness Courier Inverness Newspaper Festival Advert 13/07/2018
Northern Scot Moray Newspaper Festival Advert 13/07/2018
Forres Gazette Forres Newspaper Festival Advert 25/07/2018
Inverness City Advertiser Highlands Magazine Festival Advert August 2018
Universal Hall Good Gig Highlands & Brochure Festival Advert and 4 Event Listings August 2018
Guide Moray
Belladrum Festival Belladrum Festival | Newspaper Full Page Festival Advert and Double 02/08/2018
Publication Audience Page Spread of Event Listings
Inside Moray Moray Online News Festival Volunteer Article 02/08/2018
Forres Gazette Forres Newspaper Festival Volunteer Article 08/08/2018
Forres Gazette Forres Newspaper Festival Advert 08/08/2018
Inverness Courier Inverness Newspaper Festival Advert 10/08/2018
Northern Scot Moray Newspaper Festival Advert 10/08/2018
Forres Gazette Forres Newspaper Opera Highlights Article 15/08/2018
What’s On Highlands Highlands & Online News Making More of Moray Article 15/08/2018
Moray
EventScotland Scotland Online News Making More of Moray Article 17/08/2019
7 Days Highlands & Newspaper Festival Advert 17/08/2018
Moray
Forres Gazette Forres Newspaper Opera Highlights Article 22/08/2018
Forres Gazette Forres Newspaper Festival Advert 22/08/2018
Inverness Courier Inverness Newspaper Festival Advert 24/08/2018
Northern Scot Moray Newspaper Festival Advert 24/08/2018
The Press & Journal Moray Newspaper Making More of Moray Article 25/08/2018
Forres Gazette Forres Newspaper Opera Highlights Article 29/08/2018
Forres Gazette Forres Newspaper Scots Language Article 29/08/2018
Young Scot Scotland Online News Young Scot Ticket Prices Article 31/08/2018
FlyBe Flight Times UK & Europe Magazine Festival Article and Advert September 2018
Inverness City Advertiser Highlands Magazine Festival Article, Adverts and Event September 2018

Listings
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Spotlight Forres & District Magazine Festival Article, Advert and Event September 2018
Listings

Spotlight Strathspey & Magazine Festival Article, Advert and Event September 2018
District Listings

Spotlight Turriff, Huntly & Magazine Festival Article, Advert and Event September 2018
District Listings

Spotlight Inverness & Magazine Festival Article, Advert and Event September 2018
District Listings

Spotlight Nairn & District Magazine Festival Article, Advert and Event September 2018

Listings

Spotlight Buckie, Keith & Magazine Festival Article, Advert and Event September 2018
District Listings

Spotlight Elgin, Lossie & Magazine Festival Article, Advert and Event September 2018
District Listings

The List Scotland Magazine Festival Advert September 2018

What’s On Highlands Highlands & Online News Making More of Moray Article September 2018
Moray

Senscot Scotland E-newsletter The Buke of the Howlat Event Listing September 2018

7 Days Highlands & Newspaper Festival Advert September 2018
Moray

The National Scotland Newspaper Festival Programme Feature 01/09/2018

The Press & Journal Moray Newspaper Making More of Moray Article 04/09/2018

Forres Gazette Forres Newspaper Festival Advert 05/09/2018

The Herald Scotland Newspaper The Buke of the Howlat Arts News 06/09/2018

Northern Scot Moray Newspaper Opera Highlights Article 07/09/2018

Inverness Courier Inverness Newspaper Festival Advert 07/09/2018

Northern Scot Moray Newspaper Festival Advert 07/09/2018

The Telegraph UK Newspaper Travel Review and Mention of Festival

What’s On Highlands Highlands Online News Full Festival Programme Special 09/09/2018

The Telegraph UK Newspaper Travel Review and Mention of Festival

VisitScotland Scotland Online News Month Nine Event Round Up 11/09/2018

The Press & Journal Moray Newspaper The Buke of the Howlat Article 11/09/2018

Forres Gazette Forres Newspaper Making More of Moray Article 12/09/2018

Forres Gazette Forres Newspaper Creative Making Workshops Feature 12/09/2018

Forres Gazette Forres Newspaper Festival & Culture Day Forres Advert 19/09/2018

Forres Gazette Forres Newspaper The Buke of the Howlat Article 19/09/2018

7 Days Highlands & Newspaper The Buke of the Howlat Full Page 21/09/2018
Moray Feature

7 Days Highlands & Newspaper Blue Rose Code Event Listing 21/09/2018
Moray
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7 Days Highlands & Newspaper Willie Wonders Show Preview 21/09/2018
Moray
Northern Scot Moray Newspaper The Buke of the Howlat Article 21/09/2018
The Metro UK Newspaper Event Listing 21/09/2018
Northern Scot Moray Newspaper Event Listing 21/09/2018
The Scotsman Magazine Scotland Newspaper Event Listing 22/09/2018
The National Scotland Newspaper Event Listing 22/09/2018
The Herald Magazine Scotland Newspaper Event Listing 22/09/2019
Scottish Life Scotland Newspaper The Buke of the Howlat Preview 23/09/2018
Scottish Life Scotland Newspaper Festival Preview 23/09/2018
What's On Highlands Highlands Online News Full Festival Programme Special 24/09/2018
The Herald Scotland Newspaper Face-to-Face with Kresanna Aigner 24/09/2018
The National Scotland Newspaper The Buke of the Howlat Article 25/09/2018
The Herald Scotland Newspaper The Buke of the Howlat Article 25/09/2018
EventScotland Scotland Online News Festival Preview 26/09/2018
Forres Gazette Forres Newspaper Hannah Laycock Exhibition Article 26/09/2018
Forres Gazette Forres Newspaper Waves O’ Flight Article 26/09/2018
Forres Gazette Forres Newspaper Opera Highlights Article 26/09/2018
Forres Gazette Forres Newspaper Event Listing 26/09/2018
The Press & Journal Moray Newspaper Hannah Laycock Exhibition Article 26/09/2018
The Press & Journal Moray Newspaper Front Page Picture and Article 27/09/2018
The Herald Scotland Newspaper Event Listing 27/09/2018
The Press & Journal Moray Newspaper Front Page Feature and The Buke of 27/09/2018
the Howlat Article
Forres Local Forres Online Review Duncan Chisholm Show Review 27/09/2018
Forres Local Forres Online Review The Buke of the Howlat Show Review 28/09/2018
7 Days Highlands & Newspaper Northern Flyway Show Preview 28/09/2018
Moray
7 Days Highlands & Newspaper A Mile in My Shoes Exhibition Preview 28/09/2018
Moray
7 Days Highlands & Newspaper Martha Event Listing 28/09/2018
Moray
The Press & Journal Moray Newspaper The John Byrne Awards Exhibition 28/09/2018
Event Listing
Northern Scot Moray Newspaper Festival Article 28/09/2018
The Press & Journal Moray Newspaper Culture Day Forres Event Listing 29/09/2018
Forres Local Forres Online Review Secret studio Tour Review 30/09/2018
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Inverness City Advertiser Highlands Magazine Event Listings October 2019
Spotlight Forres & District Magazine Event Listings October 2019
Spotlight Nairn & District Magazine Event Listings October 2019
The Press & Journal Moray Newspaper A Mile in My Shoes Article 01/10/2018
The Scotsman Scotland Newspaper Festival Review 01/10/2018
The Herald Scotland Newspaper Festival Review 01/10/2018
The Press & Journal Moray Newspaper Front Page Picture and Festival 01/10/2018
Highlights Article
Forres Gazette Forres Newspaper Front Page Picture and Article 03/10/2018
Forres Gazette Forres Newspaper Featured Picture 03/10/2018
The Press & Journal Moray Newspaper Festival Attendance Article 05/10/2018
Senscot Scotland E-newsletter Festival Success Mention 10/10/2018
Forres Gazette Forres Newspaper Front Page Banner and Festival Photo 10/10/2018
Spread
Northern Scot Moray Newspaper Festival Success Atrticle 12/10/2018
Forres Gazette Forres Newspaper Festival Thank You Advert 17/10/2018
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Appendix 5: Media & Advertising Reach

Media Coverage Achieved

Name Location Type Copies / Reach Number Total Reach
TMSA Events Calendar Scotland Brochure 5,000 copies 1 5,000
The .L'St Guide to Scotland's Scotland Brochure & E-newsletter 130,000 reach 1 130,000
Festivals 2018
Senscot Scotland E-newsletter 1,000 reach 5 5,000
EventScotland Scotland Online, E-newsletter and 10,000 reach 5 50,000
Social Media
Northern Scot Moray Newspaper 25,105 reach 9 225,945.
Forres Gazette Forres Newspaper 5,259 21 110,439
Forres Focus Forres Magazine 4,000 copies 1 4,000
Lossie Local Lossiemouth | Magazine 5,000 copies 1 5,000
Scot'tlsh.ProvmmaI Press Highlands & Newspaper 83,035 reach 1 83.035
Publication Moray
What's On Highlands K’Afg;‘”ds & | Online News 5,000 reach 5 25,000
The Press & Journal Moray Newspaper 8,834 copies 13 114,842
7 Days K’A'gh'a”ds & | Newspaper 83,035 reach 7 581,245
oray
The Touring Network Scotland E-newsletter 1,500 reach 1 1,500
Inside Moray Moray Online News 1,000 reach 1 1,000
Young Scot Scotland Online News 18,000 reach 1 18,000
The National Scotland Newspaper 7,000 copies 3 21,000
The Herald Scotland Newspaper 100,000 reach 6 600,000
The Telegraph UK Newspaper 281,025 reach 2 562,050
The Metro UK Newspaper 1,900,000 reach 1 1,900,000
The Scotsman Scotland Newspaper 19,440 copies 2 38,880
VisitScotland Scotland Online News 1,400,000 reach 1 1,400,000
Scottish Life Scotland Newspaper 10,000 reach 2 20,000
Forres Local Forres Online News 2,200 reach 3 6,600
Inverness City Advertiser Highlands Magazine 79,800 copies 1 79,800
. Forres & .
Spotlight District Magazine 16,150 reach 1 16,150
. Nairn & .
Spotlight District Magazine 12,350 reach 1 12,350
BBC Radio Scotland Scotland Radio 750,000 reach 2 1,500,000
Scots Radio North of Podcast 2,000 reach 2 4,000
Scotland
Total 7,520,836
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Paid Advertising

Publication Location Type Coverage Copies/Readership Number Total Reach
Inverness City . . Advert .
Advertiser Highlands Magazine A5 Half Page 79,800 copies 3 239,400
Nairn Book & Arts .
Festival Highlands & Brochure Advert 10,000 copies 1 10,000
Moray A5 Quarter Page
Programme
. Advert
Inverness Courier Inverness Newspaper 22,837 reach 5 114,185
Quarter Page
Advert
Northern Scot Moray Newspaper Quarter Page 25,105 reach 5 125,525
Forres Gazette Forres Newspaper Advert 5,259 reach 5 26,295
Quarter Page
Universal Hall .
Good Gig Guide Moray Brochure Advert 4,000 copies 1 4,000
Highlands & Advert
7 Days Moray Newspaper Quarter Page 83,035 reach 2 166,070
. ) . Advert
FlyBe Flight Times | UK & Europe Magazine A4 Quarter Page 100,000 reach 1 100,000
Forres Highland Adverts .
Games Programme Forres Brochure A5 Half Page 1,000 copies 1 1,000
Belladrum Festival Belladrum Advert
Publication Audience Newspaper 3 Full Pages 18,500 reach ! 18,500
Belladrum Festival Belladrum Advertising Advert
Big Screen Audience Screen Full Screen 18,500 reach ! 18,500
. Forres & Magazine Advertorial
Spotlight District A5 Half Page 16,150 reach 1 16,150
Spotlight Strathspey & Magazine Advertorial
District A5 Half Page 22,800 reach 1 22,800
Spotlight Turriff, Huntly Magazine Advertorial
& District A5 Half Page 21,850 reach ! 21,850
Spotlight Inverness & Magazine Advertorial
District A5 Half Page 23,750 reach 1 23,750
Spotlight Nairn & District | Magazine Advertorial 12,350 reach 1 12,350
A5 Half Page
Spotlight Buckie, Keith & | Magazine Advertorial
District A5 Half Page 25,650 reach ! 25,650
Spotlight Elgin, Lossie & | Magazine Advertorial
District A5 Half Page 38,850 reach 1 38,850
Inverness Airport Highlands & Website Banner Advert
Moray 2,400 reach 1 2,400
Inverness Airport Inverness Inverness A1 Frame Advert
Airport Airport 12,000 reach 1 12,000
Tesco Forres Forres Tesco Forres A1 Frame Advert
3,000 reach 92 276,000
What's On Highlands & Website Landing Page
Highlands Moray Advert 5,000 reach 3 15,000
Forres Focus Forres Magazine Advertorial
A5 Full Page 4,000 copies 1 4,000
Lossie Local Lossiemouth Magazine Advertorial
A5 Full Page 5,000 copies 1 5,000
The List Scotland Magazine Advert
A4 Quarter Page 130,000 reach 1 130,000
TOTAL | 1,429,275
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Appendix 6: Sample Editorial and Adverts

The Press & Journal. Friday 15 June 2018 - Findhorn Bay Festival Programme Launch
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The National. Saturday 1 September - Festival Praogramme Feature
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Flight Times Flybe Magazine. September 2018 - Festival Article and Advert
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Spotlight. September 2018 - Festival Advertorial
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/ Days. Friday 21 September 218 - The Buke of the Howlat Feature
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The Herald. Monday 1 October - Festival Review
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The Forres Gazette. Wednesday 10 October - Festival Photo Feature
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Appendix 7: Summary of Event Cash Budget

Expenditure

Artistic and Programme

Artistic Programme & Development £29,300
Festival Shuttle Bus & Tours £1,040
Production

Core Festival Team £49,520
Event, Crew, Security & Box Office Staff £11,868
Equipment & Venue Hire £15,713
Travel, Accommodation & Food £8,278
Volunteer Expenses £600
Overheads

Office, Box Office & Admin £5,759
Insurance and Licenses £3,022
Marketing & Audience Development

Design, Print & Website £16,523
Film & Photography £2,155
Advertising, Distribution & Media Consultant £8,425
CRM Strategy & System £5,760
Total £157,963
Income

Major Funders, Trusts & Foundations £105,757
Sponsorship £12,500
Sales Commissions, Merchandise, Advertising & Food £5,242
Ticket Sales £30,364
In Kind £4,100
Total £157,963
Educational Activity for Community, Schools and Families  £20,000

Supported by Moray’s Great Places through the Heritage Lottery Fund.
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A spectacular six-day celebration of arts and
culture, taking place at the heart of Moray

showcasing artists of national and international
renown.

www.findhornbayfestival.com

#FindhornBayFestival | @findhornbayarts
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Heritage and Culture Symposium

Friday 15 November 2019, 10am to 4pm
Alexander Graham Bell Centre, Moray College UHI, Elgin, Moray

Event Overview

Discover Moray’s Great Places is a partnership project led by Moray Council on behalf of the Moray
Economic Partnership. The project aims to explore how Moray’s rich heritage can be further
enhanced through working closely with the arts, cultural and heritage sector to maximise the
engagement of the community, in particular younger people, and attract new audiences,
participants and visitors. It aims to increase community cohesion and ownership of heritage assets
and identify appropriate steps to address inequality by engaging new audiences and highlighting
opportunities to further enhance heritage through a range of different media.

This symposium will inspire conversation and create connections between artists, people passionate
about heritage and those working in the heritage sector in Moray. We will find out about the
Discover Moray’s Great Places project, hear from artists who have delivered outstanding heritage
and arts projects, and explore opportunities for creativity to enhance Moray’s rich cultural heritage.
Attendance is open to all individuals and groups who are interested in finding out how creativity can

be used to enhance our local heritage stories.

Presenting Artists
Mary Bourne RSA MRBS — Visual Artist
Mary Bourne is a visual artist based in the North East of Scotland. A major theme in her work is our

environment and how we relate to it, both physically and subjectively.

Trained at Edinburgh College of Art, her professional experience has included numerous public
commissions including interpretative artworks at Bennachie in Aberdeenshire, Mallerstang in East
Cumbria and Mugdock Country Park, Milngavie. She has worked with high profile architects like
Page/Park and Malcolm Fraser, as well with Planning Aid Scotland, Scottish Natural Heritage, The

Scottish Historic Buildings Trust and Historic Environment Scotland.

Mary talked about her experiences of making art for the built environment. In doing this she has
collaborated with clients, local people and other artists and design professionals to help realise

public spaces that reflect and engage with their cultural and historical context.

Bob Pegg — Storyteller, Musician and Author
Bob Pegg is a storyteller, musician and author. He has worked all over Britain and into Europe, in

community venues, schools, museums, folk clubs and concert venues. For the past three decades



Bob has lived in the Highlands, spending 16 years as a part-time arts worker for Ross & Cromarty
Council, devising and promoting schools and community initiatives like the Junior Folk Orchestra and
the Merry Dancers Storytelling Project, as well as writing songs and music for community dramas
Macbeth and Storm. Recent books include Highland Folk Tales and Argyll Folk Tales, both published
by The History Press. Solo shows have been inspired by the Arctic explorer John Rae, the last wolves

in Scotland, and Homer’s Odyssey.

Bob has worked closely with Kilmartin House Museum in Argyll, situated at the hub of a prehistoric
ritual landscape, encompassing rock art, standing stones, and bronze age burials, as well as Dunadd

hill fort, the power centre of the Gaelic kingdom of Dal Riata.

Bob presented about how, through a programme of community engagement he has devised events
which incorporated music, storytelling, and visual art, grounded in the history and landscape of the

glen and drawing on the talents of the local communities.

Introductory Session at the Heritage and Culture Symposium

Duncan Wilson — Visual Artist

Duncan Wilson has extensive experience both as a visual artist and workshop leader in communities
in the central belt of Scotland and now in the Highlands and Moray. Specialising in youth work and
socially engaged art practice, he has worked for organisations including Rig Arts, The Beacon Arts
Centre, Renfrewshire Council and most recently Findhorn Bay Arts. Working across drawing,
printmaking and photography, Duncan continues to develop and show his own work. Often simple in

appearance and imbued with humour, his work draws from the absurdities of everyday life.



Duncan presented on the work Distant Voices which he made in collaboration with The Beacon Arts
Centre and Inverclyde Heritage Centre for Galoshans Festival 2017. Duncan described the process
from initial idea through to the creation of the piece. He then shared his move from the central belt
to Moray, being awarded the Moray Artist Bursary and the beginning of a research relationship
between himself, Jim McPherson and researchers from UHI. He shared the experience of this project
and how the focus shifted from an inquiry into which ‘class’ went to war, to questioning what it

means to be brave, Conscientious Objectors, and what lies beneath a car park in Aberdeen.

Mark Zygadlo — Fine Art, Woodcarving, Cabinet Making, Boat Building and Restoration
Mark graduated in Fine Art at Winchester School of Artin 1975, and worked as an artist in
Manchester and London till 1980 when he moved to Dumfries and Galloway to start chair making.
This developed into cabinet making and restoration, woodcarving, boat building/restoration.

The publication of Lying Down with Dogs, 2001, led to Mark gaining an MPhil by research at Glasgow
University, Slavonic Studies department in 2005 and various research, writing and journalism
projects supported by woodwork/restoration and carving. His work as a public artist started with
collaborations with other artists in 2009. His main foci of current works are: rivers as a platform for
and an element of kinetic and public artwork, the social significance of rivers, and the role of public

artwork in environmental awareness.

Mark traced the development of his interest in water-based public artworks and explored through
them the potential for the role of the rivers in both urban and rural spaces, to re-animate and re-

narrativise.

Round Singing with Bob Pegg Presentation form Robert Singer



Robert Singer — Chef/Baker and Environmental Artist

Robert initially trained as a chef/baker before studying at the Environmental Art Department at
Glasgow School of Art. Robert’s work focuses on food/art and he is committed to returning artisanal
values and heritage crafts to town centres.

Robert is a long-term campaigner of making bread, metaphorically and actually, as a means of
supporting socially engaged arts. His presentation focused on the values of artisanal working; in
particular BREAD, which could be a means of changing our town centres by ‘using our loaves’. He is
currently working with Deveron Projects to find ways of supporting creativity in the local community

by establishing a sustainable Heritage Bakery.

Simon Sharkey — Theatre Director and Writer

Simon was one of the founding directors of The National theatre of Scotland (NTS). Over 15 years
with NTS Simon pioneered a programme of participatory and community arts. Since leaving in 2018
he has formed a new company to continue his work nationally and internationally. His work has

taken him across the world but his real love is Scotland.

He wrote and directed Project Macbeth in Elgin culminating in a production of Shakespeare’s play in
Elgin Cathedral. He created To Begin..... a nine month residency around Findhorn Bay which
culminated in a production with the same title. He was the Scottish director for Pages of the Sea, the
1418Now Danny Boyle commission which culminated in the sand portraits in Burghead. He
presented on a range of projects that he has created around heritage, including Granite in Aberdeen
and Shift in North Lanarkshire.

Dr Tom McKean — Folklorist Specialising in Creativity; Song, Craftwork, Custom and Belief
Dr Tom McKean is the Director and Lecturer in Ethnology and Folklore of The Elphinstone Institute,
University of Aberdeen, which was founded in 1995 to research and promote the culture of the
North-East and North of Scotland.

Tom is particularly interested in the relationship of traditional practices to the individual, and in how
communities can use tradition to adapt to new circumstances. He is President of the Kommission fir
Volksdichtung and on the Executive Board of the Société Internationale d’Ethnologie et de Folklore.
As part of the James Madison Carpenter Project team, he has been working with cylinder and disc
recordings of North-East singers made between 1929 and 1935, leading towards publication of a
critical edition of the collection which he presented about in the context of people and place. His
postgraduate teaching includes Custom and Belief, Scots and Gaelic Song, along with Fieldwork and

Archiving methodology.



Symposium Schedule

10am: Registration (tea and coffee served)

10.30am: Welcome and introduction to the Discover Moray’s Great Places Project by Jim Royan
11am —12.30pm: Artists presentations

12.30pm — 1.15pm: Networking lunch

1.15pm — 2.30pm: Artists presentations

2.30pm — 3.30pm: Breakout workshops — facilitated by presenting artists

3.30pm: Jim Royan and Kresanna Aigner bring to a close

3.30pm —4pm: Attendees invited to stay and find out more about the work and the aspirations of
the Discover Moray’s Great Places Project and the We Make Moray Place Partnership.

Attendance
95 people signed up in advance of the event. Some of these people did not show whilst others
showed up on the day. Numbers fluctuated throughout the day, during the morning session a head

count of 88 was reached.

Of those that attended, there were representatives from: Moray Council, Tomintoul & Glenlivet
Development Trust, Findhorn Bay Arts, Friends of the Falconer Museum, tsiMoray, Highlands &
Islands Enterprise, Lossiemouth High School, Creative Scotland, Discover Moray's Great Places,
Findhorn Village Heritage Centre, Findhorn Dunes Trust, Kinloss Abbey Trust, Dance North Scotland,
Moray College UHI Fine Art Department, Cabrach Trust, Forres Area Community Trust, Forres in
Bloom, Glasgow School of Art, as well as art students, professional artists in visual art, singing, and

dancing from across Moray and self-employed Heritage representatives.

Afternoon Group Workshop Sessions



Summary of Evaluation

What Worked Well?

What Didn’t Work So Well?

Do you have any ideas and suggestions you would like to
share, themes or topic for possible future events?

- Speakers

- Inspiring and varied speakers who are doing work

- Meeting new people

- Veryinspiring

- Thevenue was fine

- Asaspeaker | was made to feel very welcome

-l enjoyed and was inspired by mark Zygadio when he
told us how he had generated enthusiasm for public
participation in events in Dumfries by organising the
race and building a tide-powered organ

- Venue

- Interesting talks

- lreally enjoyed the day you had organised at Moray
College. It was a great day and very inspiring and
interesting

- The energy and creativity of the speakers

- People were friendly

- lloved meeting and hearing from the other presenting
artists

- Information

- Group chant and brainstorm

- Good mix of people

- | thought the contribution from Mark Zygadlo
impressive and inspiring- some of the other artists
were a good deal less so

- Relaxed but enthusiastic atmosphere

- Coffee was good

- Having the opportunity to listen to others creative
ideas in the round table setting was fab

- Funding information/ or how to tackle this?

- Quiet areas for discussion

- Initial speaker failed to explain his role

- Nothing

- More ideas about how to raise cash and make
applications

- Information aimed at people new to project and
funding process

- Artists were not relevant to moray

- Lacked potential real ideas or visions for moray

- Most of the lecturers were showing slides and spoke to
the screen with their backs to the audience as a result
one could hear nothing

- Nothing

- Not relevant to Moray

- Nothing

Something aimed at students preparing for the market,
networking advice etc

Children’s Arts Festival/workshops

The growth of makersheds with CNC cutting machines,
3D printers and virtual reality experiences to build
construct and create new ways of thinking/being
through personal art and home design

Not really, | felt the day was really well organised, had
a lovely relaxed feeling to it and | had a great time
How to resolve the problem of too many tourists. Viz
Edinburgh and Venice

If you are looking for other subjects to tackle, the
biggest one for the future is how to control excessive
numbers of tourists- as evidenced at present in
Edinburgh and Venice. It is not just the inconvenience
caused to residents which eventually cause them move
out but the diminution of the importance of what the
tourists have come to see through over exposure- and
indeed the likely damage caused. Every organisation
whose primary aim is to increase tourism should be
thinking about the problems this is likely to cause




Creative Workshops

Artist Walk & Talk

Artist: Mark Zygadlo

Heritage Partner: Findhorn, Nairn & Lossie Fisheries Trust
Character Explored: Timmer Floater and Sub Themes

Number of Participants: 15, all aged 16+

Workshop Overview
Led by Mark Zygadlo, the workshop considered the role of ‘timmer floaters’, their work on the

water, sense of comradery, and the dangers of the job. Contextualised through a river side walk
along the Findhorn River, a sense of history and awe towards the water was evoked amongst the
group whilst themes of imagery, working life, and community connection through water was

explored into our modern day.

The physical landscape and communities in which our rivers run through were considered as well as
the environmental health of our waters and species such as salmon. Mark visioned the river and
waters in a way to reanimate its heritage and reintegrate it with a post-modern culture in which a
river’s significance is sometimes entirely lost, or worse; demonised. Discussion arose about what a
public artwork or event could do to inform the contemporary perception of a waterway, what form

this might take and what its effect might be.

Feedback
“I had never walked the river banks while considering the themes and its heritage in this way —

fascinating”
“Our river banks are full of such rich history and this has inspired my own creative ideas”

“This was a new and novel way for me to look at the river. | have many new creative ideas and

deeper appreciation for this river now and how it serves us”

“With artistic vision, we could really bring the heritage of our rivers to life to show people them in a

completely different way”



Participants on the Artist Walk & Talk
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Pictish Stone Workshop

Artist: Mary Bourne

Heritage Partner: Elgin Museum
Character Explored: The Picts

Number of Participants: 11, all aged 16+

Workshop Overview

Sculptor Mary Bourne facilitated a day long workshop at Elgin Museum where participants learned
more about art and process of Pictish carved stones through a hands-on workshop. Participants
learned about Pictish stones in Moray and some of the symbols used and what they might mean.
They learnt how these symbols might have been carved before designed their own Pictish inspired
slate plaque.

Feedback
“Loved all of it”

“Really fun and informative”
“Great tutor, thoroughly enjoyed it”

100% of participant responses cited that they had learnt something new and felt more interested in
Moray’s heritage because of attending

Participants at the Pictish Stone Workshop and Finished Carved Plaques
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Street Art

Artist: Duncan Wilson

Heritage Partner: Burghead Visitor Centre
Character Explored: The Picts

Number of Participants: 5, all aged 16+

Workshop Overview

This workshop explored ways in which the internal and external walls of the Burghead Visitor Centre
could be transformed and brought to life with imagery associated with the village’s Pictish past using
street art or light.

Duncan explored two questions with the group, ‘What do you most love about Pictish Culture?’ and
‘What would you like visitors to know about Pictish Culture?’ as well as examples of other similar

work that had been done in collaboration between heritage organisations and artists for inspiration.
Possible options including an exterior painting of a Pictish Bull as well as large scale projects working

with architects and exhibition designers were also discussed.

The day was completed with a hands-on lettering exercise where the group used a Pictish inspired
alphabet to write a word describing what they thought of the day which gave an essence of the style
of art that could be created in the centre.

Brainstorming Ideas from the Pictish Street Art Workshop
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Participant Feedback
“Found it very interesting. Duncan a really good facilitator. Lots to think about”

“It gave us some good ideas”
“I found it every bit as enlightening as it was thoughtful and interesting”
“Great ideas and examples of what we can do”

“It made me think about the layout and purpose of the centre. Well organised”

Artist Feedback

What | felt the group took from the day was that they are all really keen to make some changes to
the visitors centre, however, that does not mean getting rid of existing objects, but perhaps just
redesigning the space to enable some of the beautiful artefacts they have to really shine. | felt that
they also realised that their ideas were entirely feasible if they worked with the right people and
were able to secure funding. The group have a real passion for this culture and even though they
were all excited about different things on the day, | felt that there is a common desire to 'modernise’
the space and to really tell the story of Picts. The session them aware of what is immediately
possible and what could be a longer-term project. | also think they are recognising this as the

beginning of a relationships with other organisations and artists in the area.

Participants Creating Pictish Inspired Lettering
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Drama Workshop

Artist: Simon Sharkey

Partner: Cullen Drama Group

Character Explored: Rioter and Sub Themes

Number of participants: 5, all aged 16+

Workshop Overview

Theatre maker Simon Sharkey facilitated a bespoke drama workshop with the Cullen Drama Group.
The session started by exploring characters of the past from Cullen who demonstrated a fiercely
loyal and supportive relationship with one another such as the Rioter and women who supported
their fishermen husbands. Through learning some basics in writing skills, storytelling and
performance, the group developed their own short improvisations bringing themes and traditions

from Cullen’s past to life.

Feedback
“A great workshop session. Fascinating to find out about the folk of Cullen”

“Hopefully we can use some of the characters and stories we created in our regular group”

“It was lots of fun”

Digital Animation Workshops

Artists: Graeme Roger and Dave Martin

Partner: Out of the Darkness Theatre Company

Characters Explored: All 6 of Discover Moray’s Great Places characters

Number of Participants: 37, all aged <25

Workshop Overview

Over a series of five weeks, 6 digital animation short films were developed each telling the story of
Discover Moray’s Great Places Characters; The Wolf of Badenoch, Timmer Floater, Rioters, The Picts,
The Real Macbeth and The lllicit Stiller. The project worked with the Out of the Darkness Theatre
Company and included participants from the Performance, Media, Technical, Multi Arts and

Ensemble groups.
Intensive filming sessions were run over five days using shadow puppetry, props, stop motion

techniques and performance. Scripts were created using published information about each

character and narration recordings were made in a sound studio. Two music workshop sessions
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created atmospheric sound tracks with a focus on percussion and rhythm to accompany each
animation. A further two sessions were used as editing days with the participant group having a
chance to prepare their own versions of the films and experimenting with sound effects.

Stills from The Picts and The Real Macbeth Animations

Public Screening

The 6 final animation films were screened on Findhorn Bay Arts’ social media channels every night at
6pm from Monday 20 April to Saturday 25 April. At time of writing, 3 animations had been released
and had attracted 1,761 views. It is anticipated that the films will attract an organic viewing of 5,000
watches through this means of distribution.

Links to animations on Findhorn Bay Arts’ Vimeo Channel:

The Wolf of Badenoch

Timmer Floater

Rioter

The Picts

The Real Macbeth
The lllicit Stiller

Public Feedback
“Brilliant”

“Love the presentation of this fascinating story”

“Very interesting and an ingenious method of transportation (Timmer Floater)- a well crafted wee
film”

“I don’t know how you make these but they’ve got a great edge to them. Love the style!”

“Brilliant — entertaining and informative”
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https://vimeo.com/409845890
https://vimeo.com/410231436
https://vimeo.com/410676756
https://vimeo.com/410686772
https://vimeo.com/410689612
https://vimeo.com/410690734

Participant Feedback
“I really enjoyed doing the voice overs for this because | have done voice over before and I really,
really enjoyed doing it. Thank you”

“It was a good experience to work on this project and there was lots of different things to do. | think
people will really enjoy it when they get to see it”

“It was great doing all the lights and images and well also did music and filming. It was brilliant”

“I really love doing Art at ODTC and it was great to be able to put some of my art work into this film.
I’m very proud”

“I really enjoyed acting in this film. Everybody was great to work with and I’d do it again”

“I think these films will be really great and can’t wait to see them. We’ve all put lots of effort into
them and we had a good laugh too”

Artist Feedback

Group member ‘K’ who often observes sessions but struggles to get involved was hooked into some
of the fantasy elements of the stories. They frequently engaged in conversations about mythical
beasts and was excited by the subject area. They would write down ideas for songs and brought in

pictures to show me inspired by the stories and what was happening.

Group member ‘A’ got involved in every aspect of the project from setting up equipment to
performing. To my surprise they also got really involved in editing and proved to have natural

rhythm on percussion and there drumming featured heavily in the films.

Group member ‘L’ wanted to perform as much as possible, which we hadn’t seen from thus young
person before. They also got really into film editing and gained a great understanding of the creative

process.

Tales and Tunes

Artist: Grace Banks

Heritage Partner: WDC Scottish Dolphin Centre
Characters Explored: Timmer Floater, Rioter and The Picts

Number of attendees: 5, aged 3+ (6 others also pre booked but did not attend)

Workshop Overview
Grace Banks gathered information from a local historian about skate netting and from the WDC

Centre and weaved heritage facts into an afternoon of interactive stories and songs inspired by

16



Moray’s heritage characters. Participants could hear all about the ‘Fishers of the Spey’ including the
story of Solomon Salmon’s Risky Journey and How Oscar Osprey & Gertrude Goosander tricked Sim
the Seal.

Partner Feedback

Despite Grace being amazing, unfortunately we had very little uptake. We had 6 people pre-book,
but they did not arrive. A family of 5 did attend and said they enjoyed it very much. Saturdays in our
low season, coupled with bad weather, meant the timing was not quite right for a larger audience.

Grace Banks’ Tales and Tunes Session at the WDC Scottish Dolphin Centre

Cancelled Activities
Due to the COVID-19 outbreak and social distancing measures being put in place across the UK in
mid March, the remaining activities that were due to take place as part of our activity programme

were cancelled. Theses activities were;

e Shortbread Artwork session with Robert Singer at The Cabrach Trust
e Tales and Tunes with Grace Banks at The Cabrach Trust
e Craft Making with Marion Normand at Tomintoul & Glenlivet Discovery Centre

e Storytelling with Margot Henderson at Tomintoul & Glenlivet Discovery Centre

17



THIS REPORT WAS PREPARED BY FINDHORN BAY ARTS

Findhorn Bay Arts is a registered charity and has been established with a vision that Moray is a place
of creative opportunity for artists, audiences and participants. Our over-arching aim is to:

e Produce, support, grow, encourage and develop high quality arts and cultural events that attract
local and visiting audiences resulting in cultural, social and economic benefits for Moray and the
surrounding area

e Grow audiences of all ages through long-term engagement with creative experiences

e Encourage participation in arts, cultural and heritage activities, removing barriers to awareness
and access

e Support artists in developing, interpreting and presenting artworks that engage with, and
respond to and wide variety of themes and the area
e Provide cultural, social and economic benefit for the Findhorn Bay area and beyond

The projects and activities we deliver vary in theme and scale, and include events set in unexpected
spaces and scenic locations, celebrating our beautiful rural and coastal environments. We work with
highly experienced artists and creative activity providers to deliver throughout the year creative
learning programmes, activities and events.

FINDHORN BAY ARTS

Findhorn Bay Arts Ltd
86 High Street

Forres

IV36 1NX

www.findhornbayarts.com

Findhorn Bay Arts Ltd is a charity and a company registered in Scotland with charity no. SC049867 and company no. SC413997
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PREFACE

Last year, Moray School of Art was provided
with the opportunity to work in partnership
with the Discover Moray’s Great Places project.
With the aim of creating and sharing new work
in response to local stories and narrative, this
became an avenue for students and alumni to
contribute to regional cultural production.

The artists — Lynda Buchan, Morag Smith
and Rachel Jutkova - embraced this prospect
with professionalism and admirable artistic
intention. Guided with the expertise and
experience of locally-based practitioner, Mary
Bourne, the team was able to research and
interrogate their subject with reference and
support.

Unable to conclude the project with an
opening and touring of their group exhibition,
Lynda, Morag and Rachel have employed

adaptability and creativity in sharing their work
with the community in alternative ways, this
catalogue being one such avenue.

The visuals provide only a snapshot of the time
and labour invested into the development and
making of each piece. Yet, when seen together,
they capture the quality and ambitions of this
body of work inspired by our environment,
landscape and heritage.

It’s been a joy working with Lynda, Morag and
Rachel in this context — they have done us proud
as practitioners associated with Moray School
of Art - and with Mary, who has been a critical
and encouraging mentor throughout. It has
been a truly valuable endeavour for everyone
involved; we have learned together as a team
whilst exploring innovative ways for us as a
University to work alongside external agencies.

Stacey Toner

Curriculum Team Lead,
Moray School of Art
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INTRODUCTION

I was delighted to be asked to be involved
with this imaginative project as a mentor to
the artists. Working to a client’s brief is quite
different from the self-directed artwork that
they had previously undertaken. For the artist,
it is necessary to maintain the personal vision
that gives one’s work its character and integrity,
while at the same time fulfilling the desired
outcomes of the client — here the wish was to
engage more people more fully with the history
and geography of Moray.

The resulting artworks have turned out to
be a poetic alchemy born of the artists’ own
experiences and emotional responses to the
historical facts and geographical character of
the stories and settings they investigated. In
Morag Smith’s project about illicit distilling in
the Cabrach, time and distance, weather and

Lynda Buchan, from the series under the aegis of love,
Cotton twill and thread, 2020.

terrain play a vital role, while Rachel Jutkova, in
her work about the timmer floaters on the Spey,
has extrapolated outwards from the specifics of
this river transport system to a more universal
musing on the way technology distances us
from nature. Lynda Buchans work carries
a strong emotional charge; she investigated
the rioters along the Moray coast, women
who stood up to authority to safeguard their
children and communities. This is a subject
with which Lynda, herself from a North East
fishing community, felt a deep connection.

The results are a stunning series of works that
cast surprising new glints of light on the stories
and places they deal with. I commend both
Moray’s Great Places and Moray College UHI
for their faith in the unique power of the arts to
engage and move.

Mary Bourne RSA
September 2020
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LYNDA BUCHAN

Lynda’s story begins within a fishing port

that nestles among the white sand and

rocky coastline of Buchan. Exploring her
native surroundings among a culture rich in
traditions and way of life encompassed by the
sea, her work is inspired by her love of stories
and experience of place.

6]

Lynda Buchan, beneath surface layer, and line, Cotton
ribbon and thread, 2020.

MORAG SMITH

Morag is a contemporary artist living in
Nairn working around notions of place. She
graduated from Moray School of Art UHI

in 2018 and has been the recipient of the
Highland Fine Arts and Decorative Society
Prize (2016) and an award from The Adriana
Sjan Bijman Artist Support Fund (2020).

Morag Smith, The Cabrach, Digital Film (screen
capture), digital prints, hand-painted wallpaper.

|71
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RACHEL JUTKOVA

Rachel Jutkova is a final year Fine Art BA
(Hons) student from Slovakia. She spent her
first and second years at Shetland College, which
allowed her to explore her interest in Scottish
landscape and sea. Her practice is driven by

an often experimental and intuitive approach.
Mixed-media and organic materials are key
elements that shape everything she creates.

Rachel Jutkova, The Story of Many Rivers (Video screen
capture, detail) from mixed media installation - video
projection, acrylic paint, washed wood, cashmere and
wool on canvas, 2020.
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LYNDA BUCHAN

under the aegis of love
Cotton twill and thread, 2020.

beneath surface layer, and line
Cotton ribbon and thread, 2020.

held fast - buoys and ‘steens’
Jute yarn and Moray coast stones, 2020.

Opposite page:
Lynda Buchan, under the aegis of love, Cotton twill and
thread, 2020.

|10]

Statement

Being brought up as a fisher quine and having
‘salt in the blood, it was natural for me to be
drawn to the narrative of the rioters. I grew up
surrounded by great women with extraordinary
abilities who aided the fishing community
by helping each other in times of need. The
rioters were mostly women from the fishing
communities dotted along the Moray coastline
who fought to protect and care for their children
and community when they were facing eviction
or starvation during the nineteenth century.
We have an intimate relationship with cloth; our
first encounter is at birth as we are swaddled
and cradled in our mother’s arms. In death, we
are shrouded and cocooned and bound like a
chrysalis preparing for the next journey. The
power of cloth holds memory of our time and
connects us with memories of other times and
places.

The apron acts as a shielding garment, it protects
us and comforts us. The word comfort means
to fortify, give us strength. I remember when
granny put her pinnie on it was like putting
on her armour; she meant business. Dressed
in their aprons with stones hidden in pocket
and basket, the rioters stood united against
authority and injustice.

Needlework is a trace of human hand, an
emotive tool worked with love on ribbons of
cloth. Soaked in our history are banners of
hope, tender mendings, and bindings of faith.
The continuous red thread carries the essence
of a heartbeat, keeping the story alive.

lynda image
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Lynda Buchan, beneath surface layer, Lynda Buchan, held fast - buoys and ‘steens’, Jute yarn
and line, Cotton ribbon and thread, 2020. and Moray coast stones, 2020.
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MORAG SMITH

The Cabrach

Digital Film, Digital Prints, Hand-painted

|14]

Wallpaper, 2020.

Statement

Researching the story of the illicit stiller, I
became interested in the role of women and
the importance of the geographical area of
The Cabrach in illicit whisky distilling, which
has been largely overlooked. In particular,
I was intrigued by the placing of linen on
stooks of peat, which rippled out across the
community to warn of the approach of the
excise men. This forgotten history provoked
my curiosity and led to the idea of re-telling
this story.

The piece consists of three separate but linked
elements - a film, digital prints and wallpaper.
These elements combine to tell the story of
illicit distilling within The Cabrach, a remote
and forgotten area which once produced some
of the most sought-after whisky in Scotland.
It has been said that every household,
including the laird’s, was involved in one
form or another in the illegal distilling of
whisky. Games of cat and mouse were played
with the excise men through warning signals
travelling across the land to give notice of
their approach.

The legalisation of whisky production in
1823 led to three distilleries being established
in The Cabrach, none of which ultimately
thrived. It also brought about the emigration
of 80 families who, without illicit distilling,
could no longer support themselves, and
along with the after-effects of the First World
War has led to the depopulated Cabrach of
today.

Morag Smith, The Cabrach, Digital Film (screen
capture), digital prints, hand-painted wallpaper.
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Above Left: Above:
Morag Smith, The Cabrach, Hand-painted wallpaper Morag Smith, The Cabrach, Digital Film (screen
(detail), 2020. capture), digital prints, hand-painted wallpaper.
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RACHEL JUTKOVA

The Story of Many Rivers
Video projection, acrylic paint, washed wood,
cashmere and wool on canvas, 2020.
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Statement

For Discover Moray’s Great Places, I've been ex-
ploring the story of timmer floaters and their
connection with the River Spey. I was fascinated
by the historical use of the river and made several
trips to document the environment and essence
of the River Spey. The story led me to differ-
ent parts of the once busy river used for floating
timber from the forests of Rothiemurchus to the
Garmouth estuary, now calm and abandoned, but
flowing at the same pace.

As timmer floaters used the river for transporting
sleepers to build railways in England, this journey
stopped once the railways were built. The Spey has
been abandoned and transporting has continued
through railways. This paradox made me think
about the twist that follows after we, mankind,
introduce technical progress. What seems to be
an improvement can actually lead us backwards
and cause what used to matter most, nature, to
become isolated and insignificant. My installation
reflects this story through a video projection and
mixed-media painting. Every material used tells a
story and unveils the character of the river.

I have used bits of wool to resemble garments of
timmer floaters scattered in the deep fast-flowing
river. Bits of washed wood were collected at differ-
ent spots on the River Spey’s banks and are now
attached to the canvas with cashmere yarn from
Johnstons of Elgin. An approximately two-minute
video is projected over the surface of the painting.
Shot at various significant locations alongside the
river, this captures the dark flowing water: water
that was once used, then left, but never forgotten.

Rachel Jutkova, The Story of Many Rivers (Installation
view). Video projection, acrylic paint, washed wood,
cashmere and wool on canvas, 2020.
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Rachel Jutkova, The Story of Many Rivers (Video screen
capture, detail). Video projection, acrylic paint, washed
wood, cashmere and wool on canvas, 2020.

Rachel Jutkova, The Story of Many Rivers (detail
views). Video projection, acrylic paint, washed wood,
cashmere and wool on canvas, 2020.
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Stories from the Shadows, is the focus of a ‘character’ based interpretation
that seeks to connect significant Landmarks and Heritage sites in the Moray
area.

As a resource for connecting with and offering training opportunities in the
local area, we, (The Walking Theatre Company) were provided with extremely
evocative project imagery and a list of 6 Characters as our source inspiration.
These characters in summary are;

Two historical Figures, Macbeth & The Wolf Of Badenoch’.

One representative of a lost ‘race’, ‘the Picts’.

Three historical work/social based characters, the ‘Stiller’, the ‘“Timmer
Floater’ and the ‘Rioter’.

This imagery and supporting material, provided a with a wide range of
narratives and the opportunity to explore performance delivery styles during
the Heritage Tour Guide Training, as well as shaping the focus for the
performance/skills development of the attendees and most importantly, this
information was the basis of the ‘Scripts’ and training resource pack that we
created for the Delegates to use as their springboards to start work from.

‘Stories from the Shadows’ inspired the
group to create their own story and to
explore their own voice:

« The '‘Monk of Elgin’ (Ghost Character)
«'The Wolf’s Island’ (Story-telling)

- The'lllicit Stillers Wife’ (Acted Character)
«‘The Pictish Foot’ (Story-telling)

«‘The Stillers Hideaway’ (Story-telling)
-’John and Son’ (First-person Story-telling)
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Project Brief
Our role was to develop a learning experience, deliver a training pack and
scripts that local individuals could explore, based around theatre and
performance skills. The aim being to develop performance based tour guiding
and performance experiences to encourage business start ups, to align with
the ‘Morays Great Places’ ambition and to enable further work opportunities in
Heritage and Tourism sectors of the Moray area.

The Value of Using Theatre Techniques in Heritage Training
The purpose of exploring Heritage, Culture and Tourism, through the Creative
Sector, specifically theatre and performance, is that it is proven that a creative
experience, which is people based, actively connects audiences to place, by
promoting an emotional and intellectual response, which in turn, enhances the
individual’s reaction and sense of connection.

The ‘Murray Great Places Project’ by offering this theatre based Tour Guide
Training, will have the effect of creating wider connections and opportunity,
both with those who are in the Tourism and Tour guide industry, and also with
the wider community, either as a ‘consumer’ or as a ‘provider’. There is,
through this training a clear objective, to encourage people, to expand their
businesses, or to start up a new business venture, offering a connected
audience experience, using theatre, storytelling, and presenting skills.

Impact of Adding Theatre Skills to an Experience.

For the visitor, the experience becomes well rounded, highly engaging and
interesting, it has the effect of bringing a place to life. Audiences connect by
engaging their imagination, and through subliminal motivation which applies to
every single one of us, we/they imagine ourselves as being part of the story,
placing ourselves in that place at that time, by connecting with whichever
detail of the story that really resonates with our own life experience.

Presenting a place, in connection to real or character based people, creates a
space for an audience member, to feel and imagine, how that place once was,
and how it would be, If, they lived at that time. The Guide can adapt the
experience to suit the age range/market, to enhance this connection to make
it relevant to each specific group/age range. The effect of a ‘creative
interaction’, as opposed to an ‘informing talk’, maximises audience
engagement, it develops focus and enhances the sense of self in a place, and
above all the experience becomes immersive and entertaining.
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For the Tour Guide.

Developing material based on Character delivery, is highly personal. Each
guide will naturally select characters that resonate with them and this is an
important part of the process, as in creating character, it means that the
guides work becomes highly personal, and therefore the telling/guiding is truly
authentic as the Guide presents their story with an underlying genuine interest
and passion, with a ‘truth’. This ‘truth’, is the basis for creative expression and
always reflects in the delivery. Guides will appear well grounded, connected,
and confident in what they are saying, which in turn draws the audience in
and makes for a great experience.

Using theatre skills as a basis to develop a Start Up or add to an existing
business, offers new routes to market and the skill sets to open up to a wider
audience. This is especially relevant now as we are seeing an expanding
market demand in all sectors for ‘experience based activity. (pre and
foreseeably post COVID19)

For the Venue

By having visitors experience a Site through a ‘real’ and/or ‘truthful’ eyes,
visitors connect, the venues story becomes vivid and alive and so turns into
so much more than ‘just another place’ to visit. Taking audiences back in time,
adding colour and detail to known historical records, bringing the lives and
actions of everyday people to life, creates a lasting impression. In retelling
the ups and downs of everyday folk, or by taking a well known figure and
treating them as a celebrity and sharing a bit of ‘gossip’, audiences engage
and participate in a way they are familiar with and understand. They connect
to the landscape through the story, the more real the tale is, especially with
parallels to 21% Century lives, the more the audience will take away.

Character guiding brings history to people, it makes the past interesting,
visceral and thought provoking, if a venue is explored through character and
story, a greater resonance ties visitor and the place together, with the simple
outcome that a higher proportion of people will return as they value their
experience, and a higher proportion of people will tell other people to visit.
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Our Process and Its Outcomes:

The first stages of the project, were initially quite challenging for us as there
were 2 main tasks.

a) To reach individuals who might be interested or want to take part in the
training and to plant the seed that this was an opportunity to consider a
new business direction.

b) To create a training pack without a clear idea of who might attend as
skills and interests could differ wildly.

Our starting point for both tasks was to commission the 6 short scripts, as
ours is a creative process and like the Training programme for our Guides,
we started with Character and Place, the research included detail on
locations identified in the Moray Great Places Project and this material fed
into the business development part of the training. Once the scripts were
complete, we compiled the training manual which had the capacity to take
encompass a variation of skills. We created a ‘Call Out’ poster, which was
submitted through as many local networks and community groups we
could identify, including Social Enterprise platforms and Social media.

Challenges
We had 20 enquires with a final group of 7 who committed to and attended
the weeks training.

The main challenges for everyone who applied were:
Timescale and Location

a) For those that didn’t sign up, they could not attend the training as they
had work commitments. We offered evening workshops, however there
was no take up. A number of enquiries could not attend as
February/March was a busy time getting ready for ‘the season’

c) The training was in Elgin, it was notable, that only 1 of our attendees
was from the town.

Conclusion
Should additional training be offered in the future it would be beneficial, at
the end of the season, possibly over 2 weekends, to allow business start-
up’s, time to train and then they could use the winter months process how
they might be ready for business when the season starts the following
year.
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Discover Moray's Great Places
Heritage Tour Guide Training -
with a difference!

Do you love heritage?

Do you enjoy meeting people?
Do you like to travel?

This FREE training opportupity is for you!
‘Bespoke, performance, presenter training
in the art of working as
Historical Character guides,
Actor-Vators and Storytellers',
with practical guidance op starting your:
own Tour Guiding business.

Training in Elgin
Led by The Walking Theatre Company
09th-12th March 2020

Flexible sessions

For more info and to apply, contact
alana@thewalkingtheatrecompany.com
or call 01369 510 898
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Training and Outcomes:
We began our training week with a small and very focused group of
individuals who represented the following:

a) 2 Community Heritage organisations: Glenlivet and Tomontoul

b) Their own business. One running an accommodation and activity
centre and the other a ‘Guided Experience’ business.

c) 2 Freelance tour guides, both working for large coach companies and
who were interested in setting up their own tour bespoke guide
Company.

d) A enthusiastic volunteer history walker.

Ouir first session was to introduce the Project and its aims and then to gather
more information about each attendee, both in terms of their experience, their
interests, their business/work environment, and ultimately to get a clear
picture what they wanted to get out of the training. From this work we were
able to adapt the weeks programme to really suit the group.

The group was enthusiastic about the project ‘Morays Great Places’ as a
whole, only 1 member of the group had previously encountered the project,
the two business owners who were members of BIDS projects, wanted
information as to how both initiatives connected. The response to the
branding of ‘Voices From the Shadows’ was really good. Overall the
opportunity to take up the training was reflective of a keen desire to expand
into new markets and reach a new audience. For the volunteer walker, he was
considering becoming a guide, but uncertain as to if he wanted his own
business.

This led to a very active exploration of networking and using each others, skill
sets and interests, just as a Director would cast a play, we worked on how
businesses could use other guides, to create a more interesting offering
through Guiding.

Ideas
Character led guiding around a heritage site, character led activities.
e.g. The Stiller's wife, hiding her husbands location from the taxmen.
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Character led food experiences.
e.g. A beer tour with the Monks who lost their home/s thanks to the
Wolf of Badenochs activities.

A Cake Tour with one of the ‘toons wee wfies’

Seasonal Experiences.
e.g Macbeth story telling at Halloween

Activity Experiences
e.g. Running tours where a Character was met at a site along the way.

Interactive Walks
e.g Where audiences became characters in the story being told.

The next stage of training was to move into movement, voice, character, and
scripts as a starting point for ‘performance’ which allowed the group to
experience the principles of ‘acting’ in a relaxed space and also to absorb
where they might take a performance into their own working environment.

It became clear very quickly that not everyone was going to take on a role. As
always there are aspects of working theatre practice that are daunting and
very left field, for those who have no insight into the work of an actor. The
important thing was to not push or isolate, we wanted to create a gentle, safe
kind space for individuals to try out ideas and give it a go. We all decided that
‘what went on in ‘The Egg Shed, stayed in the Egg Shed’ (the venue). This
joke, was very reflective of the group and the genuine fun and interest they
brought, especially after day one of experiencing ‘weird actor stuff’.

Each progressive day we explored more practical performance techniques
and developed character and each attendee, quickly settled into the type of
tour guide delivery that they were comfortable with and really connected with.
By the time we reached our ‘performance’ day there was a real sense of
connection with their environment with their audience and best of all, with
their characters. Each attendee set out their own walk route and chose their
performance spaces. Then the shows began.
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Creating a unique and personal experience
using different types of tour delivery:

- Factual Guiding

- Story-Telling Third Person

- Story-Telling First Person.
- Character Performance
- in‘real historical time’
- as if a‘'Shadow’ of the past.

Response to the Training

At the start of the training the group were curious, they had mixed experience
two had amateur theatre backgrounds, two had arts therapy backgrounds,
and two no theatre knowledge at all.

There was a great enthusiasm for sharing ideas, however, standing up, and
moving was at first, clearly quite scary. Using bodywork techniques, they
began to explore themselves as a conduit for the story, we played with
stance, voice, language and working in pairs. Once we had completed the
first exercises and broke for tea, there was a palpable sense of relief, and
achievement in the room, and in coming back together we explored how the
techniques worked and what they felt and thought.

These are their responses at the start of week:

Embarrassed,
nervous,
conscious of being looked at,
pressure,
excited,
giggly,
scared
squeaky voice,
breathy,
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arm waving,

hoping from one leg to another
Shy

Stiff neck (holding tension)

These are their responses at the end of week:
Confident,

able to breath,

excited,

calm,

enthusiastic,

Controlled

focused,

determined,

Braver

interested.

More physically relaxed and present.
Making comfortable eye contact.
Clearer thoughts

Enjoying experience

Friendly

Happy.

New Learning:
The big step change that the group expressed was becoming consciously
aware of their own, physicality and expression, this awareness allowed them
to set aside their own ‘internal voice/ego’ and to deliver a character based
piece to an audience, which essentially took the ‘third person’ story into a ‘first
person’ experience. This thought process, and understanding of what they
were creating, had significant impact on everyone’s emotional and physical
performance presence. Voices became centered and audible, eyes were
alive and eye contact made, smiles and involved facial expression built a
warmth and rapport with the audience. They learnt how wonderful it felt, to
really put yourself into a performance space and to connect properly with an
audience, to see peoples faces reflect the story you are telling and to hear the
excited buzz of chat as their group walked and talked along their tour.

They fully explored the different types of Guiding and all them moved away
from the ‘Factual’ (telling) Guiding format, to a performance based format.
Using the scripts as source material, each attendee chose a character that
interested them and one with which they felt a resonance.
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We also explored the use of landscape and the impact that place has upon
us, in performance each attendee developed that learning and used Elgins
town landscape, to create their own performance spaces. This was very
exciting for the audience group who feedback after performances

What they said:

Unusual space.

| have never been there before

| didn’t know that was there

It was great walking in the rain, as we all came together.
| really saw you in your wee house (to Stiller's wife using an alleyway)
| didn’t know the history was so interesting

| really like hearing how ordinary people talked.

You made me feel special

| laughed.

That was so sad.

That story would really work at Halloween

| want to come on your tour.

We could put our characters together.

I've got an idea.

Conclusion
The Morays Great Places Project, which has enabled the training to take
place, has brought together a group of individuals, organisations and
businesses that, did not previously know each other. The attendees shared
and explored new ideas, which sprung from the theatre process and the
scripts, idea’s that became, over the week, entirely deliverable by them, within
their own business/organisation. It was very interesting to observe them re-
evaluating their work spaces, guiding routes and heritage landscape, in the
context of their new performance offering.

The group all saw a change in how they presented themselves as guides and

how they connected, through the character stories with an audience. They all

felt the impact of performing, to an audience and the real opportunity to try out
their learning by giving a guided performance.

Over the week we (the trainers) clearly saw everyone’s confidence grow, and
enthusiasm flourish.

We were especially impressed by the supportive network they were
developing, which showed they were thinking not just about their own offering,
but also exploring the opportunity to work with other people. To that effect
with their permission we shared contact details with the group.
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The training took place the week before the official COVID 19 lockdown. At
the time of training, there were strong guidelines about contact and exposure
to those that might be infected, which meant we adapt the performance
element of a training, to create an environment with which the group were
comfortable performing in. i.e. we located ourselves around the town.

Due to COVID-19 lockdown further contact and development has been
through Internet, and email. As things have changed significantly for
everybody there are no guarantees as to what will be taken forward, however
the group are in contact with us and know that, as and when, they are ready
to pursue ideas, we will be there via e-mail and phone to enable that, if they
want further discussion. We have also updated the training pack to ensure
that it is as well rounded as possible and goes beyond the training to offer
next steps and business guidance, including the information we were provided
with at the start of the project.

We also have put together a film montage to illustrate the week and the group
working together and to promote the project.

Finally the trainers really enjoyed meeting and working with the group and on
the project and can really see the potential for future development. It also
goes without saying that we especially enjoyed our base for the week, the
Elgin Youth Café, who like ourselves are a social enterprise and we would
highly recommend this venue, as they do great lunches and even better cake.
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Group Feedback:

Attached with this file are feedback forms and below copies of e-mails
received:

Jenny Gillies - Thu, 9 Apr
Hi Sadie,

Hello and hope all is well with you in Argyll. We both are so lucky to be living
in such beautiful parts of the country - ok, the hills are so temptingly close but
so far away but that is hardly a hardship compared with either living in central
London - or actually being ill!!

| really enjoyed the sessions and do hope that, despite the world (and the
tourism industry especially) grinding to a halt, | can hold onto the skills,
enthusiasm and energy for tour guiding that | gained during the week.

Take Care

Jenny

13 Mar 2020 Stephen Coomber

Hi Sadie & Colin.

Just a wee note to say a big thank you for the excellent course you provided
in Elgin this week.

You were both fab & | really enjoyed it. | learnt a lot, met good folk & made
some useful local contacts too.

| have already been onto Kirsty Conti at Moray Council to sing your praises!
| wish you continued success.

Thanks again,

Steve Coomber

Victoria Johnstone-Butler Tue, 7 Apr
Dear Sadie
Please find attached completed form.
Thank you for a fantastic few days and | hope when all this virus nightmare is
over some beautiful innovative tours can start to happen in Moray.

Many thanks
Victoria
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Dan & Ellie Sauder - Mon, 23 Mar

Hi Sadie & Colin

We just wanted to thank you again for this brilliant workshop. We both really
enjoyed it and took a lot of practical advice and food for thought back home to
Nairn. Calum (the Cathedral Monk) is currently banned from hitting the pubs
of Elgin, but this will hopefully change in the not too distant future and we
really hope we will find a place for him in our offering — the Cake Tour is set
already.

At the moment though, just like everybody else, we are trying to cope with the
rather challenging situation and we are looking at ways of turning this into an
opportunity.

We get our webpage finalised and will put more emphasis on social media
and networking once the page is up, so that we can benefit from the
momentum this will hopefully create.

There is always a bed and a dram at our place — being Swiss we need a bit of
notification though, but don’t be shy. A simple hello could lead to a million
things...

Thanks very much again, stay safe and CU soon

Dan & Elle
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