Maritime mix
report

Introduction

Maritime Mix
London 2012 Cultural
Olympiad by The Sea
–

A summary and brief evaluation of the
Maritime Mix programme, produced for
Weymouth and Portland as hosts of the
London 2012 Olympic & Paralympic Sailing
Events and part of the UK-wide Cultural
Olympiad (2008–12) and the London
2012 Festival.
The report includes information on
economic and social impact, together
with initial thoughts on what the
2012 Cultural Legacy in Dorset
might encompass.
–

By Alan Rogers, Cultural Coordinator
for the Weymouth and Portland 2012
Operations Team (2011–12) and Arts
Development Officer for Weymouth
and Portland (2007–11).
Dedicated to the principal partners
and stakeholders that supported the
programme and contributed towards
Arts Development during this period:
Arts Council England South West
Weymouth and Portland Partnership
Weymouth College
Weymouth and Portland Borough Council
Dorset County Council
Dorset Loves Arts
And to every single person who was
part of London 2012.
–
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Glossary & Acronyms - See Page 43
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Aims of the
Maritime Mix
Programme

Economic Benefit

Engagement in the Arts

• To create jobs and freelance project work for artists,
the creative industries and suppliers across the
South West Region.

• To create a cultural programme in which residents and
tourists could properly participate and ‘own’, without
loss of artistic quality. To enhance skills within the
community in order to deliver significant festivals
post 2012.

• To bring money into the Tourism Economy of
Weymouth & Portland / Dorset through visitor spend
equal to, or above the money invested.
• To create a high-quality ‘Unique Selling Point’ for the
borough of W&P and publicise this through global
coverage of MM cultural events. To contribute to the
economic and social regeneration of this traditional
UK coastal resort.
• To demonstrate that the creative industries are a vital,
expanding market in the economy of the South West
Region and can work collaboratively to raise the
profile of Dorset through UK programmes like the
Cultural Olympiad.
• To raise the quality of cultural events and build
regional, national and international partnerships
that are sustainable beyond 2012.
_

Olympic & Paralympic Ideals

• To stimulate learning and engagement by structuring
projects so that residents, volunteers and amateur
associations could work with respected professionals
in their field.
• To work broadly within the aims and objectives of the
Arts Council of England’s 10-year plan “Great Art
For Everyone”.
• To create a ‘brand’ and a communications strategy
for the MM programme as a whole, including key
messages and selling points.
• To create a programme that includes work by deaf
and disabled artists that is accessible. To promote
equality and diversity as part of the MM.
• To increase opportunities for cultural volunteering and
therefore increase the capacity of local organisations
to deliver high quality events.
_

• To embrace the idea of Baron Pierre de Coubertin’s
“Marriage of Sport & Art” and encourage projects
that look widely at cultural events in relation to sport,
health, citizenship and education.
• To use the Olympic & Paralympic values (friendship,
respect, excellence, determination, equality, courage
and inspiration) as a touchstone for all people
participating in the Maritime Mix programme.
• To work within the aims and objectives of the “Inspire”
Mark and “London 2012 Festival” programmes in the
London 2012 Cultural Olympiad.
• To give residents of and visitors to Weymouth, Portland
and the Jurassic Coast a complete Olympic experience.
© Norman Lomax

• To inspire and engage young people.
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List of Maritime
Mix Projects in
weymouth &
portland

Battle For the Winds
• Brought together outdoor artists under one company
to produce work across the whole SW region. 5,500
people were involved in the making and performing
for 55 events, with audiences totalling 500,000,
culminating in the 28 July 2012 production for
Weymouth Beach.
• The final performance on July 28 had 2012 ‘Torch
Waders’ in the sea with burning torches, 212
Bridgewater ‘Squibbers’ and an audience of 10,000+.
• The project led to the commission of 8 new poems
about the wind by celebrated national poet,
Alice Oswald.
_

Bandstand Marathon

Big Grin

Artwey’s ‘Giant Wall’

Big Dance / A Dance a Day

• 371 textile portraits of ‘local giants’ completed by
residents in Dorset, led by locally based artists and
assembled into two textile hangings by the community.

• 193 older adult dancers from the community across
Dorset formed 5 ‘A Dance A Day’ groups in different
locations meeting regularly (attending 1491 sessions)
in the run up to the Games period in 2012.

• The hangings are permanently displayed at
Brackenbury Art Centre, Portland and the new
Community Fire Station in Weymouth, together with a
commemorative book outlining the stories behind the
‘Giants’, leaving a 2012 Legacy.
• Over 30 workshops were held in the community with
all ages and abilities including: schools, cubs and
beavers, day care centres, church groups, civic
leaders, special needs and ‘ladies who lunch’.
_

b-side
• 45 artists took part in b-side 2012 and 20 new
commissions were created, shown over 34 days
during the Olympic and Paralympic games.

b-side

Battle For The Winds

• 6,500 people visited b-side venues and there were an
estimated 100,000 encounters with b-side commissions
in public spaces.
• 210 local residents participated in b-side projects and
100 Young people from Weymouth & Portland took
part in 37 days of training during 2012.
_

Bandstand Marathon
• Bandstand Marathon was a nationwide event
comprising 224 free open-air music concerts taking
place simultaneously in all regions and nations of the
UK on Sunday 9 September 2012 as one of the largest
closing events of the London 2012 Festival.
• 40% were organised by parks teams or as local
authority events as part of their work to engage
communities. The Weymouth event was on the site of
the old ‘Pier Bandstand’.
• The events attracted all age groups and all sections of
the community: 13% of those surveyed were aged 0-25,
65% were aged 25-65 and 20% were 66 or older.

Breathe

Artwey’s ‘Giant Wall’

• The A Dance A Day groups performed 17 times over
the year to a total of 1,100 audience coinciding with
the national Big Dance programme.
• Enabled 43 artists days employment in 2012 and many
of the groups continue to meet for regular class with
community dance artists.
_

Big Grin
• Part of a national celebration examining the tradition
of ‘Punch and Judy’. Weymouth beach has the oldest
surviving Punch and Judy booth still in operation, so a
truly site-specific event.
• Introduced the heritage of Punch and Judy to new
and existing audiences, almost all of whom would
attend further events, recommend it to friends
and family and think that Mr Punch remains good
entertainment in today’s society.
• Comments included “My son follows Punch and Judy
on the internet and around the UK so we know quite a
lot already”. “How in today’s techno world kids are still
mesmerised by puppets”. “Surprised that it hadn’t been
tamed to become more politically correct – I liked this”
_

Breathe
• Created a high quality performance that showcased
the work of nationally renowned disabled artists and
emerging South West disability arts companies.
• 15 months of workshops with 15 performers visiting
Florianopolis, Brazil who in turn brought 26 performers
and delegates to Dorset.
• 72% of the audience stated that the performance had
introduced them to the work of disabled artists.
_
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Boat Project
• The project represented the SE in the Artists Taking the
Lead programme, the Arts Councils’ flagship project for
the London 2012 Cultural Olympiad. Twelve public art
commissions were being created across the country.
Weymouth was an additional, honorary stop.
• The vessel was made from 1,200 donations including
a tiny piece of the Mary Rose, another of HMS Victory,
a sliver of Jimi Hendrix’s guitar, a salad server in the
shape of a spanner, a plank from the new London 2012
Velodrome, a piece of the Brighton Pier, several hockey
sticks and a Victorian policeman’s truncheon.
• The boat visited five principle ports in 2012 beforebeing
moored on Weymouth harbourside during the 2012
Olympic Sailing Events: Brighton, Portsmouth, Hastings,
Margate and Milton Keynes.
_

Boat Project

Creating The Spectacle / Free Wheeling

• Increased the number of young dancers, musicians
and tutors within Morris, a dying tradition largely
practiced by people 50+ in age.
• 313 young dancers performed in the final 2012
showcase representing 17 sides, 8 of which were new
sides created or developed by the project. 2 were from
primary schools in Weymouth.
• DNA collaborated with the ICCI 360 Dome,
Freewheeling, The Wessex Folk Festival, Nothe Fort,
Bristol and Chippenham Folk Festival.
_

Ex-Lab

• The Chalk Legends project engaged with approximately
2,555 musicians by offering community events in
chapels, community centres, village halls, castles
and even a local pub.

• Delivered by a collaboration of 7 Dorset based arts
organisations the ExLab project. Set up 5 artist & earth
science research residencies, commissioned 5 artists
to create 5 new site-responsive works investigating
geological processes of the Jurassic Coast and
awarded 3 bursaries to Dorset based artists for
research and development.

• The finale of ‘The Chalk Legend’ was a site-specific
work based at the Weymouth and Portland National
Sailing Academy. 1,529 people visited the site over the
weekend bringing music, dance, acting and drama
into an innovative space.
_

Coastal Voices
• 800+ singers performed 4 new commissions in 5
performances. The finale, to open the Olympics on
Weymouth beach, played to 10,000 people.

Ex-Lab

Dinosaurs Not Allowed

Chalk Legends

• The project conceived and delivered 19 events from
April 2011 to July 2012, reaching audiences of 15,000
people with new, contemporary works.

Chalk Legends

• The ‘Underwater Wheelchair’ has now received its
patent and sponsorship is being sought to create the
first production model.
_

• There were: 40 schools sessions, 15 professional
musicians and 10 guest artists.
• Social Media: 36,000 visits to coastalvoices.co.uk,
5,500 visits to posterous.com to view/download scores,
11,000+ plays and 3500 downloads of embedded
audio files.
_

Creating The Spectacle / Freewheeling
• 245 people attended the performances, but extensive TV
Coverage including a documentary on BBC Inside Out,
meant that the project went global (5M + TV viewers),
with TV crews from Brazil, and Germany covering the live
performances at Osprey Leisure Centre.

• Presented 3 gallery exhibitions and 7 visual art
installations in 7 non-art venues across Dorset from
July to October 2012, reaching out to new audiences
for visual art.
• 25,494 thousand people experienced the artworks
through dedicated visits and chance encounters
at the 7 locations, extending understanding of the
Jurassic Coast.
_

ICCI 360 Immersive Arena (‘The Dome’)
• 26,100 visitors experienced 46 consecutive full
programme days that included: film, animation,
interactive gaming and over 60 live performance
events during the Olympic and Paralympic Games.
• Projects for the ICCI360 Arena involved 135
international, national and regional lead artists and 41
regional Creative Industries sector organisations.
• Throughout the Paralympic Games the ICCI360
Immersive Arena was: identified as the ‘hub’ for
creative and cultural events, presented a Paralympic
Games celebration evening and was the venue that
housed the Paralympic ‘torch’, enabling 2000 people
to visit and view the flame.
_

• Videos of ‘Finding Freedom’ & ‘Finding the Flame’ went
viral on an international scale with over 5 million views
through various online news features, including The
Smithsonian Magazine and BBC Technology. Sue gave
talks at TED in Washington and has been featured on
German and Dutch TV.

ICCI 360 Immersive Arena

Coastal Voices
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Inside Out Dorset / Harmonic Fields

Red Ball UK

• 11,500 visitors to Portland to see Harmonic Fields
during its 10 days of installation. Local community
support was high, with many islanders volunteering,
visiting or supporting the event.

• 912 postcodes were gathered in Weymouth &
Portland over five days for quantitative analysis of who
interacted with the ball. The results from Weymouth are
of particular interest - the audience was primarily from
‘harder to reach groups’.

• Over 150 volunteers were involved with Harmonic
Fields, with 10 full and 6 part-time jobs created. Local
artists were paid to perform as Aeolians (Guardians
of the wind) with two extending their work to Marseille
(City of European Culture) this year, where they were
invited to be Aeolians for a month.

Inside Out Dorset / Harmonic Fields

Jurassic Coast Earth Festival 2012

• Harmonic Fields, which involved over 500 instruments
being anchored to the coastline of Portland, was
recognised for its artistic integrity and subsequently
became part of The London 2012 Festival, gaining
valuable regional TV coverage and underpinning the
value of Inside out Dorset.
_

Jurassic Coast Earth Festival 2012
• 7,533 passengers embarked on 627 ‘Onboard’ Jurassic
Airlines flights in Weymouth. 87% of ‘passenger’s said it
inspired them to find out more about the Jurassic Coast.
• The Travelling Pliosaur Cinema played to 3,182 children
and adults during 126 performances over a total of 13
days. 92% said they would attend a similar event.
• Google reported over 330,000 press mentions
(excluding radio and TV) of the main programme
components.
_

Moving Tides
• The Moving Tides Procession closed the Olympic &
Paralympic games in Weymouth and Portland. 355
children took part on that day, 705 were due to take
part on 12th July at the Olympic Torch Ceremony,
which was cancelled due to bad weather.

Moving Tides

Nowhereisland

• 21 Schools in W&P took part in the project and over
750 children were involved in 148 Dance, Percussion
Costume Making and Make-up workshops. The
teacher’s CPD weekend workshop at AUB with Kinetika
Carnival Arts attended by 53 teachers and assistants.
28 AUB students delivered workshop in schools as part
of their course. 14 Professional artists were employed
for a total of 89 days.

• The 12 minute film of the tour by Danny Cooke
attracted 71k plays, 861 likes and 64 comments. It has
been embedded on hundreds of websites and blogs
worldwide.
• Part of a UK tour which helped put W&P on the map.
_

Stone Island – Stone Is Land
• 23 artist’s residencies (Tibet, Mexico, Spain, Japan,
Zimbabwe, Australia, Ireland, UK) brought a diverse
range of practice and cross-cultural connections with
the community and the Island’s landscape.
• 270 exhibition days plus art/science workshops (195
people) led by professional and emerging artists
including Richard Long, Damian Ortega, Dunhill &
O’Brien, Dr Tom Mason, Masami Aihara, Takahiro Ishii,
Dr Ken Coombe and Jim Cooke.
• 5 Live Performances with sound, light and
contemporary dance including ‘Walk Through
Time’, ‘Piano-Cyclist’, ‘Power of Compassion’ (Tibetan
Monks) and ‘Sounding Stone’ attracted audiences of
over 1,900 people. Training in music, dance, sound &
lighting for 396 people.
_

Welcome Songs
• 5 completely different arrangements of Welcome
Songs were created and performed during the project.
The arrangements were collaborations between Eliza
Carthy and the communities of musicians and singers
who gathered to take part in the performances. A
full youth orchestra came together for a week to
develop their arrangements, which they performed on
Weymouth Beach.
• Overall the project involved 376 participants of all
ages and abilities alongside 40 professional musicians.
• The project toured and reached 26,000 live audience
members across the 5 performances.
_

• 565 incredible new costumes, two giant articulated
puppets, 4 large-scale costumes and 300 junk
instruments were produced.
_

Nowhereisland
• Nowhereisland chose to begin its globally published
tour of the South West Region in Weymouth.
• 23,000 people became citizens of Nowhereisland
from 135 countries.
• Nowhereisland commissioned 52 global ‘Thinkers’
to produce new written, audio and visual works
for the website.

Stone Island - Stone Is Land

Red Ball UK
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Executive
Summary

Community Engagement
and Social Impact
The MM was particularly successful in reaching non-arts
attending audiences, and encouraging community
participation in cultural events. These were almost
exclusively free and staged in the open. 2012 people
waded into the sea with lit torches, community choirs
sang newly commissioned works together in front of
10,000 people, amateurs worked with highly-regarded
professionals, residents were involved in designing for
their own place. This leaves immeasurable social legacy
in increased confidence and civic pride.

Economic Impact of MM programme
The MM created work for artists, arts organisations and
the creative industries right across the SW region. The
vast majority of people employed worked in a freelance
capacity, P/T or by project. This created the equivalent of
52 (temporary) F/T jobs, increased the GVA for Dorset by
£2.5 M and increased the economic output of industries
in the BDP sub-region by £5.75m. These economic
impact figures were produced by DCC.

–

–

Audience Development

Visitor Spend and Tourist Economy

The MM programme was aligned to national and
local strategies about audience development and
encouraging hard-to-reach or non-arts attendees to
participate. The marketing and publicity surrounding
the Olympic & Paralympic games, with its emphasis
on sport for all, the nation’s games, young people and
volunteering helped this cause enormously. The majority
of our attendees were local to Dorset (see Lessons
Learnt). However, the global TV coverage of MM events
contributed to the millions of £’s worth of free global
publicity for Dorset, Weymouth and Portland and the
South West.

The MM helped generate a minimum of £13 M for
the tourism economy of W&P between Sept 2011 and
Sept 2012. This is calculated as: for every £1 invested
in cultural events, a minimum of £2.50 is returned
into the local economy through visitor spend (MRG/
Bournemouth University). There are many other models
and ratios of calculation in usage (see text). ‘Visitor
spend’ was difficult to ascertain. Many visitors came for
an Olympic ‘package’ of sport, tourism and culture over
a weekend and we were unable to assess their primary
reason for visiting accurately.

–

–

© Andre Pattenden
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Executive
Summary

Visitor Numbers

Delivering Other Agendas

132,000 ‘clicked-in’ visitors attended MM Events. There
were difficulties in gathering attendance figures. Many
events were situated in non-ticketed areas without
barriers and could be visited throughout the day
(including Red Ball, Artwey, Stone Is Land, Nowhereisland
and Moving Tides). Some artworks were positioned for
passers-by.

The creative sector is unique in that arts providers often
deliver other agendas through engaging people in
creative activity. In delivering the MM programme,
many projects also addressed strategies and policies
in national, regional and local plans; including
economic benefits, health and wellbeing, volunteering,
programmes of work with young people, understanding
of our environment and an improved visitor offer.

–

–

Partnership Working

Creating the USP for Dorset

One of the most successful aspects from a LA
perspective was that delivery of the Olympic &
Paralympic Sailing Events necessitated the formation
of multi-agency partnerships, many for the first time.
Within the creative sector, arts organisations worked in
new collaborations around projects, but also engaged
with transport, highways, security, emergency services,
properties, planning and sport to ensure positive
problem solving and delivery.

The MM contributed enormously to economic and
community regeneration, helping to develop the USP for
Dorset. The inspiration and the themes explored in the
MM projects were largely ‘coast’, ‘landscape’, ‘history’
and ‘heritage’. Many events were either site-specific
or specifically sited to show off the best aspects of the
borough. This evaluation points firmly to the integration
of the creative sector with Tourism post-2012.

–

–

In-Kind and Volunteering

Jurassic Coast

The MM recognizes and applauds the vast amount
of in-kind support for the cultural programme from
organizations in the host borough, which was so great as
to make it impossible to estimate an equivalent value.
Probably the largest contribution of in-kind support
was from WPBC in officer time. Dorset County Council,
Weymouth College and the Weymouth and Portland
Partnership all gave generously to the collective effort.
Volunteering for cultural events has never been so high.
Individual and personal involvement may contain an
‘unseen’ key to a successful cultural legacy.

Running alongside the MM, the Jurassic Coast Team has
been exploring how the creative sector can contribute
to the management of this UNESCO World Heritage Site.
The work has provided insight into this extraordinary
place and encompasses arts and science, participatory
arts and cultural tourism. They have developed 34
projects with partners, involving 5,000 + participants
and volunteers, and reached audiences of over 165,000
directly. The ‘Earth Festival’ was a direct development
from the Lyme Regis ‘Fossil Festival’, but was also part
of the MM.

–

–

© Roy Riley
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Context &
summary
of the MM
programme

Cultural Olympiad
An Olympiad is a period of four years associated with
the Olympics of the Ancient Greeks. For the modern
Olympics & Paralympic games the term was originally
used to indicate the year of the games themselves, but
the IOC now uses it to indicate a period of four years
previous to hosting the games.
The arts were always part of the ancient Olympics.
Baron Pierre de Coubertin re-established the principle
of ‘Olympic Art Competitions’ in Paris in 1906, and the
first programme was presented in Stockholm (1912).
Artists competed for medals across a ‘pentathlon’ of five
categories: architecture, music, literature, sculpture and
painting. Now there are no competitions as such and
cultural and artistic practice is displayed via the
Cultural Olympiad.
The Cultural Olympiad became a four-year event on the
occasion of the 1992 Barcelona games, marking the
city’s entire tenure as games host and promoting local
attractions such as the Picasso Museum. It is cited as
being the touchstone for re-launching the city into the
top ten of European ‘city break’ destinations.
The difference between London 2012’s bid and previous
cultural programmes was that Lord Coe promised
a Cultural Olympiad for the whole of the UK, not just
the host city. Spread over four years, the London 2012
Cultural Olympiad was the largest cultural celebration
in the history of the modern Olympic and Paralympic
Movements and was designed to give everyone in the
UK a chance to be part of London 2012.

Having established that the Cultural Olympiad would
be UK-wide, attention from regional and national arts
organisations was suddenly focused on Weymouth and
Portland as the biggest single venue outside London,
hosting the London 2012 Olympic & Paralympic Sailing
Events. This was an opportunity to showcase the best of
the SW cultural sector and develop new work inspired by
the Olympic movement.
At that time, W&P did not have a regionally significant
history of cultural activity or the infrastructure in place
to develop a contemporary Cultural Olympiad
programme. The first step was the appointment of
the Arts Development Officer (ADO) hosted by the
Weymouth and Portland Partnership and Weymouth
College, funded by a ‘Grants For The Arts’ by ACESW and
a contribution from WPBC. His remit was to prepare the
ground and develop a participatory cultural and public
art programme for residents.
Over four years, a MM team was slowly assembled, but
a key moment in the early stages was the appointment
by LOCOG of Richard Crowe, London 2012 Creative
Programmer for The SW, who together with the ADO
recognised immediately the significance of the Cultural
Olympiad and its legacy for Weymouth and Portland,
Dorset and the SW.
The Cultural Olympiad in the SW opened in September
2008 with the magnificent outdoor spectacle ‘Veles e
Vents’ (Wind and Sails) by the Spanish theatre company
Xarxa, part of the ‘Inside Out Dorset’ festival. The bar was
set, in terms of quality, inclusivity, partnership working,
a commitment to outdoor arts and the importance of
landscape and skills development for young people.

–

© Alan Rogers
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Context &
summary
of the MM
programme

A Catalyst and Accelerator

We did this

In reality, most organisations in the borough involved
in economic and community regeneration, the
environment, security and transport used the opportunity
to advance causes that would normally take longer to
achieve (if at all). A phrase much used in 2008 & 2009
was “a catalyst and an accelerator”. This was equally
applicable to ‘hard’ regeneration projects like the
Weymouth Relief Rd and The Seafront Regeneration
Scheme, and ‘soft’ regeneration: developing
infrastructure and capacity to deliver.

And in a coastal borough of only 65,000 people,
with unique geological features and a prevalent
SW wind, guaranteeing ideal sailing conditions, we
did this: produced 80+ major cultural events, hosted
internationally known artists, showcased projects that
demonstrated Pierre de Coubertin’s vision of “The
Marriage of Sport and Art”, produced projects uniquely
connected to our place, exemplified best practise in
integrating disabled and non-disabled performers,
persuaded traditional SW practitioners to celebrate with
us in W&P, hosted projects made in other SW counties,
encouraged our amateur singers to collaborate and
work with professionals and even hosted an arctic island
as it travelled south!

All the creative producers involved in the MM were
generally working with other agendas as reference
points, using Arts Council strategies such as ‘Great
Art For Everyone’, Culture South West’s ‘People,
Places, Spaces’, ‘The Jurassic Coast Arts Strategy’, the
government’s ‘National Indicator 11’, WPBC’s ‘Knowing
Our Communities’, the ‘Get Set’ Education Programme
and the WPP ‘Community Plan’, to name but a few. It was
an opportunity to further causes, experiment, achieve
high quality results and leave a cultural legacy.

–

–

© Maisie Hill
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Four Examples
of New
Multi-Agency
Partnerships

The Chalk Legends

Coastal Voices

In the South West, but particularly in rural Dorset, there
are ancient chalk figures on hillsides. There are many
myths attached that tell us about the people who made
them. Some myths have modern connections – like the
recent discovery of Viking skeletons near Ridgeway
on the Dorchester to Weymouth road. This discovery
led DCC Highways Dept to work in partnership with
Oxford Archeology and was the touchstone for a new
commissioned work for massed chorus and orchestra
composed by the BSO’s former Composer in Residence,
Stephen McNeff.

The Lighthouse Poole worked in collaboration with
Serious to develop an idea originally requested by
local community choirs and managed by the Arts
Development Officer for W&P and the Arts Coordinator
for the Jurassic Coast. Funders included: LOCOG, DCC,
Paul Hamlyn and Lighthouse Poole.

Far from simply writing and performing a new opera,
the BSO wanted to engage the people of Dorset with
the geographical landscape that surrounds them.
They presented a series of community workshops and
concerts in village halls across the county, reaching
2,000 community musicians, inspiring 300 young people
to sing at the culminating event at WPNSA and attracting
over 10,000 audience members in 19 linked events.

• 15 professional musicians in 3 bands

The Times stated that the culminating event was: ‘a
definite marvel of collaborative endeavour, involving 17
organisations. The Bournemouth Symphony Orchestra,
Dorset Youth Orchestra, eight local choirs and two
dance companies successfully fused and struck sparks
in a tricky rectangular space. Under Mark Forkgen’s
baton and Williams’s direction no cues were dropped,
no note fumbled. Marvellous...’

• 800+ singers performed 4 new commissions in 5
performances
• 29 rehearsal sessions (November 2011 – July 2012)
• 40 schools sessions
• 10 inputs from guest artists
• 3 conductors
• 2 taster workshops and 1 pebble chorus
• 36000 visits to coastalvoices.co.uk
• 5500 visits to cvscores.posterous.com to view/
download scores
• 11000+ plays and <3500 downloads of embedded
audio files

–

–

© Jim Wileman
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Four Examples
of New
Multi-Agency
Partnerships

Battle For The Winds

Nowhereisland

This project brought together outdoor artists under one
company to produce work across the whole SW region.
5,500 people were involved in making and performing
for 55 events, with audiences totalling 500,000,
culminating in the 28 July 2012 production for Weymouth
Beach. Those involved included young people, NEETS,
college and university students, theatre students, school
children, 60 disabled artists, and members of the older
generation including two participants in their nineties.
The project led to the commission of 8 new poems about
the wind by celebrated national poet, Alice Oswald.

Nowhereisland by artist Alex Hartley was a challenging,
multi-faceted artwork which encouraged active and
sustained engagement and critical thinking;

This project was perhaps the most complex and time
consuming for local authority officers and a great deal
of in-kind time went into the collaboration between
BFTW and WPBC. This encompassed road closures,
siting heavy machinery, site management, security,
‘Ambassador’ volunteers, risk assessment, licensing
and insurance. The beach site alone had 2012 ‘Torch
Waders’ in the sea with burning torches, 212 Bridgewater
‘Squibbers’ and an audience of 10,000+.
BFTW also created new partnerships between FE / HE
and the arts sector, including partnerships between
colleges and universities in Devon and Forkbeard
Fantasy (an arts company) and a three year partnership
between Cirque Bijou and Arts University Bournemouth.
The project has also created a new collaboration
between the ‘Breathe’ project leaders, including
Diversecity and Cirque Bijou, which has lead to the
creation of new inclusive participatory projects and R&D
on circus with disabled artists and athletes.

–

Nowhereisland chose to begin its globally published
tour of the South West Region in Weymouth;
The project delivered a dynamic and engaging
programme through partnership working which
reached areas of low engagement in the South West
region with the work of one artist inspiring over 82
creative responses. 42 regional partnerships helped
to deliver 161 engagement sessions with over 10,953
attendees;
Pioneering an inspiring suite of resources and
opportunities for participation across a diversity of
digital platforms, 23,000 people became citizens of
Nowhereisland from 135 countries. Over 4,370 young
people under the age of 15, and 4,140 young people
between the ages of 15 and 24, became citizens.
Active engagement in the project through the online
constitution (written by citizens) exceeded 2,672
propositions for a new society;
As part of this programme, Nowhereisland
commissioned 52 global ‘Thinkers’ to produce new
written, audio and visual works for the website;
Achieved significant national and regional media
coverage, including The Guardian, The Daily Telegraph,
The Scotsman, national and regional BBC and ITV news
programmes, and became the top viewed story on the
BBC website;
Successfully encouraged visits by Minister for the
Environment, Lord Taylor, Stephen Gilbert MP and Deputy
Leader of Bristol City Council, Jon Rogers.

–
© Geoff Baker
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Lessons
Learned

Visitors and Audience

Inspire Mark

It was a commonly held view that there would be an
increase in visitor numbers during the Olympic games.
In W&P there was planning for resilience and parking by
the ODA for up to 30,000 visitors per day in addition to
the 30,000 that normally stay during July and August. This
estimate is equivalent to holding the Weymouth Carnival
(the biggest single annual attendance in the borough)
every day for two weeks.

Events within the MM were required to gain the ‘Inspire
Mark’ from LOCOG. This proved an affiliation with the
Olympic ideals; that the projects were literally inspired
by the Olympics. The entries were selected and
approved by Richard Crowe, London 2012 Creative
Programmer for the SW and Head of the
MM programme.

In the context of robust planning linked to the hosting
London 2012, this assessment of potential visitor numbers
sparked a UK communication campaign by ODA and
London Transport. Intended as responsible and safetyconscious crowd and traffic management, it actually
discouraged some potential visitors to London, W&P
and other Olympic venues: they thought there would
be delays and crowds. It should be noted that local
authorities have a statutory obligation to plan for
worst-case scenarios and were obliged to plan for the
maximum estimation of additional visitors.
In hindsight, the MM team overestimated the number
of visitors, and programmed too many events running
concurrently during the Olympic games. Large-scale
spectacles such as BFTW and Coastal Voices played
to capacity crowds of 10,000-15,000, but programmebased events like the ICCI 360 Arena and b-side would
have attracted greater audiences were they not in
competition for attention, or if the greater numbers of
people had arrived.

In our opinion the Inspire Mark, for a mixture of complex
reasons, never developed as a nationally recognised
brand. Our audiences didn’t understand that it meant
affiliation with the Olympic & Paralympic games
and couldn’t understand that events related by this
branding were part of the same programme. Although
we clearly understood that the Olympic rings are the
most protected brand in the world, the ability to badge
projects in the MM with the rings would have created
instant and universal recognition that all the events
were linked and created as a part of hosting the
Olympic games.
Creative producers found the initial restrictions around
using the Inspire Mark logo (position, exclusivity, colour,
significance) frustrating and sometimes contrary to
good design. In the early years, LOCOG took too long
to process the use of the brand and some producers
omitted the logo due to this, although it was streamlined
considerably as we moved into the final year.

–

–
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Lessons
Learned

Sponsors

Evaluation

The MM mix was obliged to credit major Olympic and
Paralympic sponsors on all its publicity even though
there was no financial contribution from them to the MM
programme. When UK creative producers realised that
there would be no direct funding from LOCOG or the IOC
to support Cultural Olympiad projects, they turned their
attention to the official Olympic sponsors as potential
source of funding. Access to these sponsors was difficult
for a variety of reasons. Olympic sponsors appeared to
be more interested in the ‘return path’ and had already
decided the extent and focus of their sponsorship at
an earlier stage, before the Cultural Olympiad was fully
formed. No sponsorship deals were signed with Olympic
& Paralympic sponsors.

Precise evaluation (economic and social) of the MM
was difficult because the 2012 visitor ‘package’ was
based on tourism around an integrated Olympic &
Paralympic experience: any visitor could spectate
the sailing, see a cultural event, walk on the Jurassic
Coast, sample local food etc. Many arts organisations
are repositioning themselves to work with the tourism
sector in the legacy period, so this is food for thought.
An integrated tourism package that includes culture
works well as an attractor for visitors, but it could be then
difficult to extract precise evaluation that the cultural
sector needs to make its case.

Due to the protection of the Olympic brand by the
IOC, local businesses were excluded from advertising
in the restricted zone, or by association with Inspire
Mark projects. This meant that all creative projects and
partnerships with private funding (which the Arts Council
view as a healthy model) were excluded from taking
part in the MM. This particularly affected the ‘Spirit of The
Sea’ (Weymouth and Portland Maritime Festival). With its
unique mixture of maritime sports and arts events, it was
perhaps closest of all the projects to Pierre de Coubertin’s
vision for the modern games: the ‘Marriage of Sports
and Arts’. It could have been the flagship project for
2012 legacy, bringing regeneration and publicity to the
borough, as did Kiel with its post-Olympic “Kiel Woche”
(the model that ‘Spirit’ was based on). However, the
enterprising mixture of public funding and local business
excluded ‘Spirit’ from the MM and the event dwindled
during 2011 and 2012. It is now ‘on-hold’.

The WPBC Visitor Survey asked the question as to
whether sport was the primary reason for visiting, but
there was no question about cultural events. All the MM
producers decided to use one common evaluation
toolkit: in actuality many did but some didn’t, making it
difficult to either average or compare across the whole
programme.

–

–
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Impact
Assessment

Investment
It is difficult to ascertain an absolute figure for the total
investment in the MM. This is not because the creative
sector is worse at calculating investment than others,
but because some projects hosted in the borough were
part of a national or international tour and there were
both wages and project costs involving in ‘preparing
the ground’ for the MM between 2007-12. In both these
cases, it is difficult to apportion relative costs and decide
what to include. The figures can be parcelled up and
interpreted in a variety of ways according to motive.

Investment in Maritime Mix infrastructure, Development
& Projects 2007–2012

The relative percentages in these two charts have been
calculated by including ‘everything’: all wages, and
total project costs but not in-kind.
Investment In Maritime Mix Projects 2011–2012

ACE Over £4M (70%)
Trusts, Foundations, Private Giving £2M (20%)
SW Local Authorities £650,000 (9%)
WPBC (hosts) £141,000 (1%)

As the two periods shown overlap, we can clearly see
that Arts Council investment was greater in the early
years of the Cultural Olympiad and other organisations
bought-in as the MM developed and came to fruition.

–

ACESW £2,438,150 (52%)
Trusts, Foundations, Private Giving £1.75 (34%)
SW Local Authorities £622,000 (11.8%)
© Alan Rogers

WPBC (hosts) £115,000 (2.2%)
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Impact
Assessment

Economic Impact
There are two basic types of cash income that
benefited Dorset through delivering the MM. There is
the ‘Gross Value Added’ income derived from creating
the MM: employing staff, delivering the activity and
commissioning local suppliers. The other is ‘visitor spend’:
the money spent by visitors on admission, transport,
hotel fees, restaurants and sundries.
The DCC Research and Information team prepared the
GVA figures for DBP generated by creating the MM. The
analysis uses the ‘ECON|i’ Economic Impact Analysis
package provided by the South West Observatory.
This model takes into account the direct impact of a
change on a particular industry, the indirect effects
through changes in purchases by that industry from
domestic suppliers and also the induced effects arising
from changes in household incomes and consumption
expenditures.
The creation of the MM leads to a net total of £5.75
million increase in the output of firms in the BDP
economy. However, this will not be a permanent effect. In
terms of employment, a net total of 62 full time equivalent
jobs (FTE) were created locally. A further 16 FTE jobs were
created through suppliers and household spending. 52
(temporary) jobs are the direct effect of the initial jobs
plus a further six with immediate suppliers. Consequently,
the increased net output of £5.75 million from the
creation of 46 FTE jobs equates to £2.5 million net GVA
that was added to the local economy. Total GVA in the
wider area of the South West could be up to £3.2 million.

Ascertaining the amount spent by visitors on MM
cultural events proved too difficult. Most people
attended for a mixture of culture, sport, entertainment
and tourism. If there is one event in a location at
a particular time it is much easier to evaluate and
calculate (e.g. the Liverpool Biennale claims 600,000
visitors and £27M spend: an average £45 per head per
visit). The West Midlands EI calculator states that: Day
Trippers from inside the sub-region average £26 spend
per head per day, rising to £38 for visitors outside the
sub-region, £58 for commercial (i.e. staff/events teams)
staying for evening meals and £181 as the average
spend of participants per trip.
The MM team has used the EI calculations done by MRG
Research at Bournemouth University for the MINT Fest
(Cumbria) and Inside Out (Dorset) in 2010. These two
evaluations had different methodologies but arrived
at the same result: for every £1 of money invested in
producing cultural events, between £2.50 - £3.00 is
returned into the local economy. Therefore we have
used £2.50 (conservatively) as our mean. This gives a
total of £13M brought into the local economy through
visitor spend on a £5.25M investment in 2012.

–

© Roy Riley
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Impact
Assessment

Social Impact
In his recent TED talk (2012), David Binder, the theatre
producer, talks about a new kind of arts festival
that is radically open and can transform cities and
communities. These festivals ask the audience to be
a player, a protagonist and a partner, not a passive
spectator. They know imagination cannot be contained
in buildings; much of the work they do is site-specific
or outdoors.

The MM team and the producers referenced: ‘Great Art
For Everyone’ and ‘Arts, Audiences, Insight’ (Arts Council
England), ‘Knowing Our Communities’ (WPBC’) and the
‘Community Plan’ (WPP), prioritizing communities who
might not normally attend the arts. Tandem Marketing,
employed to deliver the marketing and PR for the MM,
identified three target groups, the first of which was
local residents.

The MM, from the outset, invested in programmes of work
that encouraged residents of Weymouth and Portland
to become participants in the cultural projects and to
take ownership through their contribution. Previous to
the MM, the ADO built this participatory element. There
were projects like ‘Moving Tides’, the schools carnival
workshops and procession and the ‘Olympic Deckchairs’,
in which 430 residents took part in one of 36 workshops to
design 500 new deckchairs for Weymouth Esplanade. The
lack of suitable indoor venues and the fact that the sailing
took place in 50sq kilometers of water was an advantage:
we wanted the MM to be site-based and inclusive.

From Red Ball UK Evaluation Report: “912 postcodes
were gathered in Weymouth & Portland over five days.
The results from Weymouth are of particular interest, as
they turn the predicted engagement on its head, i.e. the
audience was primarily from ‘harder to reach groups’. This
could possibly be a result of the ‘Cultural Olympiad’ effect
whereby residents had been primed for two years to
expect a world class, rolling programme of culture during
the Olympics. Perhaps then, the audience was more
receptive to the Ball. The locations were all areas with high
footfall; and the actual demographic of Weymouth might
reflect the findings (deprived area with predominate
associate groups)”.

During the MM, 2012 participants waded with burning
torches into the sea, community choirs sang new
commissions together for the first time, over 50’s danced
on the Esplanade, young Morris Dancers converged
on the town centre, disabled performers flew 60 feet
above a packed beach, the local brass band heralded
the town bridge. Richard Crowe (London 2012 Creative
Programmer for the SW) stated this “is an example of
People Taking The Lead as opposed to Artists Taking
The Lead” (the Arts Council’s national flagship
project for 2012).

–
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What Next? The
2012 Cultural
Legacy for
Dorset

Legacy

Repositioning

Legacy is perhaps an overused word; it was a substantial
part of the London 2012 bid in Singapore and has been
in use since that time as one of the prime reasons for
hosting the Olympics. It is from the Latin ‘legare’, to leave
something in heredity, to tie together; in this case the past
and the future.

In the light of this, the cultural sector and the creative
industries in Dorset will build on the joint work and
partnerships developed since 2004 through the Dorset
Cultural Partnership to position themselves to work
ever more closely with both the tourism sector in
creating a USP for Dorset and in partnership with a raft
of organisations that require their policies delivering
in an engaging and effective way. These include the:
Dorset Local Enterprise Partnership, Dorset Local Nature
Partnership, Tourism & Visitor Economies, National
Coastal Tourism Academy, Health and Wellbeing, FE
and HE, Local Planning and Partnerships, Business
Improvement Districts, AONB, Jurassic Coast team,
Dorset Coast Forum, Get Set and DCC County
Sports Partnership.

It would be a presumption to believe that 2012 Legacy
will happen automatically as a result of the hard
work put into the MM by all involved. Legacy requires
both custodianship and development; it is active not
passive. Legacy is not simply ‘more of the same thing’,
it is surprising; it surfaces in unexpected places, it takes
time to gestate, it doesn’t often follow strategies or tick
boxes. There are personal, but no less powerful, legacies
resulting from the ‘I was there’ or ‘I took part’ factor. Legacy
is happening in Dorset now. Partnerships formed through
the MM are taking new projects forward. These require
capturing and monitoring. I would suggest that is this
something that local and county authorities need
to track.

–

Funding
Local Authorities and the Arts Council will both have
significantly less money in the future to support the
creative sector through projects. We are already
experiencing the start of this process, with a series of
successive cuts to the DCMS (which ACE passes on to
its clients) and LA’s forced to pare back spending in
order to concentrate on e.g. the ageing population
and providing essential services. Leisure and Events
budgets are under scrutiny and being reduced. The Arts
Development team at DCC is currently undergoing a
review to scope a new model and form an arms-length
social enterprise company to deliver culture for Dorset.

–
© John Snelling

–

LEP & LNP
The newly formed DLEP recognises that creative industries
is a key sector, highlights digital and creative media
as a particular strength led by the expertise in our two
universities and emphasises skills development. Creative
apprenticeships and progression routes are being
developed for young people. The new LNP recognises
the role that the countryside and natural environment
can play in supporting well-being and the creative use of
open spaces is an integral aspect of this work.
The creative sector is developing collective proposals
for the DLEP and LNP, to deliver on strategic agendas
such as: skills and apprenticeships, cultural tourism,
safeguarding the environment (Jurassic Coast), working
with priority communities, digital skills development and
work to strengthen the resilience of the cultural sector.
Creative and cultural organisations are ready and able
to work together, and this has been enhanced by the
emergence of DLA.

–
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What Next? The
2012 Cultural
Legacy for
Dorset

Dorset Loves Arts (DLA)
DLA was formed in 2008. The group has over fifty
participating members and includes all the ACE National
Portfolio Organisations in Dorset, together with local
authority officers, freelance expertise, and project
funded and community arts organisations. This makes
working with arts sector much easier for others. It provides
one access point and is a method for attracting and
distributing funding. DLA has full support from ACESW and
DCC and is referred to nationally as a case study of a
good practise in collaboration. Its existence helped us to
deliver Maritime Mix so effectively.
The entire group meets quarterly, but there are 6 active
hubs that meet more frequently. These are:

Creative Industries &
Arts Development in Dorset
The Creative Industries are a growing industry. Nationally,
they represent 8.7% of GDP, 10.6% of exported services
and £85bn of GVA. They contribute £57bn to the UK
economy and employ over 2M people. The DCMS
recently said “UK creativity inspires the world, producing
a stream of brilliant individuals and creative teams who
are hugely influential in global media, entertainment
and the arts”. The creative industries are growing faster
in the South West than elsewhere in the UK; in Dorset we
have 4,000 – 5,000 creative practitioners who are VAT
registered and thousands more who work as sole traders
or micro-businesses.

• Access & Participation
• Children & Young People
• Economy
• Environment
• Health & Wellbeing
• Stronger Organisations

Many see the creative sole trader or artistic microindustry as representing the future in a rural county. There
were 112,000 visits to artists and craftsperson’s studios
during Dorset Art Weeks 2012, resulting in an overall
income to artists of £600,000 - £800,000. Organisations
such as the LEP need to factor in this rural economy and
collectively we need to develop it.

–

–

Other Partnerships

WPBC

There are other strategic partnerships and collaborations
in play in Dorset, which puts the county in a healthy
position to continue to deliver on 2012 cultural legacy,
in comparison to the national picture. One of these
is the Dorset Cultural Partnership, which delivers the
Dorset Cultural Strategy and has representation from
DLA and DCC together with partners from libraries,
museums, sport and health. There are also a series of
‘discipline specific’ strategic groups around theatre,
dance, environment and health all of which work in
collaboration with DLA.

Simon Williams MBE has produced the ‘2012 Legacy
Action Plan’ for WPBC with 66 actions and 10 priorities,
one of which is the ‘Summer to Remember’ 2013 festival
with both sporting and cultural components. This uses
the structure and concept of the Beach Sports Arena
from 2012 (that was so successful) during the daytime,
then becomes a cultural arena at night.

–

–
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Legacy for
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Jurassic Coast

b-side

UNESCO encourages World Heritage Sites to be
managed through partnerships, believing that this
approach ensures their management becomes part
of the fabric of the communities in which they are
sited. Typically, partnerships are formed of people from
different sectors who have a stake in the Site – scientists,
educators, tourism organisations, transport and others.
The Jurassic Coast Partnership goes one step further
than this, being the only natural World Heritage Site
in the world that builds the creative sector into
its management.

b-side commissions artists to produce site-responsive work
and engage with communities in the borough. It shows
contemporary art in an accessible format. Every two
years there is the b-side festival, which showcases the
best of their work. The next festival is on Portland in
September 2014, but there are several projects currently in
progress with young people and artists. b-side became
a Community Interest Company in 2009 and was
awarded National Portfolio Status by the Arts Council in
2012, which guarantees funding for core organisational
costs until 2015.

–
Key issues facing the management of the Jurassic
Coast that can be addressed by the creative sector over
the next 5 years will be identified at the final Creative
Coast Forum on 8 May 2013. These will then be written
into the Management Plan. They will contribute to an
increased understanding of the Site and greater public
awareness of the Site. The Jurassic Coast Team is now
road testing the new model for ‘soft’ commissioning
through DLA with the next project. This will be about
public understanding of erosion and led by Bridport
Arts Centre.

–

Artwey
Artwey is an organisation set up by locally based visual
artists to promote themselves collectively through a
website and by staging activities. They hold Open
Studios for visitors and residents to view and purchase
work from where it is made and talk to the makers. The
next Open Studios will take place between 25th May
and 9th June 2013. Artwey also became a CIC during
the course of the Cultural Olympiad.

Activate Performing Arts
Activate is a producer; a promoter and a development
agency that supports theatre, dance and outdoor arts
across Dorset. The organisation worked with a number of
the projects delivered within the Cultural Olympiad and
Maritime Mix programme in Weymouth and Portland
and led on a number of them, including the biennial
festival of extraordinary events in extraordinary places:
Inside Out Dorset (with the Dorset Theatre Promoters
Consortium). Activate is an Arts Council National
Portfolio Organisation in the South West and works in
partnership with many organisations in the county and
internationally to bring more high quality work to the
county and to support more work to be made here and
for communities to participate in.

–

–
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Conclusions

The creative industries in the SW are capable of
producing cultural events equal to anything seen in UK
and we must have confidence in our abilities, particularly
in a rural county like Dorset.

The formation of DLA makes working with arts sector
much easier for others. It provides one access point and
is a method for attracting and distributing funding. Work is
needed to promote it across other sectors in Dorset.

We have shown through the MM that involvement and
participation by communities encourages ownership,
inspires confidence and pride in our citizens and results
in no appreciable loss of quality in the final product.

There won’t be another opportunity like the MM to
showcase the arts in the South West in the foreseeable
future. Legacy however, does not entail producing more
of the same. We need to build on success and develop
work involving our communities and our environment.

The use of our landscape, coast and heritage as both
theme and location in the MM has resulted in unique,
creative solutions in staging the arts and broadening
the audience for them. We should continue to develop
site-specific and site-responsive work in the field of
outdoor arts.
The cultural sector and the creative industries in Dorset
clearly need to reposition themselves to work more
closely with both the tourism sector in creating a USP
for Dorset.
The creative sector is unique: it can deliver other
agendas in an engaging and effective way. There needs
to be further development in the way the sector can
contribute to economy, tourism, improving the visitor offer,
health & wellbeing, volunteering, young people, skills
development and environment.
Multi-agency partnerships have been universally
acclaimed as one of the great success stories of the 2012
Olympic and Paralympic Sailing Events. It is important that
we capitalise on this and continue to work in partnership.

It won’t rain on our parade. The creative sector will
continue to find ways to deliver what it does best. If the
funding streams or the methods of funding change, then
the sector needs to be resilient and fleet of foot, adapting
and changing to new conditions. This is a healthy
business model.
MM producer’s individual project reports now available
for download on the ‘Dorset For You’ website, including:
• Bandstand Marathon
• Battle For The Winds
• Breathe
• b-side
• Chalk Legends
• Dinosaurs Not Allowed
• Earth Festival
• Ex-Lab
• Inside Out Dorset
• Nowhereisland
• Red Ball UK
• Stone Island

–
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Glossary &
Acronyms

IOC

International Olympic Committee

UNESCO	United Nations Educational,
Scientific & Cultural Organization
WHS

World Heritage Site

LOCOG	London 2012 Organizing Committee
for the Olympic games
GOE

Government Olympic Executive

DCMS

Department of Culture, Media and Sport

ACE

Arts Council England

ACESW

Arts Council England South West

MM	Maritime Mix
(London 2012 Cultural Olympiad by The Sea)
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LA

Local Authority

LAOC

Local Authority Operations Centre

DLA

Dorset Loves Arts

DVA

Dorset Visual Arts

DCP

Dorset Cultural Partnership

ADO

Arts Development Officer

EI

Economic Impact

GDP

Gross Domestic Product

GVA

Gross Value Added

VAT

Value Added Tax

M

Million

SW

South West

FOI

Freedom of Information

DBP

Dorset, Bournemouth and Poole

USP

Unique Selling Point

LEP

Local Enterprise Partnership

P/T

Part-Time

LNP

Local Nature Partnership

F/T

Full-Time

DCC

Dorset County Council

FTE

Full-Time Equivalent

WPBC

Weymouth and Portland Borough Council

BP

British Petroleum

WPP

Weymouth and Portland Partnership

BT

British Telecom

WPNSA	Weymouth & Portland
National Sailing Academy

BSO

Bournemouth Symphony Orchestra

BFTW

Battle for The Winds

W&P

–

Weymouth and Portland
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