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INTRODUCTION 

The economic recovery ‘tech challenge’ initiative was a fund that sought to stimulate the 

local economy through piloting new approaches to digital technology engagement and 

innovation in towns and villages where businesses had been suffering as a result of the 

pandemic’  

Broadly the aim of the Local Young Talent (LYT) festival was to ‘pilot new approaches to bring 

together tech and the creative sector to breathe new life into Leamington’s town centre.’  

Independent small businesses and young local creatives aged 16-35 from Leamington, Coventry 

and Warwickshire were invited to apply by open submission.  The successful candidates were 

then paired up with individual windows that became the platform for artwork which provided 

audiences with both artistic engagement and opportunities to shop. Audiences were able to 

interact with the windows via QR codes, which linked them to the artists’ own online pages 

and navigate the interactive festival map. Through this audiences were also able to redeem 

voucher codes and offers in collaboration with the shops & spaces involved.  Further creative 

interventions were also showcased in empty shop windows, including a live painting event 

and digital arts & music window, and live music.  

The festival ran across town center locations in Leamington Spa from 1st – 31st May 2021  

The LYT Festival was run by Creative Leamington (CL) in collaboration with Blunt & Brave and 

was kindly funded by Warwickshire County Council (WCC) and supported by local partners 

BID Leamington, Wareing & Co, Royal Priors Shopping Centre, WCG Leamington Spa College 

and RiVR. 

 

The evaluation of the LYT festival and the collation of this report have been undertaken by ER Arts 

CIC, who specialise in creative approaches to the evaluation of participatory arts programmes.   
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BACKGROUND AND CONTEXT 

Founded in 2019 Creative Leamington (CL) is a production company that specialises in the 

production and management of cultural events which connect the creative community with 

the general public through work that is ‘collaborative, experimental, courageous and 

community focused’. CL are known for devising and delivering high quality, innovative 

outputs, and have built up an excellent reputation with strategic partners and the wider 

creative community alike.  

Blunt & Brave (BB) is a multi-disciplinary, Warwickshire based, brand and content agency 

created to nurture sustainable and socially-conscious brands with ‘bold aspirations and a big 

thirst to grow.’ 

 

The two organisations were introduced and partnered for the tech challenge through the 

Creative Futures Incubator which also linked the programme with the University of Warwick. 

 

 

   

 



4 
Evaluation report by ER Arts CIC July 2021 

EVALUATION DESIGN 

The project design was aligned to the five strategic priorities in Warwickshire District 

Council’s creative framework; place making, pathfinding, voice, innovation and engagement. 

The evaluation has been designed to show the impact the festival had against these priorities 

and the report is structured around them.   

Baseline data was collected from participating artists and small businesses, as well as during 

the festival’s live phase and once the festival had finished. All feedback was collected digitally. 

The evaluation team met (digitally) with the Creative Leamington project lead on a regular 

basis to gain insight into the ongoing development of the programme. Other key 

stakeholders were invited to give feedback in the post festival period. Audience feedback was 

gathered through an online survey. 

 The festival website metrics data was collated by Blunt & Brave and social media metrics 

were collated by ER Arts.   
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SUMMARY OF KEY FINDINGS 

 The project faced numerous challenges and changes due to the pandemic however it 

was successfully delivered and partially met, met and exceeded its aims and targets  

 LYT increased opportunities for career development and income generation for young 

& emerging creatives not only to showcase work but to make new meaningful peer 

connections  

 70+ people took part in the creation and delivery of the festival and its content  

 There was considerable appetite from within the local creative community for this 

type of programme and was also well supported by the independent business sector 

in the town 

 New partnerships across the cultural & commercial sector were forged through the 

festival artist and business pairing and between CL & B&B. Existing strategic 

partnerships were strengthened between CL, Warwickshire District Council, and the 

Creative Futures Incubator 

 The ‘QR’ code window shopping element demonstrated an innovative approach to 

the ‘tech challenge’ concept by using QR codes and social media together to cross 

promote both businesses & artists simultaneously   

 The local creative network was strengthened by new connections made through the 

LYT artist cohort  

 Awareness of artists and businesses involved was successfully raised, all experienced 

an increase in social media following 

 The festival instilled an increased sense of pride in the local area both from 

participant and audience perspective. Significant attributes cited were broadly 

creativity, uniqueness, resilience and sense of community  

 More than twice as many artist applications were received than there were spaces. 

This is a considerable increase from the previous pilot and demonstrates CL’s growing 

reputation and connection with the local creative community. 

 The festival significantly increased the creative and cultural offer in the town centre 

for duration of the project; the feasibility of running similar events is now much better 

understood by the project team both at local level and in other areas 

 Future initiatives have been welcomed by all key stakeholders who gave feedback   
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FINDINGS  

The range of business’s involved in the festival were broad ranging and included food and 

drink makers and providers including coffee shops, bakery’s, cafes & restaurants, fashions, 

home & design stores, health and beauty, eco stores, a board games café, and two tattoo 

parlours.    

 

Artists were asked to give biographical information as part of the application process. 

Predominantly applicants for the LYT Festival were women (31) aged 26 and over.  Applicants 

were predominantly from CV32 (9), CV34 (7) & CV31 (7) postcodes. Artists who were in the 

significant minority were male / LGBTQ+ / 16-25 year olds (see appendix).  

The successful artist applicants (20) represented a wide range of disciplines which broadly 

were clothing design and tailoring, enamel & glass work, illustration, print, painting, 

photography, video, jewellery, & homeware design.   

More than twice as many artists’ applications there received than there were places; 47 

applications received with 20 places available. This was a significant increase from the 

number of applications received for the previous LYT artist market in December 2020 (work 

displayed in an empty retail unit).   

 

 

 

  

‘I used sell my own work in a former life so it means a lot 

to me to help other creative people. As an added bonus it 

helps promote the business.’ SPA TOWN COFFEE  
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STRAND: Place Making 

AIM: Enhance the cultural offer of the high street   

 

This aim was met through the following outcomes: 

Twenty artists showcased their work in windows of independent businesses around the town 

centre. There were additional installation pieces from artists working in sound, video, music, 

and visual arts as well as and four live painting locations. In total there were 70+ people 

involved in the delivery of festival.  

 93% of surveyed audiences said they felt the festival had a positive impact on the 

overall look and feel of the High Street. 

Feedback gathered from businesses, audiences and other key stakeholders strongly 

suggested that the festival inspired curiosity and engagement with the town centre at a time 

when it was sorely needed.  

A major function of the festival was to help to re-activate the town centre through the value 

added by enhancing the visitor experience after the prolonged and repeated closures and 

restrictions imposed by the lockdowns. Anecdotal reporting from businesses suggests that 

the festival and the artwork encouraged people to their shop windows, inspired their 

curiosity, provoked conversation and questions from both regular and new customers.   

 

‘Helps the town centre look alive! Gives another reason to 

visit shops’ 

‘Added a new dynamic and energy to the high street’ 

‘Makes me proud to live here’ 

‘The creative and colourful shop fronts gave the streets a 

uniquely local, festival vibe’ 

‘Makes the town unique, shows community spirit amongst shops 

and screams ‘we are creative!’ Lovely’ 

‘Renewed energy in the tired high street’   

AUDIENCE FEEDBACK 
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STRAND: Pathfinding 

AIM: Support emerging local creative talent   

 

This aim was met through the though the following outcomes: 

The selection process for applications was undertaken by 7 panellists including CL who were 

carefully chosen for their experience, expertise and insight. The artists chosen to be part of 

the festival was done with careful consideration to reflect a broad range of disciplines and 

experiences of newly emerging as well as more established creatives.  

LYT Festival provided successful applicant artists with the following: 

 A professional photoshoot, images were featured in the interactive digital map 

alongside the shop that is hosting artists work.  

 A bespoke webpage was created showcasing artists and their work on the LYT Festival 

website.  

 Artwork was displayed in shop windows in Leamington Spa's town centre.  

 Promotion of work via LYT & business social media  

Artist’s personal hopes and expectations for the festival were broadly exposure/awareness 

raising of their brand, extending their professional creative circle, and increasing the 

potential for future collaborations & sales of work.   

 33% of artists who gave feedback reported that exhibiting at an arts festival was new to 

them.  

 38% of artists who gave feedback reported making sales over the festival period.  

 100% of artists who gave feedback said they would like to be involved in similar 

projects in the future. 

 The festival website saw good traffic with 1000+ people visiting over 3500+ times with 

23% of users returning to the site after their first visit.  

 29% of artists involved not having heard of CL before applying to the festival 

programme.  

Overall artists who gave feedback were extremely positive about their participation in the 

festival from both a personal and professional perspectives.  
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“It is so rewarding to see other young artists and their work. 

To learn from each other and to learn more about areas around 

where my business is based.” ARTIST 

 

 

 

This aim was met through the following outcomes:  

STRAND: Voice 

AIM: Raise the profile of local creatives and 

#creativeleamington   

 

 

‘I have always lived in or around Leamington Spa so the 

opportunity to showcase my creative work in the town I have 

grown up in would be an amazing opportunity. I am also very 

keen to connect with other creatives working locally as I would 

love to collaborate with someone on a future project.’ ARTIST 
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STRAND: Voice 

AIM: Raise the profile of local creatives and 

#creativeleamington   

 

This aim was met through the following outcomes:  

Artist social media metrics were measured in the pre and post festival period.  

 All artists had an increase in social media following  

The reach of individual artists was diverse with total followers ranged from less than 100 to 

over 10K. There was an average increase of 132 followers on Instagram. This ranged from 1% 

- 37% which equates to an average of a 9% increase in followers across the cohort. 

LYT ‘brand’ was distinctly recognisable from its parent organisation gaining 800 followers 

over the festival period. Blunt & Brave the festival tech partner created excellent visuals and 

feel for the LYT brand identity. The quality of the festival website, documentation, 

promotional imagery & online content was consistently of very high standard.  

However, Creative Leamington as an arts organisation did not see as big of an increase. This 

can be seen as a positive reflection of the strength of the festival brand independent of CL. 

Following on from this project CL has gained recognition from other organisations who have 

been in contact for consultancy work on how to engage and work with young people 

following the festival.  

The local creative network was strengthened by connections made through the project. 

Creative Leamington also raised awareness of their organisation within the creative 

community and to external organisations.   

 

 

 

 

 

‘I thought it was a great platform for show case my 

work, get involved with other local artists and meet 

local businesses’ ARTIST 
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STRAND: Innovation 

AIM: Connect businesses, artists and audiences through 

digital technology in new ways  

 

This aim was met through the following outcomes:  

Creative Leamington’s ongoing engagement with the local creative community identified two 

of the main challenges for young & emerging artists are visibility and affordability. QR codes 

provided LYT with an efficient and effective use of space to profile a larger cohort of artists. 

This methodology was developed from a previous pilot. The QR codes enabled artist’s full 

collections & contact details to be accessed digitally though audience’s personal mobile 

devices which saved not only space but resources, cost and time. QR tech was a more 

dominant aspect of the festival due to the ongoing Covid restrictions. However this served to 

fast track understanding of the potential of the medium for CL and delivery partners.  

Local business social media following ranged from 500 to over 14K followers. This was 

measured the week prior to the festival to the week after it had finished which was an 

average of 163 new followers per business.   

 There was an average increase of 7% across business’ social media following  

 There were 863 engagements with the festival QR codes.  

 75 people downloaded 123 voucher codes that gave discounts in the participating 

businesses. 

Targeted cross promotion of artists and businesses on social media instigated by CL and 

promoted through LYT exposed each to the others following. This model worked well with CL 

‘holding the circle’ so although they were not publicly visible they provided the framework 

that held the festival together.   

 

Art is the core of our lives and our business. We think it’s 

brilliant it’s being celebrated in such a unique way!         

FRESHLY GROUND INK 
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‘As a local authority, we are keen to encourage more creative 

interventions across the town that celebrate the people and 

creativity in the area…We are also interested in supporting 

cross-sector collaborations – and this project brought together 

the arts and retail in a really interesting way. JOHNATHON 

BRANSON WDC 

‘I thought it was a great platform for show case my work, get 

involved with other local artists and meet local businesses! 

ARTIST  

Artists want and need to be seen, using QR code tech maximises 

spaces.’ MARTINA, CREATIVE LEAMINGTON 

‘It was brilliant!’ AUDIENCE 
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STRAND: Engagement 

AIM: Bring new cultural experiences to a wider audience   

 

This aim was met through the following activities: 

Audience feedback indicated a very positive response to the festival and its activities.  

 86% of audiences who gave feedback via the online survey said there should be more 

things like this happening here and in the surrounding area 

 Festival online content attracted local, national and international audiences (see 

appendix)  

 

‘The magic moment was seeing the shop windows being painted 

and people stopping and asking questions. On the open day it 

felt LYT was connected with the local population in a genuine 

way, there was real interest and enthusiasm for the festival” 

MARTINA, CREATIVE LEAMINGTON 

 

As part of the festival CL partnered with Royal Leamington Spa College and Climate Reality 

Warwick to produce a large installation on the themes of sustainability and activism using an 

empty retail unit. This hosted digital artwork; created in collaboration with the AR tech 

company RivR, music playlists accessed via QR codes, visual arts installations and four live 

painting events. This element of the festival gained attention and accolade for its innovate 

approach to the promotion of and collaboration with a wide range of partners and creatives 

as well as the intrigue and buzz it created during the installation as well as over the festival 

period.    

 

 

 

 

‘I'd like to see the shopping centre give over space for 

local art on a permanent basis’ AUDIENCE 

‘Lovely to see local and independent art we wouldn’t 

normally see’ AUDIENCE  
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TARGET STATUS FURTHER INFORMATON 

Engage, mentor and match at 
least 20 young makers with city 
center businesses to provide shop 
front exhibitions for the project 

Exceeded 20 artists were recruited and 
mentored with  

Support at least 20 local 
independent retail businesses in 
the town center to increase their 
footfall over the period of the 
project, measured by local 
business feedback and digital 
interaction 

Partially achieved  21 businesses took part in 
the project  
Inconclusive data on physical 
footfall  
Digital footfall increased for 
all businesses 

Increase the number of sales 
made by the participating 
businesses made through 
retrieving promotions via our 
digital platform 

Achieved  75 people downloaded 123 
voucher codes that gave 
discounts in the participating 
businesses. 

Increase the number of sales 
made by the young artists via 
marketing campaign 

Partially achieved  Incomplete data, 8 of the 20 
artists reported on post 
project activity. Of those 8,   
3 reported a sale or sales of 
their work.  

Increase the social media activity 
and following  of the businesses 
involved in the project 

Achieved All business had increased 
social media activity and 
following  

Increase the social media activity 
and following of the young artists 
involved in the project  

Achieved All business had increased 
social media activity and 
following 

At least 80% of participants 
(shops and creatives) say they 
would  take part again 

Achieved  100% of participants who 
gave feedback said they 
would like to take part again 

100% of young creatives feel they 
have been able to positively 
showcase and develop their art 
form 

Achieved  All artists who gave feedback 
expressed that they would 
like to be part of future 
projects 

 

‘We are already thinking about how we can replicate this 

methodology for the upcoming Commonwealth Games Cultural 

Programme in the District.’ JOHNATHON BRANSON, WDC    
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We are delighted with the quality, impact and reach of LYT, 

and hope that it inspires others to think of creative and 

innovative interventions in the area. JOHNATHON, WDC 
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SUCCESSES 

 

ARTISTS BUSINESSES CREATIVE LEAMINGTON 

The festival brought local 

creatives together as a 

collective which was highly 

valued amongst the cohort  

Artwork encouraged people 

to the business’ and was an 

effective talking point with 

customers  

More than twice as many 

artists applied than there 

were places available  

LYT enhanced artist’s visual 

branding & visibility across 

social platforms. All artists 

increased their social media 

following over the festival  

LYT enhanced artist’s visual 

branding & visibility across 

social platforms. All 

business increased their 

social media following 

Further opportunities to 

engage young creatives 

throughout the year have 

been identified following the 

festival   

For newly emerging artists 

the festival was particularly 

beneficial as it acted as a 

springboard 

Overall look & feel of the 

high street was elevated, 

sparking curiosity in 

audiences to engage with 

the businesses hosting the 

artwork 

Creative Leamington 

received a lot of interest 

from other organisations 

about how to engage young 

people.    

All artists who gave post 

festival feedback said they 

would like to be part of 

future projects 

All business’ who gave post 

festival feedback said they 

would like to be part of 

future projects 

The quality of the festival 

website, documentation, 

promotional imagery & 

online content was 

consistently of very high 

standard. 
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CHALLENGES 

 

ARTISTS BUSINESSES CREATIVE LEAMINGTON 

Some of the artists reported 

spelling errors of their name 

or brand the on LYT 

Instagram promotional 

posts 

Many of the businesses 

were shut due to the 

pandemic in the run up to 

the festival     

Communication with the 

businesses could not be 

done face-to-face so slowed 

the relationship building 

process significantly    

Only partial data was 

received on sales of art 

work so it is unknown how 

many artists sold work and 

how many sales were made  

Discount offers (to be 

redeemed through the QR 

codes) from businesses 

varied considerably  

CL had to take on an 

assistant producer to 

support the delivery of the 

festival to maintain LYT staff 

capacity levels  

Meet ups with the artist 

cohort were severely 

limited due to ongoing 

lockdown restrictions  

Weather conditions in May 

were much wetter and 

colder than average for the 

time of year affecting 

footfall on the high street 

Planning was a huge 

challenge as the festival had 

to be postponed initially due 

to the second national 

lockdown 

Feedback was not obtained 

from all artists involved  

The general public still 

appeared cautious about 

going to the high street post 

lockdown 

Ongoing Covid restrictions 

meant that the festival went 

ahead without many of the 

planned public facing 

elements   
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LEGACY  

It is a longer term aim that participation in LYT will lead to further creative opportunities for 

artists involved. This was limited to a degree due to the majority of the LYT group meetings 

being digital due to the pandemic. However, there is a planned in person post-festival get 

together with all of the artist involved once restrictions allow. 

CL are looking at other models of delivery to increase revenue to increase the organisations 

sustainability. One of which is increasing the consultancy work as over the festival period 

contacted by other organisations wanting advice on how to engage young people.  

Currently in development is an awards scheme for local creatives which would take place in 

January ahead of the LYT festival in May (prizes awarded would be opportunities rather than 

monetary).  It is an aim for CL to be able to wave the exhibiting fee for artists so it is 

accessible for those on lower incomes.  

CL are devising a collaborative approach to the potential of LYT festival running in new areas. 

This would involve partnering with other organisations with. CL as the programme leader 

who would support local organisations to deliver the ‘LYT’ model locally; highlighting the 

ongoing drive and commitment to build and strengthen strategic relationships demonstrates 

the ethos of CL as both successful collaborator and instigator.  

Future initiatives will have more lead in time budgeted for to increase capacity of staff.    

A wide range of ideas and suggestions were put forward by artists, audiences and businesses 

which has given CL a broader understanding of the local appetite for future cultural initiatives  

 

  

 

I can't wait to see what you do next, especially post 

pandemic. I'll definitely be watching out for future 

events/talks etc. wherever I can. ARTIST 

Fantastic opportunity and creative concept that should be an 

annual event. THE MUSE COFFEE HOUSE 

Collaborative murals, head to head art battles would be fun, 

seasonal themed workshops or markets. AUDIENCE 
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CONCLUSION 

The volume of applications from artists to be part of the LYT festival were significantly higher 

than the previous Christmas 2020 event demonstrating the ground swell of awareness and 

desirability to be part of CL led programmes.  

CL is more diverse than was represented by the public facing elements and monitored 

elements of the festival. LYT and CL has at its core a strong female leadership team, as well as 

being an ethnically diverse organisation. Further work around how CL can engage and reflect 

the cultural and ethnic diversity of Leamington is ongoing.  

The LYT model has demonstrated a range of benefits to the artists, business owners and 

wider audiences; going beyond monetary sales it has yielded positive relationship building, 

promotion and cross sector collaboration, civic pride in and enhanced engagement with the 

local area.  

The experience & exposure of participating artists and businesses was considered to be of 

high value to all involved. All artists and business who gave feedback expressed that would 

like to be involved in similar future initiatives, and recognised the value and the opportunity 

to be on the digital and physical platform that the festival created.  

The LYT brand was launched successfully, it is recognisable and has gained a good following.   

The project has demonstrated value in nurturing this model and the audiences to engage in 

art, culture and independent business within Leamington through digital technology.  

Strong partnership working between multiple agencies gave the LYT solid foundations, and 

was driven by the determination and dynamism of CL to deliver a programme that by its very 

nature and definition was a ‘technical challenge’ under highly unusual, limiting and ever-

changing circumstances of the pandemic. Despite these barriers the programme model 

demonstrated the vast and largely untapped potential of elevating both the independent 

business sector and local artists.  

QR code tech reduces barriers for artists around space and affordability for artists and vastly 

increases capacity for consumption by live and digital audiences. Overall the LYT model has 

demonstrated itself to be a fruitful experiment worthy of further exploration.  
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RECOMMENDATIONS 

 Explore different methods of measuring footfall which could include anecdotal 

feedback from parking attendants, asking businesses not directly involved in the 

festival but based in the same area, and footfall counting on the high street.  

 Engage volunteers through existing networks (such as the University) to do key tasks 

such as footfall surveys. This would increase the capacity and provide opportunities 

for young people to become involved and invested in the local creative scene.  

 Follow up with artists and businesses in 6 months to establish whether the project 

lead to further creative opportunities for individuals or as collaborations.   

 Although the artist application process was fully inclusive the number of LGBTQIA+ 

ethnically diverse artist applicants was in the significant minority, consider targets 

promotion to these groups to enhance visibility / representation within future events. 

 Collect biographical information from all participants (not just artist applicants) 

including project staff, students and business owners to increase data validity.   

 Investigate having the artwork able to be purchased in the shops. 

 Look at larger commercial business to promote future events e.g. car dealership. New 

cars come wrapped in plastic and can be used as the canvas for live drawing activity  

 Consider capping the number of artists who had already exhibited as part of the 2021 

festival to ensure the continual expansion of the LYT artist pool. 

 Engage 2021 cohort as LYT alumni role to support/buddy future artists.  

 Consider including costs for creating a short film of future events. This could be used 

as promotional tool, for evaluation purposes and would provide more opportunities 

to employ and engage local creatives.  

 Explore the possibility of a multi-year service level agreement with the local authority, 

this would be able to be used as match funding from other sources and increase the 

festivals long term sustainability.   

 Look at the corporate social responsibility (CSR) model as a way to engage larger 

businesses such as major local employers who could provide volunteers, sponsorship 

or other in-kind support. This could potentially offset costs such as the artist fees or 

cover the cost of bursary grants for artists on low incomes.  

 


