


Context

* The global COVID-19 pandemic has had a profound impact on almost every sector in the UK economy including the arts,
culture, entertainment, textiles and fashion. Social distancing rules, restrictions and lockdowns over the last 18 months have

been unprecedented and have had significant implications for the planning and delivery of public-facing events and festivals
like WOVEN in Kirklees.

The introduction of the first lockdown in March 2020 caused significant disruption to the planning and preparations for
WOVEN 2021, particularly affecting the relationships that festival organisers were developing with community groups, local

businesses, artists, freelancers, schools, colleges and training providers. The team had to plan for a myriad of eventualities as
the government guidance and legal restrictions changed regularly throughout 2020 and 2021, with no guarantee that the
public-facing elements of the festival programme would be permitted.

Working closely with Kirklees Council and the Safety Advisory Group to ensure the safety of the public, the WOVEN festival
was launched in June 2021 with a programme of virtual and physical events across Kirklees. It was one of the first festivals to
be held in the UK following the easing of government restrictions.
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WOVEN 2021 Programme

A 4-week programme of 97 events & activities across Kirklees, showcasing and
celebrating the region’s enduring, rich and diverse textiles sector:

88 physical events across Kirklees
9 virtual events
35 WOVEN commissions

Digital content including instructional videos, tutorials and teaching resources
Dedicated website and active social media

Multi-platform marketing, comms and PR campaign T
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‘ Key Themes & Highlights

Exploring Creativity across Kirklees

This strand included unique textile artist commissions in Dewsbury, family focussed fun with a window trail through
Huddersfield, and celebrations of our Growing Colour Together project that encourages growing, foraging and using
household waste to make and create natural dyes.

Audiences could listento INTER W O V E N, a unique soundscape of Kirklees” mill heritage and present —a mixture
of machinery, work, storytelling, brass music and boliyan — and see the installation in Huddersfield city centre.

Visitors could also jump on a train to see the Big Rainbow Knit installations at Huddersfield and Batley train stations,
together with community-led yarn bombing across Kirklees.

WOVEN Together: Families and Young People

Working in partnership with Our Biennale — Children’s Festival, Children’s Art School, WOVEN welcomed families to
have lots of fun together, explore the thriving textile industry on their doorstep and get creative with yarn. There were
a series of live and online demonstrations, as well as the culmination of various projects that took place in schools
during 2020 and 2021.

WOVAT, -
There were also drop-in activities taking place around the Piazza Shopping centre for families and children of all ages. ‘w
And an exhibition of large scale sculptures created by children and young people across Kirklees as part of Our WOVEN
Biennale and inspired by the Joanna Vasconcelos exhibition at Yorkshire Sculpture Park. w
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Key Themes & Highlights

Celebrating Participation
The final weekend of the festival was a celebration of two long term projects, The Big Rainbow
Knit and Growing Colour Together.

The Big Rainbow Knit

On St George’s Square in Huddersfield there was a weekend of knitting themed fun. Browsing
yarn stalls & displays, watching scaled-up craft demonstrations, and soaking up the atmosphere
with roaming theatrics and buskers.

Growing Colour Together

At Ravensknowle Park you could find out more about how to make natural dyes from suitable

plants and materials and how the dyes can be used in textile artworks and fashion. The \W
ambition for this project is to build a network of ‘colour gardens’ across Kirklees. WOVEN




Employment & Commissioning

As festival organisers, HATCH were responsible for a significant financial spend on
goods and services provided by artists, textiles practitioners, event freelancers, private
businesses and other organisations, many of whom were local to Kirklees.

Creating opportunities to work on the festival has also helped to build capacity and
resilience within the local textiles sector, which is explored later in this report.

42 individual artists & freelancers were commissioned
Of whom 23 were based in Kirklees (55%)
Local artists & freelancers were paid a total of £64,300 (an average of £2,795 each)

A further 6 local companies were contracted to deliver £15,600 worth of services
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Media coverage

Dewsbary Reporter @

Creative Kirklees / News / Mon 07 Jun 2021
View Profile | Close Profile
Woven in Kirklees has Launched

Artist creates eco-themed display in
Dewsbury town centre

An artist has created a textile artwork on behalf of Dewsbury Creative
Town and WOVEN In Kirklees,
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WOVEN in Kirklees Festival 2021 - Innovation in
Textiles with the Unlimited Space Agency

e
Huddersfield Railway Station's pillars to be brightened up
by yarn bombing

~Q00 me

e T ———

A CELEBRATION OF
INNOVATION INTEXTILE

f— ]

Former Great British Sewing Bee star officially
unveils yarn bombing of Huddersfield Train
stchon (8 Voulube . F . station for WOVEN in Kirklees

= 4june 2021 & Huddersfield Times x

KLTV recently visited Greenhead Park where the WOVEN in Kirklees Festival held a series of - Stuart Hillard,
talks around Innovation In Textiles. hosted by lohn Spooner from the Unlimited Space Agency _m the star of
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* Media coverage was secured across a range
of digital and print media including:

* The Yorkshire Post

* Huddersfield Examiner

* KirkleesLocalTV.com

* CreativeKirklees.com

* KirkleesTogether.co.uk

* ExaminerlLive.co.uk

* HuddersfieldTimes.co.uk

* DewsburyReporter.co.uk
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WOVEN Volunteers

Despite fewer opportunities to get involved, volunteers continued to play an important role in
supporting the festival, relieving pressure on the festival organisers & project managers.

They played an important public engagement role, encouraging members of the public to get
involved in activities, and feedback suggests their presence enhanced the overall experience of

audience members.

* 115 people signed up to become volunteers, of which 39 actively supported the project (plus
many more who participated in the Big Knit)

Most volunteers were female and over the age of 30
An estimated 1,094 volunteer hours were recorded - approximately 45 days!

Roles included resource packing, stewarding, evaluation, proof reading, general admin, data
gathering.
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Festival aims

Raising awareness & pride in textiles heritage

Raising awareness of the textiles sector as a modern-day industry
Improving perceptions of Kirklees

Strengthening Kirklees' economy

Increasing resilience within the textiles sector

Enhancing people's wellbeing following lockdown
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Festival aims

The evaluation of WOVEN is designed to explore to what extent the festival is
achieving its ambitions, shown opposite. These ambitions have shaped the
approach to the evaluation and informed consultations with stakeholders,
partners, audience members and the delivery team.

The ambitions have been derived from Kirklees Council’s cultural ambitions for
the region, prioritising textiles and using the festival as a way to celebrate:

The community, culture and creativity of the district

The story of place and how textiles shapes the world around us

The industry and innovation taking us forward and out into the world
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Evaluation Methodology

The methodology for the evaluation of WOVEN in Kirklees consisted of audience
surveys, stakeholder consultation and analysis of performance data.

The survey sample was smaller than 2019 and therefore greater emphasis has been
placed on the qualitative research with stakeholders.

* In-festival audience data capture

* Post-festival audience survey (n=52)

* Stakeholder evaluation interviews & debrief meetings (n=28)
* Online stakeholder survey (n=6)

* Analysis of internal debriefs with WOVEN project managers

* Analysis of digital engagement data COVAT,
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Participation
e 32,747 physical audience members
* 1,077 children & young people participated
e 1,013 adults participated

* 432 online participants

* 9,193 audience members of WOVEN commissions (
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Digital Engagement

Digital engagement refers to web & social media activity. Digital participation (on the previous page) refers to online workshops & events.

>\

4,619 visitors and 6,190 640 subscribers to the 1,177 Likes (+163% since 1,707 followers (+183% 1,328 followers (+135% 989 members of the Big
visits to the website WOVEN newsletter 2019) since 2019) since 2019) Rainbow Knitters
during the festival period Facebook group (est. Nov
2020)
n Facebook ﬂ Twitter ﬂ Instagram ﬂ Agg. Total ﬂ
This table provides a comparison of social London Craft Week 7,100 8,306 64,200 73,606
media influence across similar events and Shetland Wool Week (V|‘rtual events only) 19,315 4,167 38,800 62,282
festivals within the UK Hebden Bridge Arts Festival 4,815 6,860 1,980 13,655
) Textile Forum - Fashion Fabric Show 2,300 4,609 2,722 9,631
It should be noted that all events except Holmfirth Arts Festival 2016 3,962 1,188 7,166
WOVEN are held annually, and all were Bakewell Wool Gathering 2,618 150 1,537 4,305 QOVAT,
established in 2016 or earlier. Woven in Kirklees 1,177 1,328 1,707 4,212 Y7 %
Big Textiles Show (postponed) 1,009 184 317 1,510 WO V E N
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Visitor profile

Based on the data captured through the in- Age Band (n=102)
festival audience survey, 68% were aged
between 45 and 74.

12% were under 44, compared to 23% in
20109.

81% of respondents said they were Kirklees
residents.

Of the visitors to the region, 69% said they 7%

had been to Kirklees before, and 31% said it sisa K
was their first time. 16-24  25-34 35-44 4554 55.64 6574 75+
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‘ Most attendees were local, but visitors came from South, East and
West Yorkshire, Cheshire and even the Lake District.
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Sources of awareness

Where did you hear about WOVEN 20217 (n=110)

Someone told me in person 28%

Word of mouth continues to be the most common
way that people find out about WOVEN.

Just passing

WOVEN Facebook . . . .
This year a high proportion of audience members

were drawn in to events and activities as they were
(Ontine) Newspaper I} passing by, reflecting the volume of programme
taking place in public spaces.

Kirklees Council social media

Big Knit Facebook group
Social media appears to be playing a supporting

WOVEN website . . . .
role in attracting audiences to the festival.

WOVEN Instagram

Someone told me online é\xﬂ“""' Ty

WOVEN
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Level of agreement with statements (n=47)

Quality & Enjoyment «

Like 2019, the vast majority of audience members said
they had enjoyed their experience.

Despite the restricted programme of physical events &
activities, the festival continued to provide audiences
with fresh perspectives on what the local area has to
offer, fostering connections and successfully sharing
stories of Kirklees and its people.

“It has been wonderful to see colour splashed across
Huddersfield - such a tonic after this year. It's great to
see a celebration of the history and still the current
industry that’s thriving. Looking forward to seeing
more in the future.”

- Audience member -

90%

80% 19% - 80%

75% = 75%
70%
0, 0,
60% 32% R o
50%
40%
72%

30%
20% “Ek 38% 43%
10%

0%

"WOVEN was an "WOVEN "WOVEN made "WOVEN showed
enjoyable provided me me feel more me that there is
experience”  with a different connected to the more to Kirklees
experience of stories of than | expected”
the area” Kirklees and its
people”

W Strongly Agree M Slightly Agree  =2019 Benchmark
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Q: On a scale of 0-10, how likely is it that you 579

would recommend WOVEN to a friend or

N colleague?
et Promoter score

Net Promoter Score for WOVEN 2021 = +52
(Net Promoter Score for 2019 was +49)
The Net Promoter Score is an index ranging from -100 to 100 13%
that measures willingness to recommend an organisation or 11% 11%
event to others. It is used as a proxy for gauging overall 1%
satisfaction and loyalty to a brand. 2% 2% 2% 2%

m % m % 1 = I I
WOVEN audience members are asked how likely they are to a4 o~ 0 = wm ol~N oTla

recommend the festival on a scale of 0-10 where 0 is not at
all likely and 10 is extremely likely:

* Promoters (9 - 10) = 65%
* Passives (7-8)=22%
e Detractors (0-6)=13%

The Net Promoter Score is calculated by taking the % of
promoters and subtracting the % of detractors. A score of
+50 is considered to be outstanding.

Va
wo r;n

\*/'—\

0 - Very unlikely to recommend W

10 - Extremely likely to recommend
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Audience highlights

As part of the post-event survey, audiences were invited to share
their personal festival highlights. These were then categorized into
different themes, events and activities.

The Big Rainbow Knit yarn bombing installation at St George’s
Square was the most popular single event, particularly as many
respondents had also been involved in creating the materials.
Growing Colour Together activities at Tolson and Ravensknowle,
and Andrew Warburton’s Sculpting a Continent installation were
also popular.

For others, the highlight of the festival was the opportunity to meet

and connect with people again following the pandemic.

L2 WORKEE.
INFVOLVED QU A RE CF%E'ATNE
TUFHNG - D = ACTIVITIES - 3

GROWING COLOUR TOGETHER
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In-festival Covid Response

79% of audience members agreed or strongly agreed that the festival had
effective Covid measures in place (15% had no opinion).

Anecdotal feedback suggests that audience members were aware of the
precautions taken by festival organisers, which made them feel safe and gave
them confidence to participate.

Some said they had only attended outdoor or online events due to concerns
around Covid.

The only recommendation for improving Covid safety was to require all stall
holders to accept card payments (although some partners later reported
difficulties in taking card payments due to internet connectivity).

o
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| Suggested improvements

* 36% of respondents to the audience survey made suggestions for
improvement.

* The majority of these were around more visible marketing and
publicity across communities, and recognising that some residents
do not have access to internet or social media.

* Some talked about the need to link up more closely with community
organisations, schools, colleges and local industry.

* A couple of respondents had found the website difficult to navigate
due in part to the scale and variety of the programme.
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What impact has the
festival made on




Local Pride

* 71% of local audiences said that attending the festival had made them feel more proud to live in
Kirklees (-6% from 2019).

. 66%)said that attending had made them feel more proud of Kirklees’ textiles heritage (+4% from
2019).

Why are you more/less proud?

“Because there are people that care about the place and work hard to put events on like this”
“So much community involvement, creative energy and activity, something for all ages”
“Everyone getting together in Covid times”

“Anything that makes us smile is good. and makes us appreciate what talented people there are in

Kirklees” P ovar, N
o210

“Because every area has its industry and | am proud that textiles are part of our heritage and have v NN
WOVEN

made some kind of impact all around the wor(p .”
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| Sparking conversations & actions

Attending WOVEN has started
conversations amongst friends and family,
shared skills and knowledge around textiles
manufacturing and history, and encouraged
people to get involved in community
groups.

1in 5 said they had, or were planning to,
explore jobs or careers in the textiles
sector, despite the comparatively low
proportion of young people who took part.

Q: As a result of attending WOVEN, have you done
—or do you intend to do - any of the following

things? (n=47)

Talked to friends or family about the
festival

Learnt new textiles skills

Taken part in a textiles activity or
join(ed) local group
Learnt more about Kirklees’s textiles
heritage
Learnt more about textiles

manufacturing and production

Explored jobs or careers in the
textiles sector

Set up my own community textiles

group or project

H Done M Intend to

0% 20% 40% 60% 80%

4

26% 43%

6% 17%

5% 15%

I . :
o

N

X

100% &‘;G‘Mhu

+

WOVEN
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Understanding The Local Textiles Sector

Local textiles businesses had limited involvement
in this year’s festival as many within the sector
focused their attention on dealing with the twin
pressures of Covid-19 and Brexit. Input from
schools, colleges and training providers was also
limited as they adapted to lockdown restrictions
by delivering home learning for students.

Compared to 2019, therefore, the festival
programme contained less content linked to the
strengths and opportunities of the local textiles
sector, and potential progression routes via
education providers.

Attitudinal statements (n=43)

= 64%

30%
28%

Attending WOVEN Attending WOVEN Attending WOVEN  Attending WOVEN
has shown me that has shown me that has shown me that has shown me that
there is potential for ~ thereis more  there is potential for the textiles sector is
career progression potential to work, employment within a relevant, modern-
within the textiles study or live in the textiles sector day industry
sector Kirklees than | +‘;O"~H Tto

previously thought \m
WOVEN

<

B Strongly agree M Slightly agree  =—2019 Benchmark




Ethical choices

WOVEN 2021 aimed to shine a light on the environmental
impact of textiles manufacturing, exploring how local
organisations and businesses are taking steps to address
these issues, including supporting consumers to make
more ethical choices in relation to textiles purchasing and
recycling.

The audience survey suggests that the festival has been
successful in raising awareness of these issues and
encouraging people to think more carefully about their
purchasing behaviour.

51% agreed or strongly agreed that attending WOVEN had given
them a better understanding of environmental and ethical issues
in the textiles and fashion industry.

Q: Since attending WOVEN, are you any
more or less likely to... (n=43)

Buy from local, smaller or
independent retailers

Choose products that are
longer-lasting

Re-use or repair clothing that
you would have thrown away
previously

Take into account whether a
product has been ethically 47%
sourced and manufactured

=

'_‘___.--'"_—_"‘--._ s
B More likely B No change M Less likely /‘%ﬁffﬁ_f;’g;\_‘
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Visitor experience

As shown in the evaluation of the WOVEN in 2019, the festival has the Q: As a visitor to the area, how satisfied were
potential to provide a boost to local tourism by bringing visitors in to you with the following? (n=8)

the area. Advertising limitations (explored later in this report) and

Covid-related travel restrictions, however, appear to have had a signposting  EVLY 33% 50%

significant impact on the number of visitors from outside Kirklees.

Only 8 respondents said they did not live in Kirklees, so the findings Wayfinding / City Centre = e

presented here are based on a small sample size.
Overall Value for Money 20% 20%

71% said their visit to Kirklees had been ‘mainly’ to attend the festival,
and all of them were day visitors. 14% said they had only attended Public Transport 100%
online events.

Places to Eat and Drink 20%

The audience survey explored levels of satisfaction with aspects of the
tourist economy in Kirklees — separate to their experience of WOVEN —

. . . . Visitor Welcome 17% 50% 33%
but contributing to their overall experience of the area.

Highest levels of satisfaction were with the Value for Money and 0% 20% 40% 60% 80% 100%

Places to Eat and Drink. The lowest were for Public Transport and B Very satisfied

SIgnpOStmg. :Lﬂ:x:iigj;sef?ed nor dissatisfied \wqﬁ
43% said that attending the festival had them more likely to return to W Fairly dissatisfied / N\
Kirklees in the future. The remaining respondents said it had not WOVEN
affected their likelihood to return. A

™,

28
AR U 2 9N 2 U 2 OOYr 2/ O YT A




Economic impact

Visitor spend was severely affected by lockdown, as many shops, bars,
restaurants and other tourist attractions were closed to the public
during the festival or operated under restrictions.

e £243.00 total spend

Food & drink * £9.35 avg spend per person

e £160.00 total spend

Textiles prOdUCts e £6.15 avg spend per person

Total spend £552 00
* £92.00 total spend

e Based on feedback from 26 audience members Shopping « £3.54 avg spend per person
e Most significant spend categories were food & drink (44% of

total spend) and textiles products (29%). Transport & « £47.10 total spend
travel e £1.81 avg spend per person

Other

. e £0 total spend
attractions .

Average

Spend £21.23 Per person SYel=laleflal-Maalela[<lA « £10.00 total spend
e Compared to £39.58 per person in 2019 (pre-COVID) for children * £0.38 avg spend per person WOVAT,
-

\/\t}"’
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Audience Feedback Summary

WOVEN took on extra significance this year due to COVID. Feedback suggests that audiences have
overwhelmingly enjoyed the experience of being involved and particularly reconnecting with others.

WOVEN has been successful in showing audiences that:

* People and communities in Kirklees are resilient, talented and creative.
* There is a rich tradition of creativity and textiles in the region.

e Kirklees’ textiles heritage is known throughout the world and the industry
continues to play an important role today.

It has also encouraged them to:

e Connect / reconnect with their community

* Make more informed, ethical choices when buying textiles products
e Learn new skills

e Learn more about Kirklees’ textiles heritage

e Learn more about textiles production and manufacturing




The Woven Programme

Commenting on the WOVEN festival as audience members, all the project partners and
stakeholders were full of praise for the scale and quality of the programme that was delivered
in spite of the difficult circumstances that affected its development.

Indeed, many saw it as a tonic to the negative, polarising and isolating effects of lockdown, and
a symbol of hope and positivity.

The blend of physical and digital events and activities added an extra depth and allowed — at
least in theory — a much wider variety of people to engage.

Several partners commented on the sense of community and collaboration between the
various people and organisations involved in making it happen.

For some it also opened up opportunities to learn more about the region and what it has to

offer.
é‘;ﬂ VAT,
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‘ The Woven Programme

“For audiences, if people were sat at home and all they had was a laptop or a phone or something, you can still
see things going and it promotes that community engagement. So | think if there was a possibility of doing a
mixture of the two for the next one, that would be brilliant because it means that people further afield can get
involved.

“ enjoyed it, it was something different. The whole feel of the festival was very upbeat and all the activities
seemed to slot together really nicely, it wasn’t a competitive edge but sometimes at other festivals it can feel
like that, but it was nice to see everyone working and gelling together. It really did gel as an event.”
“Each part of the Woven festival had that richness and that quality.”

“You know what didn't realise was how good the jewellery market was up at Dewsbury — | bought masses of
fruit and vegetable very, very cheaply and also a friend of mine bought a massive aluminium rice cooking pot.
But it was huge, but you know it just be at a market and Dewsbury town has a lot more going for it than you
give it credit for.

‘;G“A?‘;ﬂ
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To be able to bridge that gap they have done such a wonderful job.”

“What a fantastic job everyone has done. They’ve created a community —
not only of textile practitioners but also members of the public of Kirklees.
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Enhancing wellbeing

According to most partners and stakeholders, Q: What do you hope audiences got out of their WOVEN experience?

projects were most likely to make the biggest

contribution to Aims 1 and 6 — raising awareness * “l hope that they got kind of renewed confidence in their sewing.”

& pride in textiles heritage, and enhancing

people’s wellbeing after lockdown. *  “I hope that it helped to ease them out of lockdown and ease them

There were a variety of ways in which into a gentle socialisation, cause for some people it's quite daunting

stakeholders felt the festival had supported getting back out there again.”

people’s wellbeing, such as teaching them new

skills, instilling pride in their local area and «  “I hope that they would get a certain sense of pride in that they

helping them reconnect to others in society. were part of something bigger. That's one of the great things about
quiltmaking - you can do a little bit, but you can be part of a much
bigger whole.”

Va
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“From the weekend at Tolson, | had
people send me videos of me teaching

them how to do plant hammering and
then doing it themselves at home with the

kits. There was no other motivation for
them to do it other than it was something
enjoyable for them to do, and | think that
in itself was such positive feedback to see

other people going about doing it.”



Diversity

Reflecting on some of the recommendations from 2019, stakeholders acknowledged that
there had been progress in terms of the diversity of the festival programme; INTERWOVEN
being a good example.

Project managers reported making attempts to engage with a broader and more
representative range of groups during the project development phase in the lead up to 2021,
but having such a limited community presence due to Covid made this difficult.

There was a feeling that more could be done to engage under-represented groups —in
particular men, BAME individuals and younger people — by identifying opportunities that
would appeal to them and conducting targeted promotional work. The timing of this work —
during the school holidays for example — is critical.

It was also suggested that diversifying the festival delivery team and its network partners
would naturally attract and engage these groups. /13‘@5‘;&
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Diversity

“Prior to the pandemic when we were looking at formulating a plan, we were looking to identify communities that we
could involve that were more diverse. We were then hammered by the fact that we had to go online, because certainly
locally I think the way to have done that would have been to have gone through the neighbourhood networks and a
worked very much through agencies and community and schools is a way of reaching a more diverse participants
ethnically and we approached like the men shed for example in that period in terms of looking at maybe involving
them, but that just all shut down when it came to 2021.”

“Age group thing is quite important...often textiles and quiltmaking in particular are considered to be an older
pastime. And | never want textiles to be seen that way, so there were younger generations being involved as well and
there were a few groups we couldn't quite incorporate because the time scales didn't work for them, and because
grandparents were looking after their Grandchildren in the holidays. And we needed work from them before the
holidays and they wanted to use the holiday they wanted to use it as a holiday activity with grandkids. So that's
something we maybe need to bear in mind in the future, because had we got it together in time for it to be an activity,

say over the Easter holidays, then grandparents who were babysitting might have been able to get involved.”
*o‘hu r,o
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Education & Careers

The closure of schools, colleges and HE institutions during
the lead-up to the festival made it extremely difficult to fully
deliver the formal education strand of the WOVEN
programme, which had been designed to engage young
people through teacher CPD, artist/practitioner workshops,
tours and other creative activities.

Following on from 2019 a successful bid of £150,000 to Paul
Hamlyn Foundation from WOVEN and Kirklees Learning
Network to deliver CPD (Continuing Personal Development)
in local Primary Schools was delayed to September 2021.

However, some primary schools were still able to deliver
textiles-related activities in school by accessing WOVEN

resources, allowing pupils to try weaving, felting and sewing.

At least one school also arranged a trip to see the Yarn
Bombing at Batley Railway Station (as part of the Big
Rainbow Knit). Based on the three responses to our teacher
survey, at least 210 children took part in these activities.

*Two out of three teachers said the
activity was better than expected...
“I was impressed by how interested

the children were in the industrial
heritage and excited by being
involved in the project at Batley
Station.”

All three strongly agreed that
pupils had enjoyed taking part,
learnt new skills, and become more
creative. They also felt that the
project had given pupils a sense of
pride in being part of a wider
community project.

The quality of teaching resources
was rated 4.7 out of 5. Even more
resources would have been

appreciated, so that each child
could have their own set of
materials.

The opportunity to be involved
with WOVEN has encouraged
teachers to explore other textiles-
related resources, recommend
similar activities to colleagues, and
to take part in similar activities
themselves away from school.

They all agreed that taking part had
increased their skills and

confidence in using textiles in the
classroom, their knowledge of the

'A—A-A—A-A—A‘

WOVEN festival, and their \‘:‘,z-"“_““*\ap

WOVEN

Further feedback is shown opposite.

understanding of Kirklees’ textiles
heritage more widely.
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Education & Careers

Other programme elements with a focus on engaging young people and raising awareness and understanding of
careers in textiles included:

Space Shed at Greenhead Park, Huddersfield — a series of talks and demonstrations about innovation in textiles
for the benefit of our planet, and how Kirklees is at the forefront of research and development.

Virtual Work Experience - students from KS3 and KS4 in Kirklees took part in a virtual work experience
programme which included an online Q&A event around natural dyeing with an expert panel,

The Charity Shop Challenge - a sustainable fashion project which engaged a group of Year 10 Textiles students
from Holmfirth High School, culminating in an exhibition at Holmfirth Indoor Market. By taking part in Charity
Shop Challenge, the students have learned about the damaging impacts on people and the planet, caused by
th%globallsupply chain of clothing. They also developed practical and creative hand skills for garment repair
and upcycling.

“Had COVID not been a factor we would have got through to a few more
schools and that would have been nice to have had a broader reach.” VA
Q-‘ln Ty
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Industry

One of the main ambitions for WOVEN 2021 was to
secure greater representation from local industry to
add another dimension to the festival programme.
Again, Covid stopped any progress in this area as
most businesses were focused on surviving the
economic crash caused by lockdown.

Stakeholders were again keen to see this ambition
realised for 2023. Several commented on the number
of local people with close connections to the textiles
industry, which they saw as another ‘pull’ factor.

As businesses emerge from the economic crisis the
team are now starting to re-engage partners and to
explore new projects, taking into account that many
businesses have been forced to make significant
changes to their structure and staffing.

”Practically everybody who came along and talked to us, if
they hadn't been in the textile industry, then one of their
relatives had it. You know, it's the connections.”

“I think I'd like to see more local industries represented...
there's a lot of local industry within the textiles, far more
than any people realise. Maybe you could do tours around
their factories... | did a Camira one possibly two years ago,
they were part of they were part of Woven two years ago
and they opened up the factory. That was incredible for me
as a textile person who thought | knew quite a bit about
textiles, but to see their facility was incredible.”

“We’ve got an amazing Calderdale carpets in in Dewsbury,
and their looms are just unbelievable...l'd love to see that
kind of thing”

“There's changing of staffing happening within the Textile
Centre of Excellence, so we're meeting up to reengage with
them and so that all looks really, really positive.”
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i Marketing & PR

e The marketing for WOVEN was significantly affected by the uncertainty surrounding the physical programme of events
during the lead-up to the festival, and the attendance restrictions that were put in place to keep audience members safe.

» Most project managers, artists and textiles practitioners involved in delivering events/activities felt that numbers were
manageable given the wider situation, and reflected a more general cautiousness to re-engage in public events/spaces
following lockdown. That said, some felt that more could have been done to promote hyper-local events to residents living in
the immediate neighbourhood.

* Those involved in the Big Rainbow Knit were delighted to have secured coverage in the local press and on TV, however they
felt that this would have had a greater effect if it had been secured when the yarn bombing had first taken place, rather than
at the end of the installation period.

* Whilst it was recognised that, as principal funders, the role of Kirklees Council should be celebrated within the promotional
activity, there was some frustration that all marketing and PR outputs required vetting by the council’s internal marketing
team, a process which appears to have caused delays and prevented them from capitalising on related news stories.

WOVAT,
WOVEN

N <

TExT\M™

41
AR U 2 9N 2 U 2 OOYr 2/ O YT A




Marketing & PR

“The only thing | think could be looked at is where it’s marketed, how it’s marketed. There were
times when things were advertised really well on WOVEN, on their website and social media, but
when we were at the park in Tolson there were people who lived nearby who didn’t know what was
going on, so | wonder if there could be some improved communication in that way”

“It could be 2 weeks by the time you get press release back and it's like, well, that’s not relevant
anymore. You know that whole news story has now disappeared and we've only just got sign off... So
yeah, | think that that that that there could be a lot more done by the Council to support a Council
initiative festival in terms of marketing.

“It was hard to get in touch with people because of Covid and there was an awful lot of people who
didn’t realise what was going on. Advertising, | don’t know if there’s ever enough advertising in
Huddersfield, and the local paper’s never get involved, which is how most people find out.”
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Covid-19

The major challenge for the team at HATCH was Covid-19, which affected

almost the entire planning period and was described like “a bomb going
off”.

With the announcement of the first lockdown in March 2020 the team
invested time and resources in creating a digital infrastructure so that
planning meetings and workshops could continue. Whilst this helped to
continue dialogue with existing partners, the restrictions prevented the
team from developing new professional relationships and diversifying their
network of contacts.

Project development was also significantly affected by a lack of certainty
around the level of funding available and internal staff changes — again
caused by the pandemic.

As the festival approached, the team also had to factor in time and
resources to address Covid-related safety measures required for public
events.

However, there was pride in the volume and quality of programme, and a
sense that the festival carried more social significance at a time when
many people were suffering from poor mental health. Other positive
outcomes included:

The team’s response to the crisis has consolidated a more collaborative

approach.

The blend of online and physical events has produced arguably a richer

and more diverse programme.

More outdoor events has raised the festival’s profile in the community.

Attendance restrictions have, in some ways, actually improved the
experience for individual audience members, giving them time and space

to talk to artists and practitioners.

The relationship between Hatch and Kirklees Council has been further

strengthened - the council were described as supportive and
understanding.
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‘ Adapting to Covid-19

* HATCH on COVID-19:

* “It was massive in terms of staffing, to be honest, and it's really, really hard to to go down the route of
researching strands of work and then that researcher effectively pulling out and having to find somebody else to
take on that body of work. So that was a huge impact on everybody’s time and capacity because you were just
constantly firefighting.”

* “I think we probably would have gone down the route of doing an exhibition which would have been in a gallery
space or in an indoor space, whereas Covid was pushing us outside and so we were a lot more visible for
audiences and raised people’s curiosity.”

* “The biggest thing for me is that we would have done a lot more open planning, a lot more targeted and
planning with key groups if it had not been for COVID restrictions.”

* “I think there was a genuine desire from people to want to work more collaboratively [since Covid].”

‘.‘Ov‘lr;ﬂ
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Adapting to Covid-19

Stakeholders on COVID-19 and HATCH’s response:

“We were just about to get started and COVID happened and then we were all kind of racing around like idiots
on zoom and just trying to feel our way. It really knocked things a lot 'cause we had big plans and they had to
be kind of manoeuvred really. Had it not been for COVID | think things would have progressed in a slightly
different way, but that's you know, that's kind of how the cookie crumbles, isn't it?”

“It was a very well ran event. In terms of balancing that idea of keeping people safe with still having that

community feel which was lovely, and | think being outside helped. In terms of the setup and the way that
activities were located | think that really worked because how people naturally came round.”

“Obviously COVID and the impact of COVID. | think COVID made us think about new ways of working as well,
and what was possible.”

“It was a difficult task with all the restrictions but it felt really safe but everyone was there commented that
they felt safe and the event was organised, so that was commendable from the team to do it.”
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Working with Hatch

Project management was deemed as excellent on

the whole. Some partners reported a lull in

communication in the lead-up to the festival but

’E:his_\évas attributed to staff changes resulting from
ovid.

Partners were satisfied with the regularity and
format of planning meetings which facilitated a
collaborative approach.

Whilst HATCH set clear parameters for the
commissioned roljects, artists and textiles
practitioners all felt they had enough control of the
creative development process. They were
particularly grateful for the administrative support
provided by the team in relation to meeting
deadlines and navigating Covid regulations.

Respondents also praised the level of support they
received during the live activities either from team
members or WOVEN volunteers.

“I'm not great on admin and so really was grateful for
their support on that.”

“There was enough scope for me to have my own say
in what | wanted to do rather than just being dictated
to about what they wanted and there was no wiggle
room, so it was very much my idea as well as going
with the flow of the festival and what they were
trying to get across.”

“I’'ve been at other festivals where you’re left to fend
for yourself so it was nice that they came on the day
to come and check because that’s sometimes when it
gﬁes out the window because they’re busy with other
things.”

WOVEN
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‘ Case study: INTERWOVEN

“When there was a barrier or a challenge we just thought OK, so that's the situation,
how can we adapt and work in this environment? And that was really good because
there's three of us supporting one another. | think if it was just one artist it might have

been different.”

“Once you've got that relationship you can push each other a little bit more and not be
hesitant to ask or bounce out an idea. Or say no, maybe not like this, let's try and do it
this way.”

“I think that's the beauty of it being something that's able to be shared in lots of

different ways and different venues, the amount of energy and input that's gone into it,
you know there's that legacy where it can get uploaded online, but then there’s different

places and times throughout the year it can be used.” o
- INTERWOVEN Artistic Team Members - WOVEN
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Case study: INTERWOVEN

INTERWOVE N was a unique soundscape of the Kirklees area, both its mill heritage and its present —a mixture of
machinery, work, storytelling, brass music and boliyan. This visual and sound installation was displayed in a shop window on
Huddersfield’s High Street over six days, from Sat 12th to Thurs 17th June. It was also available in digital format on YouTube.
The soundscape was developed through a collaboration between artists Hardeep Sahota, Mandeep Samra and Boff Whalley,
drawing from the collected stories and images of local people with a connection to the Kirklees weaving mills.

This was the second collaboration between the artists following on from 2019’s Woven into Song, which gave them an
invaluable understanding of each other’s roles and enabled them to work together effectively despite the restrictions of
lockdown. It also gave them the confidence to be able to push each other creatively, contributing to artistic quality.

Whilst the team found the community research and resource-gathering phase to be a challenge (mainly due to language
barriers and Covid), they were proud of the final piece and its portrayal of Kirklees’ diverse cultural heritage.

“I think the finished piece is a really powerful way of, in quite a short space of time, really showing the impact of the textile
industry is in Kirklees and acknowledging those Asian communities and the contributions that they've made to Britain.”
Working on the project has helped the team to develop a wide range of skills and knowledge in areas like community
engagement, oral history, photography and projection; further cemented their professional relationships; and inspired them to
explore other untold stories about migrant communities and Kirklees’ industrial heritage.
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“A lot of the work | do is around bhangra and to
have this focus on boliyan, which is a really
strong female narrative of storytelling, has

really helped me understand that need for that

voice to be heard. It's something that | learned
from and continue to develop within my
practise and look at different viewpoints.

This project definitely gave me that insight into
those untold unheard stories, you know my
Mum'’s generation, how hard they worked and
just the kind of things they had to deal with. |
think that's such a powerful thing to explore.”

INTERWOVEN Artistic Team Member




Volunteer reflections

Volunteers reported that they felt supported and
valued throughout the process. Although they felt
connected and part of the team, communication was
identified as an area in need of improvement,
particularly when it came to selecting shifts.
Reported outcomes on volunteers:

* Feeling inspired by the work of other artists and
volunteers;

Improved self-esteem;

Increased social capital;

Development of textiles skills & crafts;
Feeling “reconnected” following lockdown;

Greater awareness and understanding of the local
textiles sector — particularly its reputation as a
leader in manufacturing and innovation.

“I was definitely learning things...I didn’t realise the mills in
Slaithwaite were still working and still so prominent — they’re
still working across Europe and the world.”

“I've been inspired by people, hearing about the weaving
that people have been doing, and someone mentioned about
the Sewing Bee so | went and watched that again. And I've
just been inspired by the quality of work.”

“I don’t think communication was always as clear as it should
have been. | would ask to do certain events and not get a
response, but equally | knew there’d be hundreds of us
emailing about this and that, so it must have been difficult.”

“It was just really nice to meet people. And the fact that you
were making as well as talking, because you can make stuff
on your own at home, but it was really nice to be working
and talking and getting to know people, reconnecting.”

- Volunteers -
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Volunteering with woven

WOVEN volunteers were managed by a volunteer co-ordinator who worked across projects to allocate resources effectively. The team
are exploring a number of strategies to enhance the volunteer programme for 2023, such as:

* Developing a structured programme of volunteer training and activities with clear outcomes linked to the Woven programme;
*  Exploring ways to maximise the volunteer resource across Kirklees by working closely with other orgs and projects;

* Targeting under-represented groups (men, BAME) by promoting specific themes & opportunities, e.g. using textiles industrial heritage
to appeal to men;

*  Capturing volunteer skills and interests to ensure opportunities can be allocated effectively;

* Creating a standardised volunteer request form for all project manager to complete;

* Planning (more) events for volunteers to learn about the festival, what they can bring to the table and what difference this will make;
* Identifying ways to make volunteers feel valued and part of the family — e.g. giving them exclusive access to certain areas or backstage

access during the festival.
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Volunteering with woven

Volunteers themselves had some recommendations for the programme:

Ensure people understand the importance of the role and exactly what is required. This could be in
the form of a volunteer charter.

Keep volunteers engaged throughout the year as much as possible, for example by setting up a
regular meeting to talk about the development of the festival and upcoming volunteer
opportunities (separate from planning or project meetings)

Ensure volunteer opportunities are appropriate for individuals’ age, ability and location, and, where
possible, match opportunities with volunteer interests & skills.

“You want to make people part of the family, which | know has been hard with Covid.
If they feel part of the family then they might feel like they don’t want to let other T
people down.” 310,

(W@WN
¢ -WOVEN Volunteer - ' '



Case study: The Big
Rainbow Knit

* The Big Rainbow Knit was the largest community project of the WOVEN 2021 programme. It
brought together knitters from across Kirklees and beyond, as well as reaching out to ex-Kirklees
residents across the seas, as far away as New Zealand! They all had the common goal of creating
yarn bomb installations across Kirklees including, most notably, St. Georges Square in Huddersfield
Town Centre.

The project spawned a network of knitters made up of already-established textiles/craft groups,
textiles artists/practitioners, schools, care homes and local residents, as well as individuals who
had never knitted a stitch but wanted to be part of something bigger than themselves.

* The Big Rainbow Knit continued to grow in strength and numbers during the Covid 19 pandemic.
At a time when people were isolated in their homes, the Big Rainbow Knit provided an TNoVAT,

o
opportunity to be part of something bigger, part of something positive. v X
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Case study: The Big
‘ Rainbow Knit

* In a time of isolation it felt good to be part of a community’

* With lockdown in full force, the Big Rainbow Knitters Facebook group became a vital mechanism in
maintaining and growing the network, facilitating regular dialogue between members and keeping them up
to date with key developments related to the project and the wider festival. By the end of the festival period,
almost a thousand people were members!

* Since the festival, 147 blankets and packs of squares produced by Big Rainbow Knitters have been donated
to a wide range of local charitable organisations including Kirklees Dementia Hub, Quilts for Care Leavers
and Forget Me Not children’s hospice.

* Through the Primary Arts Network, the project is also gifting packs of squares for use by schools across
Kirklees, further strengthening the project’s legacy and profile to the next generation of textiles artists.

WOVAT,




Case study: The Big Rainbow Knitters

Feedback from participants (summarised below) shows how the project has brought people together, forged friendships, and brought
hope and positivity to people during a difficult period of national lockdown. Furthermore it has helped people learn new skills, generate

or rekindle a passion for crafts/textiles, and instilled a deep sense of pride.

Further information about the Big Rainbow Knit project can be found here: https://woveninkirklees.co.uk/case-study/big-rainbow-knit/

How did you feel seeing your work being displayed as
f the festival? (n=4
part of the festival? (n=45) How (if at all) has taking part in the project benefited you
personally? (n=35)

31%
36%
o 26%

22%
I .0 2 2 .

Made me feel part Learnt or Provided focus or Gave me a Started or
of a community developed skills a distraction purpose renewed passion
(combatted (particularly for knitting
isolation during during lockdown)
lockdown, sense
of connectedness)

Sense of Generally Delighted by Felt admiration
togetherness positive installation for others
(part of (excited, (fellow knitters,
something, thrilled, great) artists, festival
made new curators,
friends, sense technicians)

of community) r Y
t WOVEN
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’ Does working on
Woven bring any
| benefits?
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Getting involved

Motivations for getting involved in WOVEN were varied
and depended on the interests and priorities of the
groups represented. However, the main response
categories were:

PERSONAL CONNECTION - nearly all of the stakeholders
we spoke to had a personal connection with and/or
passion for the local textiles sector and its heritage.

INCLUSION — the opportunity to be part of a wider
cultural event.

COMMUNITY DEVELOPMENT — to celebrate and further
develop community projects across Kirklees.

PRIDE & CELEBRATION - to help celebrate and promote
textiles/crafts & the textiles industry in the region.

The factors which facilitated these partnerships included:

The success of the 2019 festival - demonstrated the region’s
strength in depth and the commercial opportunities of being
involved

Local Authority connections, partnerships and agendas

WOVEN reaching out and building relationships with businesses
and artists

The WOVEN Open Planning Meetings and Steering Group —
bringing partners on board in a meaningful and collaborative
way

“I've always wanted to be part of WOVEN as well, so
this is a great way of becoming involved.”

WOVEN
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COMMERCIAL - to complement the work being - Textiles Practitioner -

delivered by the organisation and/or to raise their
profile.




Resilience

One significant finding from the evaluation is that WOVEN

appears to have helped many SMEs and freelancers .
* “It gave me a focus when my normal work or

through the pandemic. There were multiple reasons for workshops could not go ahead, it gave me a reason
this, notably: to refocus and build on a smaller project and has
«  Providing a source of income at a time when many were  /1€/péd me develop in an area | am passionate in,

e . _ _ which is true community engagement.”
struggling financially. This was particularly relevant to Y o ,
e s . . .  “Well, | got paid! I've also got the potential of some
individual artists, textiles practitioners and freelancers extra work from it, but for me the main benefit is

who were involved in co-ordinating the project. that I'm doing something locally and meeting
Providing a focus during lockdown, distracting people people locally, which | wouldn't normally do in my

work.”
from what was going on in the world. s . :
I : . * “I'm going to start doing workshops soon for my
Facilitating virtual opportunities to network and develop business, and that’s come about through the

relationships with like-minded people and organisations festival because I got asked to do workshops for
despite the extensive restrictions in place. people

Building skills and confidence, developing a sense of * - WOVEN Stakeholders - ,/iﬁm“\
community within the textiles sector, and giving 4
emerging artists & practitioners valuable experience. WOVE N)
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“If you’re a local artist you should
most definitely get involved with
WOVEN. I’'ve mentioned it to a few
artists | know that have just
graduated so they’re obviously very
new and I've said, look when it next
happens, have a look at WOVEN
and get in touch with them because
I think it’s a brilliant springboard
for helping with confidence or skills
or just meeting people in the
industry”

- Textiles Practitioner -



Capacity building

Whilst each partner had quite a different experience of being involved in the project, everyone
agreed that it had been beneficial. These benefits can be categorised as such:

Visibility — WOVEN provided a platform that enabled textiles practitioners, artists and small
businesses to raise their profile.

Reach — almost all partners agreed that WOVEN had enabled them to reach new audiences
Reach — almost all partners agreed that WOVEN had enabled them to reach new audiences

Confidence — to develop their practice and/or grow their business on the back of positive
audience feedback and with encouragement from other partners and practitioners.

New ways of working — introducing new ideas and working methods to help their business
WOVEN

IN KIRKLEES
M

TExT\M




Other benefits

The opportunity to be involved in the festival has
provided some much-needed respite on a
personal level, and many individuals talked about

the positive effect it has had on their mental
health.

The ‘new normal’ has been a catalyst for partners
to enhance their digital skills, with much of the
planning, promotion and delivery of Woven 2021
taking place online. Partners have reported
developing skills in video conferencing, digital
marketing, social media and ticketing.

Working with such a wide range of people and
organisations has also had a positive effect on
partners’ abilities to work as part of a wider
consortium, and expanded and strengthened
professional networks.

“I'm not going to lose sight of the fact that I've actually learned
some really good skills as part of this, one of them is what we're
doing now [a Zoom meeting], but also in terms of creating videos

and vlogs and all that sort of thing, it's been great and | think that
can only enhance and add to what the festival can go on to do and
just make it an incredibly multi layered experience for people.”

* “Before | started all this with WOVEN | was suffering with
anxiety quite badly and | wasn’t leaving the house or anything,
so it’s only since getting involved with this have | been able to
go out and push my boundaries further. To do public speaking
and going to events with confidence and speaking to people
who are like-minded, for me it’s been huge.”

*  “I've met new people who are part of the textiles community
because | was quite isolated before, I'd finished uni and
everyone I'd met had moved away and | was still living here, so |
met other people who are natural dyers within the community.”

* - WOVEN Stakeholders - -
AL
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Case Study: Thread
Republic

* Since meeting through WOVEN, four local textiles practitioners have
come together to create Thread Republic, a Community Interest
Company designed to engage citizens across Kirklees with garment
mending, customising and upcycling, focusing on creativity,
sustainability and wellbeing through textiles.

» Affiliates of Mend Assembly, the team are working towards their own
permanent building, but in the meantime will deliver workshops
across Kirklees communities to build their network and impact.

* Further information about Thread Republic can be found here:
https://www.facebook.com/ThreadRepublicCIC

“Having these opportunities through WOVEN, and realising through the
festival that there is an importance placed on textiles throughout our region
opened us up to discussing the possibilities of working together to create
change.”

- Thread Republic Founder Member -
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Case Study: WOVEN in Practice

WOVEN in Practice was a conference event hosted by the Centre for
Cultural Ecologies in Art, Design & Architecture and the Technical
Textiles Research Centre in the School of Art, Design & Architecture at
the University of Huddersfield.

Inviting delegates from a range of sectors and backgrounds, the event
explored a range of practice-orientated contributions in fashion and
textiles and provided an opportunity for practitioners to share their
work with others and to engage in conversations about the values of
textiles and making.

73% of delegates said it had been very beneficial to them
professionally, with learning outcomes in a wide range of areas — see
opposite — particularly in the field of environmental issues connected
to textiles manufacturing.

The event also appears to have been effective in raising awareness of
the WOVEN festival and securing advocacy amongst delegates — 95%
said they were more likely to attend the festival since attending the
conference, and 96% said they would talk positively about the festival
to friends and family.

Interest in the local and independent textiles sector also increased:
64% said they were more likely to get involved in a community project
and 68% said they were more likely to support a local textiles artist,
organisation or manufacturer.

Further information about WOVEN in Practice can be found here:
https://woveninkirklees.co.uk/woven-in-practice-conference/

What did you learn from attending the event?

Environmental issues surrounding

0,
textiles manufacturing ZRES

The aims and objectives of the WOVEN

)
festival e

Collaboration & partnership working 59%

Textiles production 41%

How the WOVEN festival is delivered 48%

Kirklees’ textiles heritage 29%

Jobs & careers in the textiles industry 18% 59%

Effective COVID response & measures 19% 57%

Long-term plans for the festival 29% 43%

0% 20% 40% 60% 80% 100%
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Case study:
Andrew Warburton

“It's something I've always wanted to do. I've never managed to get into the public art realm so this was a
really really good start for me.”

“I've always struggled for years to be confident to do my own thing — why would people want to see it? And
this project actually brought in a lot of ideas that I've always wanted to explore.”

“HATCH were really encouraging, really, really helpful. | didn't know how to do Eventbrite tickets but she sat
down with me and we did those, so I've learned that. | learned so many things.”

“Nat was really, really encouraging me to push the sculpture forwards — she suggested | make Yorkshire
Sculpture Park aware that I'm a person doing sculptures in textiles and very local as well. So just the
encouragement | got from that was amazing. It’s something that’s stuck with me.”
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Case study:
Andrew Warburton

Andrew Warburton has been designing and making hand tufted rugs for domestic, commercial and commissioned floor or wall artwork for
over 30 years. He lives in Dewsbury and has a rug making company in Mirfield called Area Rugs. For WOVEN 2021 he worked on a joint textile
commission with BEAM and Woven in Kirklees for Creative Town Dewsbury in Market Place, Dewsbury, called ‘Sculpting a Continent’.

Drawing attention to the increase of colossal icebergs, some the size of New York breaking off from Antarctica in ‘calving events’ as a result of
climate change, the installation aimed to raise awareness about climate change and inspire people to make changes to lessen our impact on
the environment.

Alongside the installation there was an exhibition space and workshop area set up so that the general public could have an opportunity to have
a go at hand tufting and contribute to a community created hand tufted textile.

“People came past and wondered if it was a trampoline! | explained it was all about Antarctica, and | had some really nice conversations with
people where | explained the thickness of the ice in some places was like the distance from Dewsbury to Wakefield. So they were realising these
facts that | had written down and was spouting off about.”

His planning and research for the project enabled Andrew to develop his understanding of climate change and its effect on places like
Antarctica. Not only did this shape the exhibition, it also allowed him to talk to audience members with confidence about our impact on the
natural environment.

Despite a well-established career in textiles, the project has allowed Andrew to develop as an artist and has built confidence in his ability to
produce work of public interest. Being part of the WOVEN programme has also given him a platform to show the diversity of his portfolio,
enhancing his reputation in the local area.

WOVEN




“A lot of people who know me in
Dewsbury had no idea what | did. | think
locally it's been a great thing and even
people | have known for quite some time
who are quite high up in Kirklees
Council, I don't think they realised the
kind of scope and the depth that | could
do.”

- Andrew Warburton -
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Stakeholder Feedback Summary

Despite the challenges faced by everyone involved in the project, the evaluation has found
that WOVEN 2021 has been enormously beneficial to partners and stakeholders. Some key
points from their feedback are summarised below.

¢ COVID-19 had a profound impact on the festival and has hindered the natural development and diversification of the
festival programme. However, in adapting to COVID-19, the team have created a strong digital infrastructure which has
facilitated ongoing communications, creativity, and the development of professional relationships.

e Indeed, the festival programme has inspired stakeholders and given them renewed belief in the power of textiles,
creativity and collaboration in Kirklees.

* The blend of physical and digital events/activities has been popular with both audiences and stakeholders, and many
would like to see this approach embedded in future projects.

* The collaborative approach facilitated by WOVEN has enabled partners to develop professional relationships which have in
turn led to new partnerships and work opportunities. It has provided much-needed financial support to many local textiles
artists at a time when other work had dried up.

¢ WOVEN has benefited local artists and textiles practitioners in various ways — it has given them a platform to share their

work, enabled them to reach new audiences, inspired them to try new techniques or ways of working, and given them

renewed confidence to build their business in Kirklees.
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Learning & Recommendations

Whilst WOVEN 2021 was an anomaly year due to COVID-19, the evaluation still raised some points of learning and recommendations
that should be considered for the next festival in 2023.

Continue to use Open Planning sessions to
engage and understand the needs of
different groups — using this information to
develop strategies to engage under-
represented groups and secure greater
industry involvement.

Secure greater industry involvement by
devising and implementing strategies to
engage with local business — for example,
exploring how the festival could be
positioned in a way that appeals to their
commercial interests (e.g. sponsorship) and
including information/case studies about
industry on the WOVEN website.

Working groups have been vital in
maintaining contact between partners and
overcoming challenges linked to lockdown

- holding them virtually appears to have
been successful in sustaining levels of
engagement.

With regard to the education & careers
strand - continue to build relationships
with partners in the area (LEP, schools,
colleges, Evoke) and collaborate with them
to develop projects that align with their
strategic priorities and appeal to their

pupils.

A combination of virtual and physical
meetings are preferable and should help
to sustain the momentum of projects — the
blend of Zoom and physical meetings was
seen as the best of both worlds.

Explore ways to collaborate more
effectively with Kirklees Council and how
to make systems and processes more
efficient — enabling Hatch to make use of
the Council’s expertise and resources, and
removing barriers to marketing and PR.
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Learning & Recommendations

Continue to celebrate the diversity of the
region - by seeking to engage with
community groups and individuals

representing HTR groups in the development
stage.

Consider how to raise awareness of
community-based events/activities in
specific neighbourhoods - marketing was
again raised as an area for improvement,
particularly for hyper-local events where
residents appeared to lack information.

Explore how outputs can be stored and
celebrated as part of legacy planning - at the
time of consultation, several of the artists
said they were unsure what would happen to
the artwork they had created for the festival,
indicating a preference for it to be on public
display in an exhibition space.

Artists and practitioners should be
acknowledged in all aspects of the marketing
and communications - “it’s important that
we’re acknowledged as part of the team” said
one artist.

The blend of physical and digital events has
the potential to maximise reach and provide
arich and diverse experience for audiences —

stakeholders felt it was important to retain

the mixture of digital and physical events as a

way to reach more audiences from further
afield.

Increase and enhance the volunteer
programme — recruiting a more
representative cohort, sharing volunteers
with other organisations, capitalising on
volunteer skills and interests, providing more
social/exclusive opportunities for volunteers,
and creating a standardised volunteer request
form for project managers, have all been
identified as ways to improve this important
strand of the programme.
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