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The learning gained through the unique approach to delivery of the Creative People and Places Programme is vast and ever shifting.
 
Our successful application to Arts Council England for the continued funding for Right Up Our Street - through to a 4th phase - has allowed us to
continue to apply learning acquired over a 10-year period as this town has become a city.
 
We have placed a strong set of values at the heart of what we do. Ensuring that everything is considered, relevant and welcoming to all - but
ultimately increases a sense of local pride and celebrates who we are as a community. “We Rise” by Greenaway and Greenaway allowed us to do just
that, involving hundreds of community members in the process. The audience evaluation of the work was hugely positive, reflecting these values and
our collective sense of ambition.
 
It’s important to say that we can only create work in this way because community voice informs all stages of the Right Up Our Street programme. The
time, honesty, and support that the wider community, Community Advisors and Festival Steering Group give continues to lift us as a team and reaffirm
the plans we have made for the programme. Artists we work with understand the importance of this, and if they are new to this approach, the
importance of the journey we take them on is often evident through their feedback.
 
We strive to be seen as a generous organisation that listens to the needs of the community, but it is worth pointing out that this cannot happen in
isolation. Our partnerships are ever growing as we reach into new communities across the borough and our growing reputation offers them a sense of
reassurance. Generosity, time, trust, and reputation are key.
 
As an action learning programme, we never stand still. The need in Doncaster is great and our knowledge and partnerships are ever growing. I’m
proud of what we achieved last year and look forward to what Year 2 brings.
 
 
 

NOTE FROM the RIGHT UP OUR STREET DIRECTOR

Sally  Lockey,
director



THE SUMMARY



PHASE 4 YEAR 1 HIGHLIGHTS

232
events

96
activities

972
hours of
delivery

19,806
digital audience

32,443
physical audience

all 21 wards
WERE REACHED THROUGH

PARTICIPATION AND
AUDIENCE MEMBERS

14,421
participants,

only 1.6%
are digital
and 98.4%
phsyical

2 0 2 2 - 2 0 2 3

93%
Are from

doncaster

11 out of 21

EVENTS/Activities were
delivered directly in

wards

67,300
RUOS ENGAGED 

68%
increase on

THEIR 40,000
TARGET FOR YR 1PEOPLE

Right Up Our Street is a community-led Creative People and Places programme funded by
Arts Council England. It works in partnership with local communities, groups and artists
to co-create an arts programme that is relevant, meaningful and delivers brilliant art. It
wants people to feel valued, inspired and culturally confident with their voice at the
centre of the programming. It intends to create pride and a strong sense of belonging for
local people and connect diverse communities. Working with its partners, it will nurture
Doncaster to be a recognised cultural hub that has a vibrant and locally relevant
offer. Right Up Our Street has had a successful year of delivery of high quality, co-curated
art, reaching people in all 21 wards of Doncaster, exceeding its target to reach 40,000
people.

V i e w  t h e  P r o j e c t  T i m e l i n e  i n  t h e  a p p e n d i x  t o  s e e  w h a t  h a p p e n e d !



KEY FINDINGS: the questions

14,818

2 0 2 2 - 2 0 2 3

1. Engagement 2. quality 3. learning 4. pride

Are more people form
places of least
engagement
experiencing and
inspired by the arts?
 
 
 
 
 

To what extent was the
aspiration for excellence
of art and excellence of
process of engaging
communities achieved?
 
 
 
 
 

What approaches were
successful and what
lessons were learned?
 
 
 
 
 

How does the Right Up
Our Street approach to
co-creating with
communities impact
residents’ sense of pride
to create hyper-local
positive change in their
area?
 
 
 
 
 

For the evaluation, we explore four research questions:



KEY FINDINGS 1. ENGAGEMENT

2 0 2 2 - 2 0 2 3

After 10 years of delivery, Right Up Our street
are engaging new audiences and reaching
those who are less likely to engage in the
arts. Its commitment and approach are
fundamental to this and the achievement is
testament to how it is getting it right.
 
They achieve this through:

Long term advocates, such as Community
Advisors, who are rooted in the
community and shape and inform
programming, representing diverse voices
Responding to needs and issues identified
in their communities which ensures
positive engagement
Providing an offer to the 21 wards
through their Local Ward Councillors to
bring culture to people’s doorsteps

 
 

Difference made:
Art is more accessible
 Confidence is boosted
People are inspired to do more
New connections have been made with
communities

 

Figure 1 – 2022/23 audience members for the five most attended projects (Moths
at Work, Scouts Olympics, Bawtry Arts Festival, Mystery Bird & DN Festival of
Light) mapped against the areas that are amongst the poorest 20% in the country



Difference made:
The art is high quality, relevant and resonates with local people
People have new and joyful experiences
Community needs and issues are responded to
More cultural opportunities are created
Ambition is raised and local talent developed
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KEY FINDINGS 2. QUALITY

2 0 2 2 - 2 0 2 3

After 10 years of delivery, Right Up Our street
are engaging new audiences and reaching
those who are less likely to engage in the arts.
Its commitment and approach are
fundamental to this and the achievement is
testament to how it is getting it right. Right
Up Our Street is curating the right type of
experiences for Doncaster residents to feel
comfortable and confident to try something
new – even more so than the team
themselves recognise! Quality is reflected
throughout Right Up Our Street’s engagement
and processes.
 
The team ensure quality by:

Sharing their cultural expertise and
knowledge with their advisors
Mixing international touring performances
and artworks with new locally rooted
commissions to elevate the ambitions and
challenge the expectations of audiences
Co-creating and co-curating programming
with communities
Offering a diverse programme



KEY FINDINGS 3. LEARNING
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Actively embedding learning is at the core of Right Up Our Street. Proactive
in their response to the recommendations made last year, the team are
continuously reviewing and asking the question: “What could be even
better?”.
 
Right Up Our Street have found that what works is:

Investing in building authentic community relationships through the
Community Advisors and developing mini and long-term artist in
residence opportunities
Supporting artists to work with a co-created and audience focussed
approach
Expanding and connecting small scale projects with large scale
programming to celebrate communities and their achievements
Reaching directly into communities with local Councillor advocacy and
support through self-elected opportunities for their wards

 
These lessons are built into the Right Up Our Street values and principles:

Generosity of leadership
Co-creation and co-curation
Raising ambition and supporting professional development
Valuing and sharing their expertise
Sweating the assets
Managing collaboration vs competition



KEY FINDINGS 4. pride
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Right Up Our Street’s approach to co-creating with communities positively
impacts residents’ sense of pride and creates positive change at a hyper-
local level.
 
The team’s way of working is authentic and powerful, leading by example
and demonstrating collaborative values which underpin everything it does.
This builds trust, respect and its (and Doncaster’s) reputation. Its generosity
of leadership style and how it works with communities puts local people at
the heart of what it does while maintaining quality and ensuring
accessibility.
 
Through this approach, Right Up Our Steet has put artistic activity at the
heart of many communities and given other community groups the
confidence, skills and support to undertake their own activities. As a result,
local communities feel important, thought about, cared for, listened to and
empowered.
 
Difference made:

Creating a sense of belonging and pride of place
Doncaster is gaining visibility and status
Trust and authentic collaboration is built
Right Up Our Street is valued and an integral part of the cultural ecology

Impact of Right Up Our Street’s approach

95%
Average rating from audience

member respondents about

feeling a pride of place

'Super
Yorkshire

innit'
- Audience member

 



CONCLUSION 

2 0 2 2 - 2 0 2 3

Conclusion
Right Up Our Street successfully deliver
high quality art that has been co-curated
with the local communities. It continues to
reach new audiences, creating exciting and
joyful experiences through a diverse and
ambitious programme. It doesn’t take the
easy route and makes sure that everything
it delivers is genuinely wanted.
 
Pride of place is felt strongly and, as
Doncaster gains reputation, local people
are coming to expect high profile art. Right
Up Our Street support this journey through
their valued approaches and core values.



THE STORY



Key programmes of work:

Borough-wide outdoor events support:
working with local communities to co-create super-local
activities and events
 
DN festival programme:
the festival will bring people together to celebrate
Doncaster’s amazing local people and projects
 
Partnership & priority community projects: 
supporting community groups and partners to run
projects, aimed at people who have been most badly
affected by the pandemic
 
Digital platforms & commission:
programming online activities and events to enable
people to take part virtually

PHASE 4 APPROACH and Context
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Key communities:

Families – families who are working-age and less well off
with limited disposable income. This includes (but is not
limited to) families who live in social housing
 
Young adults - 16-25 year olds who have experienced
disruption to their lifestyle and independence as a result
of things like the cost-of-living crisis and the Covid
pandemic
 
People experiencing social isolation – anyone of any age,
background or location who is experiencing social isolation
 
Communities that are hardest to reach – this includes
(but is not limited to) the refugee and migrant community,
individuals from the LGBTQ+ community, and people who
have access needs, specifically those who are D/deaf

Right Up Our Street has started its fourth phase with a new delivery model. Its events and activities are open to everyone and are delivered
across all 21 wards within Doncaster, focussing on four key communities.
 



FAMILIES AT BAWTRY
ARTS FESTIVAL

 
 

wayfarer people 1,2,3
online

 
 

People experiencing social
isolation at PIF PAF

cOMMUNITIES THAT ARE HARDEST
TO REACH AT THE 71ST huNAFA

sCOUTS

yOUNG ADULTS (16-25) AT WE RISE
AT THE DN FESTIVAL OF LIGHT

MYSTERY BIRD 21 wards
programme

 

PHASE 4 APPROACH AND CONTEXT

2 0 2 2 - 2 0 2 3

IN 2022

CITY 
STATUS

308,100
POPULATION SIZE

EMPLOYMENT RATE

53%

298 out of 324

Doncaster has low levels of
social mobility ranking

AND HOW ruos WORKED

21 WARDS

DONCASTER'S
HAPPINESS

RATING IS 7.37
out of 10

identify as
disabled, limited

a little

10.9%
identify as

disabled, limited
a lot

9.5%

age group is a
higher proportion
than other areas

55-64 
age group is a

lower proportion
than other areas

20-24

ethnic identity

93.1% white

2.9% asian

1.5% mixed

1.2% other

A l l  d a t a  f o r  t h i s  s e c t i o n
c o m e s  f r o m  C e n s u s  2 0 2 1
a n d  R U O S  B u s i n e s s  P l a n

D o n c a s t e r  i s  a
b o r o u g h  m a d e

u p  o f  m a n y
u n i q u e

l o c a l i t i e s  a n d
c o m m u n i t i e s ,

e a c h  w i t h  t h e i r
o w n  h i s t o r y ,

h e r i t a g e ,
s t r e n g t h s  a n d

c h a l l e n g e s



1. ENGAGEMENT
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Through delivery of high-quality programming, collaboration and targeted marketing, Right Up Our Street is successfully reaching a diverse
audience and engaging with those who are least likely to engage in the arts. To still be reaching new audiences after 10 years is a huge
achievement and should not be played down.

95%
of audiences came from groups
that are less likely to engage

in arts

64%
of audiences were new to

Right Up Our Street

26%
were a returning audience

46.5%
lived in areas that are amongst

the poorest 20% in the

country

Right Up Our Street have maintained engagement with their new delivery model which is focussed on key communities and without the
restriction of the previous five wards.
 
Within each ward there are pockets of extreme wealth and deprivation. The model provides the opportunity to broaden reach to key
communities across Doncaster which could lead to even higher levels of engagement with those less likely to engage in the arts. It has also
highlighted the differing needs within each ward and will inform future programming.
 
We see families travelling to different wards to participate and the engagement of long-term audience members, evidencing how well Right Up
Our Street’s work is known and the activities valued.
 
Making the most of its partners and long term advocates support enabled Right Up Our Street to gain a deeper reach into diverse communities,
which also gives communities a trusted channel for their voice to be heard. This has allowed Right Up Our Street to develop its understanding of
different communities and be responsive to their needs.

'We never get anything like this around here.'
- Audience member

'Right Up Our Street activity has enhanced my community
involvement but there is always more work to do.'
- Project partner

1 2

1 , 2  -  B a w t r y  A r t s  F e s t i v a l  &  P l a t i n u m  J u b i l e e  a u d i e n c e



1. ENGAGEMENT CONT.
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As well as building connections with Right Up Our Street, the programme has supported connections between communities and generations,
building an understanding of each other.
 
We see that audiences build their confidence and are inspired to do more. Whether this be engaging in new types of art or through moving
from audience member to participant, engaging in more activities, or becoming a volunteer to taking on a paid role for specific events.
Experiencing these positive feelings has a knock-on effect on well-being.
 
Young adults are a key community for Right Up Our Street and while this audience is still developing. The work on St James' Estate is part of a
longer-term plan to engage this younger audience, who are also less likely to engage in the arts. Consideration of how to record engagement
with young people, including children, will enable Right Up Our Street to show their full reach. For example, 32% of attendees through the
booking system for the DN Festival of Light were young people.

 
 
 

'I’m a white, working class male. I wouldn’t have seen half the things I have without Right Up Our Street. I had a conversation
with my military friends about ballet. All of a sudden there was a crescendo that they like the arts but don’t want to talk
about it, like a guilty secret, which is a travesty.'
- Community Advisor
 

'Children of the Night was another example of reaching new audiences and one which is a new demographic for us. By
programming an event that was for the Black community of Doncaster led by a Black producer, and appointing a Black
creative team (from film maker, photographer, DJ and event caterer) created an event that felt very special and a safe

space to reminisce, feel valued and share experiences. What we found was that the group were keen to see more
opportunities like this to celebrate their heritage within Doncaster and provide a different type of social opportunity.'

- Right Up Our Street team
 

3  -  W e l l b e i n g  s t u d y

3



2. Quality

2 0 2 2 - 2 0 2 3

Right Up Our Street is curating the right type of experiences for Doncaster residents to feel comfortable and confident to try something new
– even more so than the team themselves recognise! Quality is reflected in Right Up Our Street’s engagement and processes.

Right Up Our Street brings brilliant art activities and events to the people of Doncaster. Audiences and artists rate the quality of events highly.
Experiences are unexpected and joyful.

'They strive wherever possible to engage with hearts of the local communities and take into account what's important to them'
- Project partner

 

'We have enjoyed something unique.' - DN Festival of Light audience member
 
'I have not seen anything like this before it was beautiful to see.' - Audience member
 
'Great piece, definitely thought provoking.' - Audience member

1 , 2  -  B a w t r y  A r t s  F e s t i v a l  &  P l a t i n u m  J u b i l e e  a u d i e n c e

quality of art

With the approach of bringing fresh thinking, there have been times when the art has challenged audiences. The international artwork 1.3
Seconds pushed audiences which created a difference of opinion with some criticism being received.
 
Right Up Our Street has a wealth of knowledge and expertise. The team shares this and gently guides the exploration of programming while
empowering the community with co-creation. This approach ensures that quality is not compromised for art that has the community voice at
the heart. This makes the art relevant and it resonates with local people.



2. Quality CONT.

2 0 2 2 - 2 0 2 3

score of 5.7 out of 6 for the extent that Right Up Our Street

involves communities in its programme

The programming shows a diversity of projects and artforms, providing access to different arts. Right Up Our Street has successfully opened up
what the arts are, making them more accessible and breaking down perceived barriers.

Mystery Bird DN Festival of Light

Bawtry Arts Festival
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2. Quality CONT.
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Artform by %The highest spend is on outdoor arts as
this is a priority area for Right Up Our
Street. Outdoor art is incredibly versatile
and offers audiences free access and the
ability to walk away if the work is not for
them. It has the greatest reach and can
also be a way of platforming work from
all communities which gives a sense of
place and pride in what people can
achieve.

'With our incredibly diverse audiences, our work is increasingly being recognised for the role it plays in
social cohesion, place-making and community building'
- quote from Outdoor Arts
 



Delivery of outdoor arts has highlighted that there is a local skills gap, identifying the need to support the development of local artists.
 
Doncaster is gaining recognition and reputation as a culture rich city. People are starting to expect high quality and high profile artists and events.
Raising the ambition of local artists as well as the local people by bringing in more established and nationally recognised artists and showing them
what can be done embeds the thought that Doncaster deserves (and should demand) quality. This naturally supports pride of place.
 
 

2. Quality CONT.

2 0 2 2 - 2 0 2 3

'It reminds me that Doncaster residents are worthy of high-quality arts and professional engagement.'
 - Project partner
 



2. Quality cont.

2 0 2 2 - 2 0 2 3

Right Up Our Street’s approach is a fundamental part to their success in delivering quality through its programming and processes of
engagement and creating a desirability for culture. The team highly value the generosity they receive from others and are naturally generous
themselves. They share their expertise, learning and connections with artists and small organisations, supporting their professional development
and raising aspirations. Right Up Our Street utilise their partners and networks, actively looking for direct collaboration opportunities between
others and enabling agency and advocacy.

'They [The City of Doncaster Council's Localities team] have a lot of on-the-ground, in depth knowledge of the community
and any current concerns, events etc. Their knowledge of community info and contacts will be hugely valuable moving

forwards, particularly because they have no ulterior motive to do this, other than meeting the needs and improving the
opportunities for the communities they work with.'

- Right Up Our Street team
 
 

quality of engagement

“Being able to convert Community Advisors and Steering Group members into paid, trusted and informed members of staff
during the festival weekend made such a difference expanding the team and distributing the workload. The team worked
well together, because they have built an understanding and bond with not just the programme, but with each other and all
have a level of commitment to the arts and the community that makes working with them as a team a real joy, and a very
special element of the festival.” - Right Up Our Street team
 
 

This generates more opportunities for individuals, businesses and communities to collaborate and be part of different events that they would
not usually attend.



2. Quality cont.
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Right Up Our Street proudly enables representation, supporting communities to reconnect with their own cultural heritage to create something
new that reflects and represents who they are in Doncaster. We see this in the Scout Olympics. The Scouts were proud of their own heritage and
wanted to share this with their family and friends in Doncaster.
 
Creating entry level engagement through visible pieces such as the mural at Balby Bridge is a great way to start people on their journey. Having a
tangible piece of art that is meaningful and co-created by the local community supports the conversation and engagement.
 
Right Up Our Street’s approach to working with communities sees the team constantly find new artists to work with, 59% of artists this year
were new to Right Up Our Street. They believe in developing local talent and raising aspirations through working with national and international
artists.

'I haven't had many opportunities to exhibit in England so it's a real chance for me to show my work to the public in Doncaster.'
- Guillaume Marmin
 



3. action learning
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Actively embedding learning is at the core of Right Up Our Street. Proactive in their response to the recommendations made last year, the
team are continuously reviewing and asking the question: “What could be even better?”.

Right Up Our Steet has put artistic activity at the heart of many communities, and given other community groups the confidence, skills and
support to undertake their own activities. Local communities feel important, thought about, cared for, listened to and empowered.
 

what has worked well?

Hyper-local outdoor arts reaches people on their doorsteps, valuing the places they live and fostering a sense of pride and joy.
Rolling out projects and commissions across wards, and working with partners to support distribution, increases audience reach and equity
of offer across Doncaster.
Distilling the principles of large-scale programming into smaller-scale commissions for delivery at a local level maintains the quality of the art
and consistency of Right Up Our Street’s approach to collaborating with communities.
Presenting an offer to Parish and Ward Councillors as decision-makers and representatives of their communities empowers them to be
advocates for cultural activity in their wards on their terms. Having a limited number of communities they can work with each year, increases
the potential desirability of the offer and appeals to partner and community need of not wanting to miss out.
Increasing the scale of the DN Festival of Light to two sites enabled Right Up Our Street to reach new audiences by having indoor and
outdoor projections and increased the accessibility of the festival.
Using the platform and scale of the DN Festival of Light to showcase and celebrate Right Up Our Street’s community project work throughout
the year elevates, respects and values the contributions made by participants and audiences.
The use of social media as a promotional platform, increased reach and provided new ways of gathering feedback.
Remaining visible and active within Doncaster alongside a year of development and community consultation for Phase 4. Right Up Our Street
achieved this through knowing what has worked well which enabled quick and successful delivery.



3. action learning cont.
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Right Up Our Street’s way of working is authentic and powerful, building trust,
respect and its (and Doncaster’s) reputation. Its generosity of leadership style
and how it works with communities puts local people at the heart of what it
does while maintaining quality and ensuring accessibility
 

Successful approaches and lessons learned

Developing a transparent partnership with a key advocate is hugely
important. It allowed for questions to be asked and co-creation shaped
to ensure a safe and inclusive environment for participants and their
families.
 
Maintaining engagement with areas Right Up Our Street has previously
worked with while building relationships with new wards broadens its
reach enabling engagement with new and long-term audiences.
 
Making arts accessible through the use of digital assets adds value,
enables inclusion and broadens the reach.
 
Expansion of the team has enabled Right Up Our Street to complement
skills while managing its growth and delivering significant impact.
 
By holding a debrief of projects with key people, e.g. artists, Community
Advisors and partners, is important. People feel that they are valued,
learning is deepened and consideration about what is next for
individuals takes place.



Key learning

The new model focussing on key communities without the restriction of ward has succeeded in reaching those less likely to engage in the arts.
 
Formalising processes is key to setting clear expectations and boundaries and ensuring the Right Up Our Street quality.
 
Diversifying audiences means understanding how other cultures define and engage with culture to create meaningful creative experiences and
outputs.
 
Community-led engagement takes time. Nurturing relationships at the pace of communities requires a long investment. Enabling them to
identify a need for collaboration creates the conditions of authentic creative activity that addresses outcomes for their communities.
 
Value of short-term residencies, challenging and testing artists before future and bigger opportunities. Challenging their own perceptions and
that of how to access hard-to-reach audiences.
 
Identifying where there is assumed knowledge of the Right Up Our Street team through setting clear expectations and creating a joint
understanding of what a project looks like, reduces the risk of miscommunication and unexpected workload.
 
Audiences need clear and aligned PR messages to enable Right Up Our Street, its partners and peers to deliver audience-focussed
programming across the city.

3. action learning cont.

2 0 2 2 - 2 0 2 3



2 0 2 2 - 2 0 2 3

3. action learning cont.

DO DIFFERENTLY

Building on successful marketing and social media activity, explore a
more strategic approach. This could include an audience
engagement plan, sweating the assets even more by continuing to
link up assets on social media platforms. For example, embedding
the WE RISE video on Right Up Our Street’s (RUOS) website page
about the light festival and/or adding a link to the video for those
who missed it.
 
Focus on engaging with younger audiences so their voice and
participation is increased and the younger generations are invested
in the cultural artistry of Doncaster.
 
Enabling greater representation in artists and artworks requires
investment in supporting diverse communities to become confident
in their cultural engagement and participation in cultural
opportunities in the city. RUOS artists in general are more diverse
than the RUOS audiences, as well as the population of Doncaster.
There was only one artist who identified as D/deaf, although a lot
has been done recently for D/deaf audiences so it would be good to
encourage more representation by employing more D/deaf artists.
 
Explore how to make best use of and manage the community space
provided by RUOS so it is accessible to artists, partners and the
community while maintaining the high quality of RUOS’
programme.

LAST YEAR'S RECOMMENDATIONS

Explore the impact of Right Up Our Street’s way of working

Create an elevator pitch for the sector and stakeholders

Growth of social media activity and maintain presence

Have regular moments to pause and reflect about delivery &
impact

More consistency across the evaluation questions

Delve deeper into audiences reached through Indices of
Deprivation data.

Develop a ladder of engagement for the DN Festival of Light for
different access points and continuing pathways for communities to
be involved.

Explore how to ‘sweat the assets’ to enable the most value and
legacy

Identify lead participants from the 1st delivery phase of Depictions
of DN to become community organisers for future delivery
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The embedded core values of Right Up Our Street are evident in all of their interactions. The team genuinely care about everyone they interact
with and are very generous. This creates trust, honesty and authentic collaboration, and increases demand for their programming.
 

ways of working

 
This is seen in how the team is managed and developed, the support given to creatives and within partnerships. It means a lot to people and
creates loyalty. People trust the team and know they will not be left in the cold. This can bring some challenges in terms of team capacity but if
the team are not able to offer the required support, they will signpost to someone who can.
 
 
 
 
 
 
 
Valuing the relationships, investing time and creating new collaborations for partners, allowing them to evolve while building new ones. This
creates advocacy and the desire for more. Working with the 71st Hunafa Scouts to develop a performance for both the Scout Olympic Opening
Ceremony and the DN Festival of Light is a clear example of how trust was built over time which enabled a highly visible collaborative project
that was managed sensitively and had a big impact, generating appetite for more.
 
 
Right Up Our Street think outside the box to create an exciting and unique programme, raising the ambition of local people and demonstrating
the value about these things happening in Doncaster. Through this approach and its generosity of leadership, it highlights and supports the
professional development of local artists.

genorosity of leadership

co-creation and co-curation

raising ambition and supporting professional development

“Without the space I would not have been able to run the sessions”
- Artist
 

3. action learning cont.
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The team value their own expertise and provide nurturing leadership alongside authentic co-creation. It is a delicate balance to maintain and
Right Up Our Street check-in regularly to make sure that it is where they want it to be.
 
 
Right Up Our Street is dedicated to its values which enable it to hold firm boundaries and deliver programming that meets its aims. Its reputation
continues to build and it is seen as an integral part of the cultural ecology within Doncaster. Even though it is a small core team of four, the
programming is highly visible and the impact is far reaching.
 
 
Sweating the assets to make the most value out of them. Repeating and recycling content to reach new audiences shows pride from the team in
the work created with communities and validates the investment of time and creativity communities have given producing artwork and
performances. This sees the team re-present work at the VIP launch of the DN Festival of Light and ensure that there is a digital legacy element
to the projects to reach new and more isolated audiences.
 
 
Balancing the perception of competition between some collaborators so that it doesn’t negatively impact its programming or the community is a
tension the team manage constructively. They do this alongside continuing to influence those relationships to achieve more positive outcomes.
There have been times when this has not worked as well:

valuing their own expertise

holding true to values

sweating the assets

managing collaboration vs. competition

'New city, King's visit, Right Up Our Street not invited to be involved in celebrating city.”
- Community Advisor
 

3. action learning cont.



3. action learning cont.
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Counter to this, high profile organisations such as Arts Council
England are demonstrating how much they value Right Up Our
Street by sharing its victories, senior representatives attending
the DN Festival of Light and the increased investment for
Phase 4. This is raising the presence of Right Up Our Street and
enabling it to be part of key conversations for city wide
programming with cultural peers advocating that it is integral
to programming and should have a seat at the table.
 
Since 2021, Right Up Our Street have played a key role in the
development of a new Cultural Strategy for the City. Culture
now sits as one of The City of Doncaster Council’s great eight
priorities. The Director has a seat at the table at the Engine
Room meetings alongside the city’s other Arts Council
England's National Portfolio Organisation’s, the Project
Director for Arts and Culture Heritage, the South Yorkshire
Mayoral Combined Authority, researchers from Sheffield
Hallam University and a senior member of Arts Council
England.
 



4. PRIDE
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Right Up Our Street’s approach to co-creating with communities is positively impacting residents’ sense of pride and creating positive change
at a hyper-local level.
 
Through leading by example, Right Up Our Street demonstrate authentic and collaborative values which underpin everything it does. This way of
working has a direct impact in the development, engagement and quality of programming and partnerships.
 
A sense of belonging and pride of place is created and diverse heritage is celebrated.

Impact of Right Up Our Street’s approach

pride in place and own heritage

'makes me glad to live here' - Audience member
'I love seeing Doncaster at its best' - Project partner

 
Communities are at the heart of the programming, shaping delivery and being represented, building pride from a hyper-local level through to
that of Doncaster City.

'community spirit'
is the what audiences love

about doncaster

95%
is the average rating given by

audience members for 'PRIDE IN

PLACE'

75%
of partner respondents said they

felt a complete sense of belonging

as a result of RUOS’ work

69%
of partners scored the

maximum with their sense of

pride of Doncaster

1 2
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People feel proud of their creations and want to share them
with people who are important to them. The 71st Hunafa
Scouts performance at the DN Festival of Light is a clear
example of this.
 
Doncaster is gaining visibility and status.

This feeds into pride of place and creates an upward spiral of
positivity.
 
Through the team’s approach, Right Up Our Street has put
artistic activity at the heart of many communities and given
other community groups the confidence, skills and support to
undertake their own activities. Local communities feel
important, thought about, cared for, listened to and
empowered.

4. PRIDE cont.

“it is all about identity and giving people identity, this
isn’t Sheffield or Leeds. This is my home town. There
is something special about Donny.”
- Community Advisor
 



What next?



recommendations
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What next?

Right Up Our Street successfully deliver high-quality art that has been co-curated with the local communities. It continues to reach new
audiences, creating exciting and joyful experiences through a diverse and ambitious programme. It doesn’t take the easy route and makes
sure that everything it delivers is genuinely wanted.
 
Pride of place is felt strongly and, as Doncaster gains a reputation, local people are coming to expect high-profile art. Right Up Our Street
support this journey through their valued approaches and core values.

Digital assets - With only 7 events (14%) having a digital audience, it represents a chance to increase how embedded digital aspects are
in the programme as a whole. Every project Right Up Our Street does is accessible digitally (on the website) and, where possible,
downloadable material is available and film content. Finding ways to reach a digital audience further with a physical event could aid
online visibility and improve marketing reach.
 
Marketing strategy – Linking with the digital strategy to a more strategic marketing plan and audience engagement plan would support
Right Up Our Street to streamline their activity and raise their profile and reach further. Utilising the mentoring opportunity and the
Indices of Deprivation tool will add great value to the team, informing future marketing and enabling hyperlocal areas to focus on and
targeted reach.
 
Authentic voice - Organic word of mouth and invitation marketing is the most successful for the team. Building this into and mapping
against a programme of activity that feeds into the DN Festival of Light would create an ever-increasing pool of organic marketing and
invested audiences in their activity.
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What next? cont.

Inclusive practice – Right Up Our Street has increased the inclusivity of large-scale programming. Building on the recognition that the
venues used for hosting Community Advisors must be varied, explore opportunities that will enable Community Advisors to gain an insight
into a new community alongside starting the conversation between Right Up Our Street and new and diverse community members.
 
Focussing on young adults – Building on the reach to priority communities that Right Up Our Street has achieved in the first year, the
team should continue to nurture existing relationships to support its engagement with young adults to grow organically.
 
21 Ward programming – Continue to invite active partnerships from Parish and Ward Councillors to deliver activity within wards that they
choose for their communities. Giving over the agency to choose and make decisions in the hands of councillors builds new advocates for
the work of Right Up Our Street, makes them active partners with defined roles and accountability in the success of work delivered.
 
Understanding culture - Continue to identify new communities and community leaders to build relationships with annually that are often
excluded or underrepresented, as a way of sharing Right Up Our Street’s practice. Learning about culture from their perspective would
help to challenge any biases within the team and broaden the curation of programming.
 
Project debriefs – Continue to build on the team’s positive experience of holding a debrief at the end of a project with key people and
partners. Right Up Our Street could add value (for itself and participants) by making them part of a project cycle. It would give Right Up
Our Street another opportunity to gather feedback while showing those they work with how valued they are. This will reinforce
relationships as well as evidence the impact it has. Inviting more peers and partners into the process could help to mitigate the
perceptions of those that see Right Up Our Street as competition.
 
Community space – Using its learning so far, explore how to manage and make the best use of the community space provided by Right Up
Our Street so it is accessible to artists, partners and the community while maintaining the high quality of Right Up Our Street’s programme
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1. EVALUTION METHODOLOGY

The evaluation approach was co-
developed with Ceade and Right Up
Our Street. It focuses on four research
questions, three of which were
developed for the Arts Council
England Creative People and Places
(CPP) programme:
 
1. Are more people from places of least
engagement experiencing and inspired
by the arts? (CPP)
 
2. To what extent was the aspiration
for excellence of art and excellence of
process of engaging communities
achieved? (CPP)
 
3. What approaches were successful,
and what lessons were learned? (CPP)
 
4. How does the Right Up Our Street
approach to co-creating with
communities impact residents sense of
pride to create hyper-local positive
change in their area?
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2. story of change



PROJeCT TIMELINE

Platinum jubilee
craft packs

community
advisors
meeting

baLby bridge aRTIST IN
RESIDENCe year 1 starts

wayfarer people
at cosy cinema

First 'DN Festival of
Light' steering
group meeting
First project
meeting with 71ST
Hunafa Scouts
Three questions
collection for 'We
Rise' commission

 

BAWTRY ARTS
FESTIVAL

CHILDREN OF THE NIGHT,
memory lane

TICKHILL GALA

wayfarer people
1,2,3 ONLINE

DN Festival
of Light

steering group
meeting go see

to London
 

apr

MAR

feb june

MAY

aug

july

Pride
Festival
Advisors
Meeting
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PROJeCT TIMELINE cont.

filming for

'we rise' and GSD

workshops with

Toria Garbutt

filming for

thoughts formed

71st hunafa

scouts olympics

'Smile a While'
Group
feedback on
Thoughts
Formed films
Festival
Steering Group
meeting
Community
Advisors
Meeting
BSL filming for
interpretation
of 'We Rise'

 

artist led activities

in ruos space

DN

FESTIVAL

OF LIGHT

vip launch

THOUGHTS

FORMED

BRASS BAND

'AVE A GO

OFF THE SHELF

BALBY BRIDGE

PAINT

PIF-PAF

THEATRE MOTHS

AT WORK

MYSTERY BIRD

nov

oct

sept jan

dec

mar

feb

DN Festival
of Light

Steering 
Group

Meeting

BALBY BRIDGE aRTIST IN

RESIDENCE year 1 ends

'Children of
the Night'

Ladies Night
 DN FESTIVAL

OF LIGHT
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Funded by: Evaluator:

We would like to say a special thank you to Right Up Our Street for their help in compiling this report,
in particular Sally Lockey and Lizzy Hewitt. Also for the invaluable contribution by the Community
Advisors, in particular Mick Jenkinson, Richard Lewis, Simaa Jebabli, Lauren Townsend and Sacha
Gray.
 
 
We would also like to thank the project artists and partners, Molly Jones, Ruzina Islam, Toria Garbutt
and Jamie Bubb for providing insights into the work they delivered this year with Right Up Our Street.
 
 
 
 
 

Images by:

Thanks to:

James Mulkeen, Sally Lockey and Rob Lee
 
 
 


