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ABSTRACT

Relative Values set out to construct a new narrative 
about the socio-economic impacts generated by 
cultural activities, through a co-creative research 
partnership with four arts organisations in Britain 
and Brazil. It represents the first steps towards 
building a system of multidimensional indicators 
that can calibrate, identify, record, and disseminate 
elements derived from cultural practices that seek 
to make real and transformational change within 
the contexts where they work. The results that the 
indicators provide are not definitive and do not 
allow statistical inferences about the participants 
in the study. The focus of this pilot project has 
been to build indicators in collaboration with all 
of the arts organisations and to work with them 
to produce and analyse data that would quantify 
elements of their impact. It is intended that the 
indicators created here will be consolidated through 
future iterations of the research methodology.
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PREFACE
by Paul Heritage

I first met Leandro Valiati on stage in São Paulo, 
waiting to give our separate keynote addresses 
on Communication and the Creative Economy at 
the tenth Congress of Abrapcorp1  in May 2016. 
There were just the two of us and an audience 
of over 800 publicists and human resources 
specialists. Leandro was representing the 
Brazilian Ministry of Culture where he had been 
a senior economic advisor for over a decade, but 
I was a mere understudy for Pauline Tambling, 
CEO of the UK’s National Skills Academy for 
Creative and Cultural Skills. At the last minute, 
Pauline was unable to travel to the congress 
and asked me to stand in and present her 
lecture (with PowerPoint provided). I entitled 
my version of her presentation ‘Towards Utopia: 
building a creative nation’ and wrapped Pauline’s 
elegantly prepared data about a decade of 
achievements by the UK’s creative and cultural 
industries with some reflections on the 500th 
anniversary of the publication of Thomas More’s 
Utopia. I argued that developing the socio-
economic well-being and wealth of a country 
depends on building a creative nation. Thomas 
More imagined Utopia as a world without work 
but, until we can achieve that vision (if indeed 
we want to), I encouraged the audience in São 
Paulo to think about what sort of world of work 
we want to create for young people to enter, 
and what values it might promote and produce 
beyond those of profit and financial gain. 

Leandro sat quietly beside me as I carefully 
presented the standard wisdom and accepted 
data about the success of the UK’s creative 
and cultural industries in 2016: over £85bn 
contribution to GDP; growth rate twice as fast 
as other sectors of the economy; responsible for 
5% of the UK economy’s GVA, etc. As I sat down, 
Leandro rose and thanked me for taking away 
from him – the economist – the responsibility 
of presenting statistical data. He then asked me 
if the reason that I work in the arts is in order 
to contribute to the UK’s GDP: ‘Do you put on 
a play in order to provide employment?’. Before 

I had a chance to muddle an answer, Leandro 
suggested that building an armament factory or 
starting a war would be better ways of producing 
growth or achieving full employment and that, 
probably, the arts had a different purpose and 
other values. It was the start of a dialogue 
between us that has taken us from São Paulo 
to Rio de Janeiro and then to Manchester and 
London as we sought to find ways to express 
those other – relative – values. From that 
gentle but humiliating exposure in a São Paulo 
auditorium, a research project was created.

Relative Values is not just a collaboration 
between a Brazilian economist and a British 
theatre academic. It brought together Agência 
de Redes para Juventude (the Agency of Youth 
Networks, or the Agency), Redes da Maré (Maré 
Development Networks), both in Rio de Janeiro, 
Contact Theatre (Contact) in Manchester, and 
Battersea Arts Centre (BAC) in London, to pilot a 
research methodology by which arts and cultural 
organisations can produce new narratives about 
the impact of their work. The research asks how 
we can measure and strengthen practices and 
policies that maximise the social and economic 
value of the arts to individuals and society, 
particularly in peripheral urban environments. 
Funded by the UK’s Arts and Humanities 
Research Council (AHRC) in 2017/18, the aim 
has been to discover effective ways to build 
the capability of small-scale arts organisations 
to measure their own cultural value, which can 
be expressed as relative to the territories in 
which they operate. This report points towards 
ways that such organisations as Contact, BAC, 
Maré Development Networks, and the Agency 
offer more than just a route into employment 
or a contribution to economic growth. They are 
essential to ensure that the immaterial values 
produced by the creative and cultural industries 
create a world that will be worth living in.

Paul Heritage, London
May 2019.

1Brazilian Association of Researchers in Organisational Communication and Human Resources.
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INTRODUCTION
For two decades, the UK has assumed a 
pioneering global positi on in relati on to 
Creati ve Industries (CIs) policy with a strategic 
approach that has promoted technological 
innovati on, research and development (R&D) 
investment, and urban development. In 1997, 
the recently elected Labour government created 
the Department for Culture, Media and Sport 
(DCMS), initi ati ng a politi cal-economic project 
centred on a creati ve industries discourse 
that aimed to renew Britain’s competi ti ve 
positi on2 through the symbolic and economic 
power of the arts and media industries. As 
Tony Blair stated, arts and culture had a central 
role to play for ‘a modern nati on like Britain’.3

The fi rst CIs defi niti on to emerge from 
DCMS emphasised acti viti es ‘which have 
their origin in individual creati vity, skill and 
talent and which have a potenti al for wealth 
and job creati on through the generati on and 
exploitati on of intellectual property’.4 It was a 
characterisati on that would defi ne subsequent 
pathways for cultural and creati ve policy in the 
UK but was also to have a global infl uence.5

DCMS’ policy was guided by the concept that 
there is such a thing as a ‘creati ve economy’. 
It affi  rmed the twin aims of democrati sing 
access to the arts and encouraging the arts as 
a means to promote greater social equality.6 
However, given the supposed role of the 

cultural industries in promoti ng the UK’s 
internati onal competi ti veness, there was from 
the outset a stronger emphasis on the fi nancial 
contributi on of cultural and arti sti c acti viti es 
as a means of securing tangible economic 
outcomes.7 By coining the term ‘creati ve 
industries’, the government that framed itself 
as New Labour broadened the sectors that had 
previously been covered by arts and cultural 
policy to include informati on technology, 
digital media, and gaming. As Hesmondhalgh 
et al8 state, the approach was consistent with 
the new government’s ‘Third Way’ account: 
cultural policies needed to be based on a 
mixed economy of public and private fi nancing, 
in contrast to a neo-liberal sense of social 
democracy that was perceived as outmoded. 

Within this framework, new policies were 
implemented around intellectual property, 
public funding for training, increased access 
(through policies promoti ng low ti cket prices and 
free admissions for nati onally funded museums), 
creati ve partnerships, connecti vity, etc.9 Along 
with the mainstreaming of creati ve industries 
discourse, two other major developments in 
creati ve industries policies emerged, as indicated 
by Flew:10 a regionalisati on agenda, resulti ng in 
part from the recogniti on of the limits of top-
down policy prescripti ons, and creati ve policies 
that recognised ‘the disti ncti veness of the arts’. 

2Philip Schlesinger, ‘The creati ve economy: inventi on of a global orthodoxy’. Innovati on: The European Journal of Social 
Science Research, 2016, DOI: 10.1080/13511610.2016.1201651.
3‘Blair’s speech on the arts in full’, The Guardian, 6 March 2007, <htt ps://www.theguardian.com/politi cs/2007/mar/06/
politi csandthearts.uk1>.
4Creati ve Industries Mapping Document, (London: Department for Culture, Media and Sport, 1998).
5Paul Heritage and Leandro Valiati , ‘Economia Criati va e Disparidades: inspirações e desafi os do Cool Britain para um 
Brasil Criati vo’, (São Paulo SESC, 6, June 2018), <htt ps://www.sescsp.org.br/fi les/arti go/aaecb443/9b72/426b/8046/
78ca43978c64.pdf>.
6David Hesmondhalgh, Kate Oakley, David Lee, and Melissa Nisbet, Culture, Economy and Politi cs: the Case of New 
Labour, (London: Palgrave MacMillan, 2015).
7Schlesinger, (2016).
8Hesmondhalgh et al., (2015).
9Hesmondhalgh et al., (2015).
10Terry Flew, The Creati ve Industries: Culture and Policy, SAGE Publicati ons, November 2011, <htt ps://uk.sagepub.com/
en-gb/eur/the-creati ve-industries/book233058>.
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11Flew, (2011).
12Andy Pratt, ‘Beyond Resilience: Learning from the cultural economy’, in The Role of Art and Culture for Regional and Urban Resil-
ience, ed. by Philip Cooke and Luciana Lazzeretti, (London: Routledge, 2017).
13Department for Culture, Media and Sport, Creative Industries Economic Estimates, (London: Department for Culture, Media and 
Sport, 2016).
14Mark Banks and Justin O’Connor, ‘After the creative industries’, International Journal of Cultural Policy, 15:4 (2009) 365-73, 
doi:10.1080/10286630902989027.
15Banks and O’Connor, (2009)., p. 366
16Schlesinger, (2016).
17Department for Culture, Media and Sport, Creative Industries Mapping Document, (London: Department for Culture, Media and 
Sport, 2001).
18Peter Higgs, Stuart Cunningham, and Hasan Bakhshi, Beyond the creative industries: Mapping the creative economy in the United 
Kingdom, (NESTA, February 2008), <https://media.nesta.org.uk/documents/beyond_the_creative_industries.pdf>.
19‘Economic Well-Being’, in OECD Framework for Statistics on the Distribution of Household Income, Consumption and Wealth. (Par-
is: OECD Publishing, 2013), pp. 25-38.
20The World Bank Group Goals: End Extreme Poverty and Promote Shared Prosperity (2013). Accessible here: <https://www.world-
bank.org/content/dam/Worldbank/document/WB-goals2013.pdf>. 

The global financial crisis from 2008, and the 
UK’s subsequent prolonged recession, directly 
affected policies for the creative industries 
towards the end of the New Labour government. 
General cuts in government expenditure were 
reflected in reduced spending for creative 
sectors, which led to the abolition of Regional 
Development Agencies and the UK Film Council, 
a reduction of 29.6% in DCMS funding and of 
16% in local authorities’ cultural budgets.11,12 

Pratt notes that, in spite of the recession, the 
CIs held on to their position, maintaining the 
sector’s growth and employment rates and even 
being considered a driver of local economies.

According to the DCMS, between 1997 and 
2014 the gross value added (GVA) of the CIs 
increased by 6% each year compared with 
an increase of 4.3% for the UK economy as a 
whole. By 2015, the CIs accounted for one in 
seventeen (5.5%) of all jobs in the UK.13 But 
the economic statistics that were increasingly 
being used to show how such industries thrive 
could not disguise disquiet in the cultural sector 
around the policies that were being implemented 
and dismay at the overall approach towards 
‘less profitable’ segments within the cultural 
and creative industries.14 From shapeless 
policy construction and the ‘utopianisation 
of creative labour’,15 the CI concept has led 
to a series of problems, one of which is key 
to the present research: the subordination 
of cultural value to economic value.16 

One key concern for the sector is that, while 

investments in the creative economy have 
delivered growth on GDP, jobs, wages and 
export earnings,17,18 the impact of the CIs on 
conventional characteristics of socio-economic 
development such as human well-being, social 
inclusion and diversity have not been as well 
evidenced or accounted for in evaluations. In 
order to develop metrics capable of capturing 
these aspects of the impact of the creative 
sectors, it is necessary to open out the 
concepts behind socio-economic variables. 

Taking an economic perspective developed by 
the Organisation for Economic Co-operation 
and Development (OECD), human well-being 
corresponds to a set of needs that must be 
met so that individuals have the opportunity to 
pursue their goals, to thrive, and to feel satisfied 
with their lives. Examples of components of 
human well-being include education, health, 
housing, leisure, command over resources, 
social connections, civic engagement, 
environmental quality, and security.19 The more 
access a person has to each of these, the better 
in terms for their individual well-being. Social 
inclusion takes the analysis from an individual 
to a societal approach and is understood 
as an improvement to the terms on which 
disadvantaged groups take part in the decision-
making processes in society so they can 
achieve equal opportunities. Certain groups are 
acknowledged to be excluded and marginalised 
from power structures because of their identity 
– be it their race, gender, economic condition, 
sexuality, and/or other characteristics.20 Social 
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21‘Diversity Defined’, Greater Good Magazine, (University of California, Berkeley: Greater Good Science Center), <https://
greatergood.berkeley.edu/topic/diversity/definition>.
22IPPR Commission on Economic Justice, Prosperity and Justice: A plan for the New Economy, (Oxford: Polity, 2018).
23Department for Culture, Media and Sport, ‘National Statistics Socio-Economic Classification/NS-SEC 1-4’, in Creative 
Industries Economic Estimates, (London: Department for Culture, Media and Sport, 2016). 
24Confederation of British Industry, The Creative Nation: A Growth Strategy for the UK’s Creative Industries, London, 
2014.
25Joseph Stiglitz, Amartya Sen, and Jean Paul Fitoussi, Report by the Commission on the Measurement of Economic Per-
formance and Social Progress, (2009),  <http://library.bsl.org.au/jspui/bitstream/1/1267/1/Measurement_of_econom-
ic_performance_and_social_progress.pdf>.
26Geoffrey Crossick and Patrycja Kaszynska, Understanding the Value of Arts and Culture: The Arts and Humanities Re-
search Council Project, (Swindon: AHRC, 2016).

inclusion is considered crucial to sustainable 
development, not only for social and political 
but also for economic reasons: giving equal 
opportunities to these groups will produce 
positive impacts in areas that foster general 
economic growth such as participation in the 
workforce, educational level, and productivity. 
Diversity is directly related to the promotion 
of social inclusion and can be defined as the 
recognition and appreciation of difference 
in various areas of society, the fostering of 
respect, and embrace of difference. Diversity 
can relate to gender, race, ethnicity, religion, 
and/or other characteristics, and is significant as 
a promoter of cultural and economic innovation 
as well as social vitality.21 These definitions 
are different starting points from factors such 
as contribution to GPD in determining what 
indicators need to be captured to identify the 
variables for the socio-economic impact of CIs.

If the reduction of inequalities is used as a 
measurement of value, the inherent deficit 
within UK CIs becomes more apparent.22 In 
2015, workers officially categorised as BAME 
(of Black and Minority Ethnic group origin) 
filled only 11.4% of jobs in the CIs, a similar or 
lower level to BAME people’s participation in 
the workforce for the UK economy as a whole; 
and 91.8% of jobs were done by people in more 
advantaged socio-economic groups.23,24 This 
suggests that policy focused on productivity 
is not enough to promote social development 
within the sector and that research consequent 
on such policy direction has concentrated on 
inadequate and often inappropriate metrics. 
The socially transformative power of the CIs 
most closely associated with cultural and 

artistic production has been sidelined within 
the selective measurements used in the impact 
narrative about the creative economy. Arts and 
cultural activities produce multidimensional 
impacts that require an interdisciplinary and 
objective approach if they are to be measured 
consistently; the focus on growth has prevented 
us seeing these diverse impacts as a core element 
of the sector’s productivity. Recognition of 
this inadequacy has led to resistance in some 
parts of the cultural sector to the economic 
framework as a way of valuing cultural work. 
Here the cultural sector is in tune with a wider 
recognition of the insufficiency of a classical 
GDP approach to the production of useful data 
on social benefit or quality of life (see the 2009 
Report of the Fitoussi Commission to the French 
Government).25 The Relative Values project aims 
to address this inadequacy and to contribute 
to bridging this gap within the cultural sector. 

Recent research has tried to identify the 
impact of CIs using wider-ranging approaches 
than growth and productivity (e.g. AHRC’s 
Cultural Value Project, Calouste Gulbenkian 
Foundation’s Inquiry into the Civic Role of 
Arts Organisations, and DCMS’ Taking Part 
survey). For example, the Cultural Value Project 
acknowledged the existence of both intrinsic 
and economic impacts of the CIs and worked 
on identifying methodologies to measure them. 
One obstacle was the use of valuation and 
‘willingness to pay’ instruments to measure 
the non-market value of arts and culture, in 
an attempt at a monetary valuation of non-
market outcomes: the report26 laid out some 
of the problems with these methods – such 
as how the use of utility theory (grounded in 
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individual preference)27 leads to limitations in 
capturing intrinsic value – but also declared 
that developing such measures was important. 
Even an improved and more comprehensive 
understanding of the impacts of CIs would 
almost certainly continue to lack influence on 
policy unless it developed an economic basis:28  

and, indeed, such wider-ranging perspectives 
as are discussed above have not been the main 
determinant of policy decisions. The Cultural 
Value Project represented a step forward from 
using only GDP and productivity as indicators, 
but its limitations were evident in relation to the 
diagnoses offered by other reports cited above. 

The methodologies that were piloted in the 
Relative Values project evolved from the idea 
that an economic narrative is important to an 
understanding of creative value. The research 
offers ways in which such narratives can influence 
policy decisions. The project recognises that we 
need to design research instruments that seek to 
preserve a social narrative within economically 
based measures. In order to contribute to 
debates about cultural value, we sought to 
create an example of such an instrument. 

To understand the capacity of metrics to capture 
the impact of CIs, it is important to identify which 
industries are involved in official definitions of 
the CIs sector and to define their characteristics. 
Following the DCMS model of classification, the 
CIs are ‘those that are dependent on creativity, 
talent and skill and that have the potential to 
generate income and jobs from intellectual 
property’.29 Thirteen industries are classified as 
creative: advertising, architecture, the art and 
antiques market, crafts, design, fashion, film 
and video, music, performing arts, publishing, 
software, television and radio, and video and 

computer gaming. It is evident that a single 
set of indicators will be insufficient to measure 
the wide range of impacts or spectrum of 
activities of such diverse activities, each with 
different scales of creative production: The 
gigantic music producer Sony co-exists in the 
CI sector with a local ceramics artist; video 
game goliath Nintendo is considered alongside 
a dance teacher giving classes in their own 
studio. Each of them has access to a different 
scale of resources. Some arts organisations are 
subsidised by the government, the EU, and/
or philanthropy; others are run by individual 
artists and amateur groups who develop their 
artistic projects without stable funding or any 
guarantee of continuous income flow. It is a 
heterogeneous sector whose impacts cannot be 
reduced to a sole perspective or a single set of 
metrics. While a productivity-based approach 
may capture the transformative power of some 
industries – such as video games and fashion 
– it is a long way from being the best metric 
for others that promote social benefits which 
go beyond the supposed gains of productivity.

When looking at the role of the arts in the 
development of local areas subjected to 
multiple stress factors (such as poverty and 
low employment, social stigma, exposure to 
– or perceived threat of – crime and violence, 
including violence against women and children), 
the productivity approach fails to capture the 
benefits generated for communities marginalised 
from the resources that are accessible in 
central urban areas. Kate Oakley has suggested 
that it might be the presence (or absence) of 
lower-profile arts assets which  differentiates 
neighbourhoods that otherwise have similar 
economic conditions when measured against 
a broader range of social indicators.30 She 

27Utility theory assumes that the benefits (like well-being, pleasure or satisfaction) which the individual gets from a good 
or service cannot be measured numerically, but it is possible to deduce ‘revealed preferences’ through alternative meas-
ures, such as the choices an individual consumer makes between one good/service or another, or how much they are 
willing to pay.
28Crossick and Kaszynska, (2016), p. 139.
29DCMS, (2016).
30Kate Oakley, Creating Space: A Re-evaluation of the Role of Culture in Regeneration, (Swindon: Arts and Humanities 
Research Council, 2015).
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advocates that ‘the artistic dividend’ 31,32 that 
flows from community-based cultural initiatives 
is likely to be associated with more balanced 
local development than that of the growth-
driven regeneration narrative. Crossick and 
Kaszynska point to North American research 
supporting the suggestion that, whereas 
commercial arts industries (e.g. film, music, and 
design-based industries) emerge as strongly 
associated with gentrification in urban areas 
undergoing rapid change, those neighbourhoods 
that balance for-profit and non-profit (visual/
performing arts companies, museums, fine 
art schools) are associated with stable, slow-
growth neighbourhoods.33 They also highlight 
findings of the Social Impact of the Arts Project 
(SIAP) at the University of Pennsylvania which 
point, with caveats, to the ability of the arts 
to mitigate the impact of economic inequality 
on low-wealth communities.34 For example, 
the most recent work of the researchers at 
the University of Pennsylvania includes a 
study about the relationship between cultural 
engagement and social well-being across New 
York districts. Primary findings from this study 
suggest that, although creative resources are 
unequally distributed in favour of high-income 
neighbourhoods, lower-income areas present 
the strongest relationship between culture 
and the multi-dimensions of social well-being.

In this context, we suggest that there is an 
urgent need for arts organisations operating 
in territories that are beyond the reach of 
conventional statistical measures of the cultural 
and creative industries to produce reliable data 

demonstrating how such organisations achieve 
their goals and what difference they make 
to the communities they serve. Crossick and 
Kaszynska’s report asserts that the absence of 
‘rich and granular standard data’,35 of the kind 
available in the USA presents a challenge to 
research that seeks to demonstrate the lasting 
value of small-scale participatory arts activities 
in the UK and other countries. The Relative Values 
research suggests that there is a particular value 
to be gained from enhancing the capacity of arts 
organisations from peripheral territories to be 
able to identify, calibrate, and advocate for the 
‘arts dividend’ as a quantifiable resource for the 
development of their own communities. Building 
a research methodology with that objective 
would be beyond an individual arts organisation’s 
core expertise, but it can be achieved by 
effective collaboration which ensures any such 
research is designed to enhance their practice. 

Economic theory of value begins with 
Adam Smith’s The Wealth of Nations,36 which 
distinguished ‘value in use’ (defined as the 
power to satisfy human wants) from ‘value 
in exchange’ (the quantity of other goods and 
services that someone would be prepared to 
give up in order to acquire a specific good or 
service). Smith, and subsequently David Ricardo  
37 and Karl Marx,38 have formulated theories in 
which the value of a product is correlated to its 
production costs, based on inputs and labour. 
However, at the end of the nineteenth century, 
marginalist theory replaced the theory of value 
based on production costs with one grounded 
on individual utility, which was defined by 

31Ann Markusen and David King, The Artistic Dividend. The Arts’ Hidden Contributions to Regional Development, (Min-
neapolis: Humphrey Institute of Urban Affairs, 2003),  <http://isites.harvard.edu/fs/docs/icb.topic233886.files/April_8/ 
Markusen_Artistic.pdf>.
32Darren Henley, The Arts Dividend: Why Investment in Culture Pays, (London: Elliott & Thompson, 2016). 
33Carl Grodach, Nicole Foster, and James Murdoch III, ‘Gentrification and the Artistic Dividend: The Role of the Arts in 
Neighbourhood Change’, (Washington DC: NEA, 2014), in Crossick and Kaszynska, (2016), p. 80.
34Crossick and Kaszynska, (2016), pp. 38-39.
35Crossick and Kaszyncka, (2016), p. 80.
36Adam Smith, ([1776] 1977), An Inquiry into the Nature and Causes of the Wealth of Nations, ed. By Edwin Cannan, 
(Chicago: University of Chicago Press), p. 1146.
37David Ricardo ([1817] 1996), The Principles of Political Economy and Taxation (New York: Dover Publications Inc.), p. 
320.
38Karl Marx, ([1867] 2011) Capital: v.1: A Critique of Political Economy, ed. By Friedrich Engels, (New York: Dover Pub-
lications Inc.), p. 880.
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Jean Baptiste-Say39 as ‘the capability of certain 
things to satisfy the various wants (not only 
needs) of mankind.40 Marginalist theory 
remained dominant until the development of 
macroeconomics by John Maynard Keynes in 
the early 1930s, which led to the creation of 
the gross domestic product (GDP) indicator as 
a measure of all the valuable things (necessary 
and desired) that a country produces. Since 
then, GDP has been almost universally 
established as a proxy of national well-being.41

The GDP as an indicator of well-being has been 
highly criticised by economists and others. 
The limitations of using aggregate indicators 
like the GDP to measure well-being have 
been articulated since the 1930s and have 
led to various attempts at creating indicators 
better suited to well-being measurement (see 
OECD).42 The main recurrent criticism has 
been that GDP encompasses activities that 
produce negative externalities (indirect impact 
of a transaction on other people, e.g. wider 
society or the environment),43 or seek to repair 
damages from these externalities, while it fails 
to incorporate certain other activities such as 
leisure. In addition, critics reject the aggregation 
of individual preferences and utilities in an 
attempt to create a measurement of national 
well-being, because the way that resources 
are transformed into well-being differs from 
person to person. The call has been to shift 
the emphasis from economic production to the 
idea of citizens’ well-being. Finally, authors have 
challenged the capacity of a single indicator, such 
as GDP, to capture all the multiple dimensions 
of well-being, which is dependent on a range of 

goods and rights to which all individuals should 
have access for a high-quality, collective life. 
Among these various dimensions are health, 
education, security (economic and physical), 
work, personal activities, participation in 
political life, social connections, environmental 
conditions, and material living standards.44

Relative Values is a pilot methodology that seeks 
to address the challenge of building a practical 
instrument shaped from a multidisciplinary 
approach that would be able to offer a broader 
narrative impact to arts organisations operating 
in territories subject to multiple stress factors. In 
order to contribute to the process of making the 
multidimensional impacts of arts and cultural 
activities more visible in the contemporary 
economy, this set of tools pilots a combination of 
quantitative but also non-monetary indicators to 
reflect the socio-economic development levels 
related to well-being. To that end, it designs 
new composite indices aimed at capturing 
socio-economic development impacts such 
as: cultural diversity, social capital, economic 
resources dissemination, the exercise of 
personal agency, meaningful transformations, 
cultural engagement, and creative skills. 

Although the literature has tried to address 
and measure the value that cultural practices 
can generate, they are either too connected 
to the symbolic dimension or too focused 
on monetary indexes. In bringing partner 
organisations to the process of creating a new 
methodology, we aim at developing a useful, 
realistic tool that can address questions such as: 

39Jean-Baptiste Say, ([1803]1880), A Treatise on Political Economy, ed. by C.C. Biddle, 4th edn, (Philadelphia: Claxton, 
Remsen & Haffelfinger), in Florence Jany-Catrice and Dominique Méda, ‘Well-being and the Wealth of Nations: How are 
They to Be Defined?’, Review of Political Economy, 25:3 (2013), 444-460.
40David Throsby, Economics and Culture, (Cambridge: Cambridge University Press, 2001).
41Jany-Catrice and Méda, 444-460.
42Organisation for Economic Co-operation and Development, ‘Economic Well-Being’, in OECD Framework for Statistics 
on the Distribution of Household Income, Consumption and Wealth, (Paris: OECD Publishing,2013), pp. 25-38.
43An example of such consequences is cited in the Report of the Fitoussi Commission (2009), which notes that traffic 
jams, by increasing motorists’ use of gasoline, generate a rise in GDP, and register on economic measures as positive 
growth; yet they obviously generate a decidedly negative impact for citizens’ quality of life through wasted time, stress 
and air pollution.
44Stiglitz, Sen, and Fitoussi, (2009).
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Within a hybrid approach, we aim to 
develop more adequate, complex numerical 
indicators, portraying the realiti es of the 
impacts generated by each organisati on. 
As noted above, the mainstreaming of the 
economic dimension of the creati ve industries 
discourse created a discomfort among arts 

and cultural workers.45 Our proposal is to 
work with arts organisati ons to bring together 
numerical indicators for well-being variables, 
off ering a more complex and socially based 
approach to traditi onal economic questi ons.

45Hesmondhalgh et al, (2015).
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RELATIVE VALUES: A MODEL
Funded by the UK Arts and Humanities 
Research Council (AHRC), Relative Values 
(2017-19) was a research project undertaken 
by People’s Palace Projects in partnership 
with the  Federal University of Rio Grande do 
Sul’s Centre of Studies in Creative Economy 
and Culture (NECCULT, Brazil). The aim of the 
project was to develop a system of indicators 
to enable arts organisations to identify, 
evaluate, and narrate the multidimensional, 
socio-economic impact of their work. 

Instead of focusing on economic output and 
wages, indicators were designed to capture 
the impact of arts activity across different 
individual, organisational, and social levels 
(with a focus on local development, often 
described here as ‘territorial development’).46

The project methodology was developed 
in close partnership with four leading arts 
organisations working in diverse contexts of 
social and economic deprivation: the Agency 
of Youth Networks (the Agency)47 and the Maré 
Centre for the Arts (CAM) of Maré Development 
Networks,48 both in Rio de Janeiro, Contact 
Theatre (Contact) in Manchester,49 and Battersea 
Arts Centre (BAC)50 in London. We aimed to pilot 
ways to support these and similar organisations 
to make a significant contribution to the 
understanding of the social and economic value 
of arts and cultural initiatives by uncovering 
key evidence about their local and hyperlocal 
context. The objective was – and continues to be 

– the development of coherent and consistent 
metrics that produce comparable data which 
has a significant explanatory capacity, while 
maintaining a narrative that corresponds to 
both cultural and economics perspectives.  

This project attempts to introduce new 
narratives to the logic of impact evaluation 
through the definition of economic development 
as the widening of social and individual 
well-being. It is a concept directly related to 
economic metrics that portray the holistic 
aspects of development – beyond growth 
and GDP – without abandoning economic 
logic in the construction of their instruments.

 

Partner organisations

While the subsidised arts sector in the UK 
has historically resisted the idea of a unified 
quantitative approach to impact evaluation 
(especially one based on productivity measures), 
it has for many years engaged with debates 
about the need to describe and understand 
the social impact of the arts. In Brazil, a distinct 
movement towards valuing and harnessing 
the development value of arts and cultural 
resources was signposted by the Federal 
Ministry of Culture from 2003 onwards through 
a series of policy initiatives known as Cultura 
Viva (Living Culture).51,52 Since 2012, People’s 
Palace Projects (PPP) has produced an ongoing 

46This research uses the idea of ‘territory’ for various reasons. Conceptually, ‘territory’ indicates a place with identifiable 
physical and social attributes, bringing together the identities of all those who live there within geographic boundaries. To 
think about development from this perspective implies considering the necessities and capacities of a specific territory 
using a ‘bottom-up’ approach. ‘Territory’ is a concept that is explored specifically in the Agency Project that is operated 
in three of the four studies (The Agency, BAC, and Contact) and is also one of the five axes that Networks (responsible 
for CAM) uses to structure its work. 
47<http://agenciarj.org/>.
48<https://www.redesdamare.org.br/br/info/3/centro-de-artes-da-mare>.
49<https://contactmcr.com/>.
50<https://www.bac.org.uk/>.
51<http://culturaviva.gov.br/> 
52Célio Turino, The Point of Culture: Brazil Turned Upside Down, ed. by Paul Heritage and Rosie Hunter with Poppy 
Spowage, (London: Calouste Gulbenkian Foundation, 2013, 2nd ed. 2018).
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programme of exchanges enabling UK and 
Brazilian policymakers and arts organisations 
to learn from each other about the social value 
of the arts in reducing inequalities, sustaining 
communities, and transforming individual lives. 
Research completed in 2018 detailed case 
studies of cultural exchanges between British 
and Brazilian cultural organisations that led to 
significant innovation in arts-based practices 
of social transformation.53 Relative Values set 
up partnerships with four arts organisations 
that declare their transformative purpose to 
test a wide diversity of programmes delivered 
in different social, cultural, and economic 
contexts. While the research methodology 
creates numeric indicators, it aims to move the 
discussion about the value of culture away from 
evaluating institutions and towards generating 
a broader assessment of each organisation’s 
impact and the capacity of all of them to transform 
their local territories in ways that produce 
benefits to both individuals and communities. 

For the purpose of this research, impact is 
understood as the positive effects produced on 
an individual economic agent, on a social group, 
and/or on a territory through the consumption 
and production of artistic, cultural practices. 
Such a level of impacts can be direct, indirect, 
predicted or unpredicted (in this case, they can 
be considered as externalities); they can be 
measured either by direct assertions (objective 
indicators on an individual or territorial 
transformation) or indirect ones (changes in 
the structure of established social values from 
micro-actions or individual actions, in this case 
also considered to be externalities). Identifying 
or measuring this impact54 establishes a more 
nuanced narrative about the importance of 
the cultural fabric to social development.

The concept of development, as understood 
within this research, is a combination of 

individual economic well-being (for example, 
access, degrees of freedom to make autonomous 
decisions and exercise them, and  income from 
artistic-cultural work), social cohesion and 
political emancipation, social inclusion (in terms 
of race, gender, and minority identities), an 
individual’s power of agency, and sustainability. 
Impact and development are considered 
to be multi-dimensional and evolutionary, 
corresponding to particular cultural values.

The four participating arts organisations were 
chosen for their different models of working 
in urban contexts. Two of them concentrate 
their project delivery within their immediate 
surroundings (BAC in London and the Maré 
Centre for the Arts (CAM) in Rio de Janeiro) 
while the other two run projects that traverse 
the cities in which they operate (the Agency 
in Rio de Janeiro and Contact in Manchester): 

•  BAC is based in an affluent, central 
location in London, surrounded by pockets of 
deprived areas where social indices are much 
lower than the national average.55 A National 
Portfolio Organisation of the Arts Council 
England, BAC produces and receives theatre 
and music shows, devises creative projects, 
and runs participatory programmes for all ages.

• CAM is an arts centre based in Rio 
de Janeiro’s Complexo da Maré – a 
conglomeration of sixteen peripheral 
communities (favelas) which is home to 
140,000 residents living with high rates of 
violence and socio-economic deprivation. Set 
up and administered by Maré Development 
Networks, the building is home to an 
international contemporary dance company 
(Lia Rodrigues Companhia de Dança) and 
runs exhibitions alongside multidisciplinary 
arts and education programmes for 
children, young people, and adults.

53A Arte do Intercâmbio Cultural, ed. by Paul Heritage and Ilana Strozenberg, (Rio de Janeiro: Editora Circuito, 2018); The 
Art of Cultural Exchange, ed. by Paul Heritage and Ilana Strozenberg, (Wilmington, DE: Vernon Press, 2019).
54It is important to note that across the wider social sciences, longitudinal studies are more commonly used to measure 
impact (understood as an effective change in a social reality). Due to the research goal, timelines and theoretical base-
lines of this project, an understanding closer to the economic view of impact was used.
55In 2014, in the Latchmere Ward, where Battersea Arts Centre is based, 36.3% of children lived in ‘low-income families’ 
compared to 20% in the UK. In London Datastore, Children in Poverty, Borough and Ward, <https://data.london.gov.uk/
dataset/children-poverty-borough>, [accessed 6 October 2018]. 
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• The Agency is a project-based arts 
organisation delivering activities at partner 
venues, which range from municipal arts 
centres and church halls to domestic spaces 
in peripheral areas of Rio de Janeiro. The 
project has been implemented in over forty 
favelas in the last eight years. Its flagship 
programme is based on an original creative 
methodology supporting young people to 
develop and deliver social entrepreneurship 
projects benefiting their own communities. 
People’s Palace Projects has worked with the 
Agency, Contact and BAC on the adaptation 
and delivery of the Agency methodology in 
London and Manchester (for clarity, this project 
is referenced as ‘The Agency UK’ in this text).

•  Contact is a building-based organisation 
but delivers activity across Manchester, 
mostly in areas with high indices of 
social deprivation. A National Portfolio 
Organisation of Arts Council England, 
Contact is the leading UK arts organisation 
focused on work with and for young people. 
The theatre’s decision-making structure is 
designed to ensure that under twenty-nine-
year-olds participate fully in the shaping 
and making of their activities at all levels, 
including as members of the board of trustees.

The UK organisations are based in two cities with 
the largest concentration of creative clusters in 
the country, yet operate very differently from 
the traditional creative economy business 
that is attracted to these areas (focused on 
growth and product or service innovation).

While the activities of the four organisations 
that shaped the Relative Values methodology 
are based on individual histories of unique 
practices, they share a set of important 
characteristics. Each of them has collaborated  
56 in various ways in exchanges of knowledge 
and values that are becoming key to the 
development of social arts practice in the UK 
and Brazil. These exchanges share a focus on 
territorial development (placemaking) and the 
search for innovation through collaborating 
with organisations and practitioners of different 
specialisms beyond arts disciplines. This legacy 
of collaboration provided a strong basis for the 
dialogue that was maintained between the four 
organisations throughout the development and 
piloting of the Relative Values methodology.

 

56The Agency, Contact, and BAC are partners with PPP in The Agency UK, a UK project created through an international 
exchange that supports young people to deliver social enterprises in their own communities. The Agency UK is based on 
the methodology created in Brazil by Marcus Vinícius Faustini, founder of the Agency in Rio de Janeiro. CAM has hosted 
visits by the two UK organisations and is part of a local network of Rio’s arts organisations with the Agency. 
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METHODOLOGY
Research structure

The Relati ve Values methodology combined quanti tati ve (stati sti cal) and qualitati ve research 
methods, involving direct and acti ve parti cipati on from the partner organisati ons. For the 
quanti tati ve side, representati ves of the four organisati ons worked with the research team to defi ne 
a set of indicators that shaped the data from surveys applied with organisati ons’ parti cipants and 
audiences. Semi-structured interviews (qualitati ve) were used to inform and nuance the analysis. 

The research process was structured as follows:

The data collecti on worked on three diff erent axes: 

Axis One gathered publicly available secondary data for socio-economic indicators 
that characterise each territory.

Axis Two collected informati on about each of the four parti cipati ng arts organisati ons 
via questi onnaires.

Axis Three was a survey of parti cipants on projects or programmes run by each of 
the four organisati ons using a questi onnaire of approximately forty questi ons. The 
organisati ons had between two and four weeks to apply the questi onnaire to one 
hundred parti cipants. 

Axis

Axis

Axis

01
02
03
57For this study, we used a narrati ve or traditi onal literature review, selecti ng, criti cally reading, and summarising a body 
of literature about the topics addressed. We have used mainly what is commonly known as ‘grey literature’: material 
published non-formally (outside academy and/or not peer-reviewed) such as technical reports, theses, working papers, 
publicati ons by NGOs, and think tanks.
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System of indicators

To measure the eff ects and characteristi cs of the 
acti viti es of each of the four arts organisati ons, 
we understand them as agencies that can aff ect 
the reality of individuals who interact directly 
and indirectly with their projects.

A system of indicators provides a useful tool 
to understand complex social phenomena 
that require the analysis of heterogeneous 
data. Indicators establish ways to measure 
interrelated aspects of people’s daily lives, 
providing quanti tati ve data (such as stati sti cs) 
about key features of social reality. Such systems 
are formed by:

1. Identi fying a parti cular social theme of 
interest (abstract concept).

2. Deriving a set of diff erent dimensions 

observed within the theme of interest or 
diff erent ways of operati onally interpreti ng 
the abstract concept.

3. Identi fying related data.

4. Building indicators to provide an analysis 
of the data through the perspecti ve by which 
the concept is understood.

In summary, we can understand indicators as 
a tool to systemati se in numbers informati on 
obtained from reality.

In this research, individuals parti cipati ng in 
initi ati ves and projects from each organisati on 
answered a set of questi ons that were then 
weighted consistently, analysed, and converted 
to numerical indicators, as in the fl ow diagram 
below.

Relati ve Values’ system of indicators has three 
interconnected axes, aiming to capture diff erent 
aspects related to each organisati on’s practi ces 
and eff ects: (i) Context, (ii) Operati ons, and (iii) 
Impact. The fi rst and second axes have a more 
descripti ve purpose, presenti ng the features 
and vulnerabiliti es in the territory where the 
organisati ons deliver projects and their own 

organisati onal profi le, in terms of type and 
capacity of cultural producti on and social acti on. 
The core of our analysis is the third axis, which 
aims to identi fy and measure the eff ects of the 
organisati ons’ practi ces: (a) on the individual, (b) 
on the territory (c) on local networks. The three 
axes and their corresponding indicators are 
detailed below.
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Axis

01
Context: indicators of local development

This axis depicts the reality of the territories where the organisati ons are located through indicators 
of local development and social vulnerability. It systemati ses key features in a direct and objecti ve 
way, so that both policymakers and stakeholders can clearly understand the socio-economic 
realiti es of each territory. 
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Axis

02
Operati on of organisati ons

This set of indicators refl ects the image the organisati ons have of themselves. It studies the profi le 
of the organisati ons, focusing on the relati onship between acti viti es and the territories where they 
happen, taking into account the formulati on and implementati on of projects, audience profi les, and 
economic results. The underlying idea here is to allow readers to understand the organisati ons’ 
operati ons and missions in a systemati sed way.
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Axis

03
Impact

The third strand of analysis seeks to capture the organisati onal impact or, in the words of Draibe,58 

the most enduring results generated by the transformati on of social reality. Based on the literature 
review and on meeti ngs with the partner organisati ons, three main lines of analysis were defi ned: 
(a) impact on parti cipants, with a focus on the personal agency of individuals and their relati onship 
with arts and creati vity, (b) territorial impact, and (c) impact on local creati ve networks.

The fi rst impact focuses on three dimensions: (a) individual capacity for agency, (b) the individual’s 
relati onships to arts and creati vity, and (c) the individual’s relati onship to territory. These dimensions 
result from each organisati on’s arti sti c acti viti es and its capacity to bring about change in its 
territory based on an insti tuti onal mission to promote social transformati on. 

58Sônia Miriam Draibe, ‘Avaliação de implementação: esboço de uma metodologia de trabalho em políti cas Públicas’, in Maria C. Barreira and Maria 
do C. Carvalho, Tendências e perspecti vas na avaliação de políti cas e programas sociais, (São Paulo: IEE/PUC-SP, 2001). Translati on by Paul Heritage and 
Leandro Valiati .  
59Norman Long and Jandouwe van der Ploeg, ‘Heterogeneity, actor and Structure: towards a reconsti tuti on of the concept of structure’, in Rethinking 
Social Development: Theory, Research and Practi ce, ed. By David Booth, (London: Longman, 1994), pp. 62-90.
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The delivery of any organisati on’s acti vity relies to a large degree on the mobilisati on of other 
partners: from organisati ons that fi nancially support the project to various service providers. These 
indicators aim at demonstrati ng how the organisati on’s acti vity and existence impacts on the 
generati on and strengthening of local creati ve networks. 

The last set of indicators concentrates on empirical changes promoted by the organisati ons to the 
territories. Ten diff erent aspects of these changes were analysed, as listed below:

Axis III indicators show the result of a simple stati sti cal equati on applied to the answers given by 
respondents. All the indicators were categorised/weighted as follows: 
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FINDINGS
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CONTACT 
THEATRE
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CONTEXTAxis

01
The four arts organisations that are part of 
this research have a strong relationship with 
the concept of ‘territory’. As a social space 
for conviviality and for the construction of 
identities, a territory presents geographic and 
socio-economic markers that characterise the 
situations of vulnerability that its inhabitants 
do or do not experience. If we approach culture 
from an instrumental perspective, in territories 
of extreme vulnerability these organisations act 
as transformers of the social reality constructed 
and experienced in specific sites.

Indicators in Axis I seek to draw a panorama of 
the territory where the organisation generates its 
actions and activities. In order to map the impact 
these organisations produce, we need first to 
understand where they act. The indicators we 
applied use information already available from 
national or local statistical agencies (secondary 
data).

Contact has great territorial capillarity, operating 
in more than thirty neighbourhoods of the city 
of Manchester. In preliminary discussions about 
this research, Contact decided to focus on two 
sites where they operate that are geographical 
neighbours but very different from one another: 
the boroughs (territories) of Moston and 
Harpurhey. 

According to the Index of Multiple Deprivation 
(IMD), Harpurhey is Manchester’s second 
most vulnerable area (score of 60.92, while 
Manchester’s average is 40.31), and is also one 
of the 10% of areas with the highest multiple 
deprivation index in the whole of England. The 
IMD is calculated by the British Government’s 
Office for National Statistics (ONS) for small 

or hyperlocal areas called ‘lower-layer super 
output areas’, using data for deprivation in terms 
of income, employment, health, education, 
housing, crime, and living environment. The 
calculated indices for these small areas are then 
organised to the level of neighbourhoods and 
cities.60

Other social indicators also draw attention to 
the levels of vulnerability in the territory. The 
life expectancy of a Harpurhey resident, for 
example, is 75.9 years, almost six years less than 
the national average for the United Kingdom. 
Infant mortality rate is 6.8 deaths before one 
year of age per 1000 live births, while the 
average for England and Wales is considerably 
lower at 3.8 per 1000 live births. The number 
of unemployed people is also high, with 13.94% 
of the economically active population in the 
territory seeking employment in 2017, while 
the average for the UK in the same period was 
4.33%.61

Moston is the other territory considered in this 
research. Although its socio-economic indicators 
are better than those for Harpurhey, they are 
still markedly poorer than national averages 
and show a definite degree of vulnerability. 
The IMD for the territory is 39.53, which is 
close to the Manchester average (40.31), 
but is still closer to the performance of more 
vulnerable neighbourhoods like Harpurhey than 
to wealthier neighbourhoods such as Didsbury 
East (IMD 15.55, the lowest deprivation of 
any area of the city). Unemployment and life 
expectancy in Moston are below the national 
average at 8.97% and 78.4 years62 (4% and 81.6 
years,63 respectively, in the UK).

60See <https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/579151/Eng-
lish_Indices_of_Deprivation_2015_-_Frequently_Asked_Questions_Dec_2016.pdf>.
61Data from Statista (2019), <https://www.statista.com/statistics/263709/unemployment-rate-in-the-united-kingdom/>.
62Data from Intelligence Hub (Manchester Statistics) (2019),  <https://dashboards.instantatlas.com/viewer/report?ap-
pid=962615537fc24dda8a0a29dc86bd4e37>.
63Data from Office for National Statistics (2019), <https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeath-
sandmarriages/lifeexpectancies/bulletins/nationallifetablesunitedkingdom/2015to2017>.
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OPERATIONSAxis

02
The four organisati ons studied in this 
research seek diverse ways to achieve social 
transformati on through the cultural projects 
and acti viti es they develop in specifi c 
territories. Their strategies focus on the group(s) 
they intend to reach, the resources available 
and the territories where they are applied. 

In this axis, we aimed to systemati se an 
understanding of the acti ons of these 
organisati ons as they look to generate impact on 
individuals and territories. Partner organisati ons 

were interviewed and also answered a 
questi onnaire that was custom-developed 
for the research project. Their answers are 
presented, analysed, and categorised below. 

Contact challenges the traditi onal working 
logic of theatre, playing an important role 
in bringing young people, mainly from 
marginalised and low-income communiti es 
to the world of arts, culture, and creati vity. 

64The informati on refers to the total of Contact’s projects, including those in Contact’s building and in the two territories 
considered.
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Diversity is at the core of Contact’s acti vity. 
Fift y per cent of creati ve teams on Contact’s 
projects were Black, Asian, or from other 
minority ethnic groups, and 31% of parti cipants 
and live audiences belonged to these groups. 
As stated by the organisati on, ‘Contact has a 
long-standing commitment to diversity in all 
its facets, striving to engage with and celebrate 
the rich diversity of Manchester and the UK’.65 

Contact has a strong relati on to vulnerable 
groups. Most parti cipants come from low-

income households. Its strong focus on young 
people includes: young people in care, young 
carers, young people at risk of homelessness, 
young people in or on the verges of the criminal 
justi ce system, young parents, young people 
with disabiliti es, young LGBTQ+ people, young 
people experiencing mental health challenges, 
young people who are socially isolated or 
have low social mobility, young people from 
marginalised backgrounds, and communiti es 
and young people from ethnic minoriti es.66

The organisati on’s decision-making process is 
also in the hands of young people, with young 
representati ves on the board of directors/
trustees. Contact aims to promote socially 

engaged and accessible programming and 
projects that are shaped and designed in 
relati on to territorial resources and demands.

65Data from the organisati onal questi onnaire.
66Data from the organisati onal questi onnaire.
67According to the UK government, ‘low income’ refers to people living on less than 60% of the UK’s median income, 
<htt ps://www.ethnicity-facts-fi gures.service.gov.uk/work-pay-and-benefi ts/pay-and-income/low-income/latest)>
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IMPACTSAxis

03
The third axis focuses on the impacts generated 
by the organisations at an individual level: 
i.e. those who participate in their projects 
and actions. To collect this information, each 
organisation applied a questionnaire with their 
participants and/or public who experienced 
the project outcomes. The selection of the 
people who were interviewed was random, 
following the randomised method of sample 

selection used by other studies of this type.68

Despite attempts to build a general profile of 
the participants of each organisation, the results 
presented in this section refer only to those 
who took part in the research, referred here as 
‘respondents’. In the case of Contact, a total of 
ninety-one people answered the questionnaire. 
The figures below show their characteristics. 

Reflecting Contact’s target group, the majority 
of respondents were young and belonged to the 
nineteen to twenty-four age group. Eighty-one 
respondents, 90% of the total, were between 

eleven and thirty years old, as shown in the first 
graph. In addition to being young, most of the 
group were female (55 respondents) and had 
completed higher education (53 respondents). 

Profile of the respondents of Contact (n=91)69

11 – 18 years 19 – 24 years 25 – 30 years 31 – 40 years

Age

16%

44%
29%

11%

Gender
60,44%

Female Male Gender Fluid I prefer not to 
identify myself

37,36%

1,10% 1,10%

Education

58,24%

Higher 
education 
complete

Higher 
education 

incomplete – 
in progress. 

Source: Relative Values research (2018).

Second-
ary school 

incomplete – in 
progress

Secondary 
school 

complete

Never attended 
school

Higher 
education 
incomplete

Secondary 
school 

incomplete 

20,88%

3,30%
8,79%

1,10%
6,59%

1,10%

68Daniel S. Yates, David S. Moore, and Daren S. Starnes, The Practice of Statistics, 3rd ed., (New York: Freeman, 2008).
69‘n’ refers to the total number of answers considered in the aforementioned figures. It is a tool used to contextualise the information 
when working with different sets of data, as is the case in this report. For the other organisations, the number will vary accordingly.
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We also compiled socio-economic data about the parti cipants:

Of the 91 respondents, 48% contributed to 
their household’s income, and the majority 
lived with small- or medium-sized families or 
households, made up of two to fi ve people. The 
parti cipants were asked about their healthcare 

routi nes. In the case of Contact, 54 respondents 
said they had visited the denti st within the 
last twelve months, and 96% were registered 
with a General Practi ti oner (GP) or surgery.70

Socio-economic data on Contact respondents (n=91)

82,42%

59,34%

From two to 
fi ve people

During the last 
12 months

From six to ten 
people

1 – 5 years

Only one

More than 5 
years

More than 
eleven people

Didn’t know/
Didn’t answer

12,09%

27,47%

4,40%

8,79%

1,10%

4,40%

4%

96%

Do you contribute to your family’s income?

When was the last ti me you saw a denti st? 

How many people live in your household?

Are you registered with a GP or surgery?

48%

No

No

Yes

Yes

52%

Source: Relati ve Values research (2018).

96%

70All UK residents are enti tled to register with a GP surgery within the Nati onal Health Service (NHS) that provides free 
consultati ons, primary medical care as the fi rst point of referral for health services and conti nuing care <htt ps://www.nhs.
uk/using-the-nhs/nhs-services/gps/how-to-register-with-a-gp-practi ce/>. The recommended regularity of routi ne NHS 
dental check-ups can vary from every three months up to every two years depending on assessment of individual risk, but 
every six to twelve months is common practi ce.
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Most of the individuals who parti cipated in the research indicated they had a long-standing 
relati onship with the organisati on, with 68% having been involved for more than one year. 

Length of engagement as a parti cipant

From one to two years

From six months to one year

41%

27%

18%

14%

More than two years

Up to six months

Capacity for refl ecti on

Social mobilisati on

Increase in social capital

Expansion of perspecti ves

High

High

Outstanding

Outstanding

41%

27%

14%

Source: Relati ve Values research (2018).

It is unsurprising, given the long period 
of engagement with Contact, that many 
respondents parti cipated in more than one 
project there. Among those most cited 
were: Creati ve Experts, Contact Young 
Company, Young Identi ty, and The Agency UK.

This group’s answers were analysed and 

formulated into indicators that off er a 
systemati sed view of the themes addressed 
in the research. Each indicator’s performance 
was classifi ed as Low (0.0-0.5), Intermediate 
(0.5-0.7), High (0.7-0.9), or Outstanding 
(0.9-1.0). In the next secti on, we present 
the results calculated for each dimension.

The transformati ve potenti al of culture can 
be observed through various lenses. The 
intrinsic value of acti ons and cultural practi ces 
– related to the arti sti c contents per se – 
disti nguishes itself71 as an important feature 
but is parti cularly challenging to measure 
through the subjecti ve responses of individuals. 

To address the dimension of impact on individual 
capacity for agency, we focused on the individual’s 
capacity for refl ecti on, their ability to process 

social experience, and development of everyday 
skills.72 The power of personal agency, which 
also manifests itself in social relati ons, resonates 
beyond the individual and is also refl ected 
in the capability of a group or community in 
dealing with certain challenges or problems. 

Indicators refl ect how Contact 
generates impact in the capacity for 
personal agency of the respondents: 

Individual capacity for agency

0.828

0.710

0.910

0.790

71John Holden, Cultural Value and the Crisis of Legiti macy, (London: Demos, 2006).
72Long, van der Ploeg, (2009).
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Cultural democracy

Understanding of working in the arts sector

Cultural engagement

Perceived proximity to the arts sector

Viability of working in the arts sector

Creati ve skills

Outstanding

High

Intermediate

Outstanding

High

High

By producing data about individual 
subjecti viti es, the research explores the 
impact of organisati ons on the relati on that 
respondents have with arts and creati vity. 
In this dimension, we addressed the intrinsic 
value of cultural practi ces – understood as a 
means for social and economic development – 

as well as the intrinsic value of the arts, which 
we considered through analyses of access 
(cultural democracy) and proximity to the arts. 

These are the calculati ons of Contact’s 
indicators for this dimension: 

Contact performs outstandingly on the indicators 
of ‘cultural democracy’ and ‘proximity to the 
arts’ (facilitati ng the access of young people 
arts and cultural initi ati ves across the city). We 
calibrated the responses to cultural practi ces 
according to individual percepti ons, asking 
respondents to measure their own access to and 
opportunity to engage in the arts. Individuals 
demonstrated that, through diff erent projects 
and acti ons, Contact contributes signifi cantly 
to improving access to cultural practi ces. 

Parti cipati on in Contact’s programmes was 

seen by respondents as having a high impact on 
their understanding of the arti sti c job market 
and their viability of entering it, with most 
of the respondents saying that their creati ve 
abiliti es74 increased aft er parti cipati ng in the 
projects. The results also revealed that, even 
though Contact demonstrably brings young 
people into the arts sector and promotes a 
belief in cultural democracy, parti cipants sti ll 
experienced a gap in their cultural engagement 
– which we defi ned as collecti ve parti cipati on 
in cultural and arti sti c practi ces, and/or 
producti on, creati on and co-creati on of culture.

Projects and acti ons developed by the 
organisati on have infl uenced the constructi on 
of an individual’s ability to refl ect on themselves 
and others.73

It was evident that respondents recognised 
Contact’s capacity to increase the social capital 
of its parti cipants, creati ng and consolidati ng 
relati onships in the interacti ve environment 
it creates with young people. The responses 
indicate there is space to translate that higher 
social capital into social mobilisati on, with a 
focus on discussing and developing collecti ve 

soluti ons to problems in the parti cipants’ 
territories. 

Indicators also demonstrated an impact from 
cultural practi ces on the expansion of individual 
perspecti ves, which is parti cularly important in 
areas with high socio-economic vulnerability 
where there are fewer material opportuniti es 
for young people. For such groups – which are 
Contact’s principal target – indicators pointed to 
improved perspecti ves on future employment 
and educati on. 

Relati onship to arts and creati vity

0.973

0.860

0.5861

0.955

0.790

0.765

73See the questi ons used to build each indicator. 
74See the questi onnaires. The defi niti on of creati vity used by Richard Florida in The Rise of the Creati ve Class (Topeka, KA:Tandem 
Library, 2002) guided the formulati on of this indicator.
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Access

Lived Space

Recogniti on

Understanding of Social Reality

Identi fi cati on and belonging

High

Intermediate

Intermediate

Intermediate

High

From their interacti ons with individuals, 
insti tuti ons, and the communiti es of a local 
territory, arts organisati ons can grow, learn, 
and develop how best to integrate their 
work.75 They have the potenti al to create and/

or strengthen local creati ve networks through 
their engagement with local arti sts and cultural 
agents, as well as with creati ve companies from 
the wider cultural industries. Indicators show 
a good performance by Contact in this area:

Respondents were questi oned as to the eff ects 
their parti cipati on had in terms of lived space – 
their iti neraries/trajectories through the city and 
their local neighbourhood – their understanding 

of social reality, and their sense of identi fi cati on 
and belonging to a territory. When compared 
to other dimensions of Contact’s social 
impacts, the results here were more modest: 

The last dimension speaks to the direct eff ects of 
the organisati on on its territory, be it materially 
or through narrati ves created from its acti viti es.

The graphic below shows all of the indicators 

related to this last dimension. Each vertex 
corresponds to an indicator: a point farthest away 
from the centre represents the best performance, 
as is the case for community engagement and 
access to spaces within the local neighbourhood:

It is important to note that respondents were 
aware they were accessing a creati ve network 
when parti cipati ng in Contact’s programme, 
but were less able to recognise their access 
to similar networks outside the sphere of the 

organisati on. This reinforces the need for 
creati ng structures to promote social mobility 
for parti cipants beyond the organisati on 
itself and the network in which it is inserted. 

Indicators suggest that parti cipati on in the 
organisati on did not signifi cantly change the 
outlook, relati onships or journey routes of 
respondents within the territories. Any change in 
individuals’ percepti on of their social reality also 
registered as intermediate. Social refl ecti ons 
produced by parti cipati on in Contact happened 
in ways other than changes to respondents’ 
percepti ons of the place where they lived.76 

Nonetheless, it is important to note that there are 
indicati ons of eff ects on the individuals’ sense of 
belonging to the territory where they lived. Even 
a modest contributi on to the understanding of 
social relati ons and to lived space has value. As 
other indicators suggest, a deepening of the 
relati onship to territory through a variety of 
projects can be a strategy to encourage young 
people to search for soluti ons to local problems. 

Local creati ve networks

Relati onship between individual and territory

Direct territorial transformati on

0.675

0.677

0.734

0.890

0.624

75Alessandro Bollo, Measuring Museum Impacts, (2013), <htt ps://www.academia.edu/6601989/Measuring_Museum_Impacts>.
76See the full questi onnaires.
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Territorial impact does not emerge as a clear 
priority but it is important to emphasise that 
Contact has its own building and, when working 
in other neighbourhoods, generally does so in 
spaces already occupied by partner insti tuti ons. 
This leads to bett er results on the indicators 
for access to local spaces and community 

engagement. When parti cipants frequently visit 
these third-party spaces temporarily occupied 
by Contact, they become more comfortable and 
it feels more natural to use them. It also results 
in a larger number of insti tuti ons and a wider 
range of people from the community interacti ng 
with the arts projects initi ated by Contact. 

New use for spaces

Community engagement

Bett er percepti on of the territory by 
residents

New business

Increased access to spaces within the territory

Safety in public spaces Improved use of public spaces

Creati on of new social spaces

More positi ve descripti on of the territory

1

0,8

0,6

0,4

0,2

0

Infrastructure
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CONTEXTAxis

01
The four arts organisations that are part of 
this research have a strong relationship with 
the concept of ‘territory’. As a social space 
for conviviality and for the construction of 
identities, a territory presents geographic and 
socio-economic markers that characterise the 
situations of vulnerability that its inhabitants 
do or do not experience. If we approach culture 
from an instrumental perspective, in territories 
of extreme vulnerability these organisations act 
as transformers of the social reality constructed 
and experienced in specific sites.

Indicators in Axis I seek to draw a panorama of 
the territory where the organisation generates its 
actions and activities. In order to map the impact 
these organisations produce, we need first to 
understand where they act. The indicators we 
applied use information already available from 
national or local statistical agencies (secondary 
data).

BAC produces a wide range of projects, most 
of which take place in its own building which is 
located in the London Borough of Wandsworth. 
The borough as a whole performs relatively well 
insofar as its indicators of social vulnerability, 
with its IMD intermediate score ranking 158 
out of 326 (one being the most deprived) and 
its unemployment rate being one of the lowest 
in London,77 around 5.7%. Health indicators for 
Wandsworth also show a good level of social 
development in the area, with life expectancy at 
81.6 years and infant mortality 3.1 deaths before 
one year of age per 1000 births, well below the 
national average (93.8 per 1000 births).

However, the borough presents a relatively 
high level of income inequality and areas of 
concentrated deprivation in some of its electoral 
districts, such as Latchmere, Furzedown, and 
Roehampton and Putney Heath.78

77Trust for London, <https://www.trustforlondon.org.uk/data/boroughs/wandsworth-poverty-and-inequality-
indicators/>. 
78Wandsworth foodbank <https://wandsworth.foodbank.org.uk/wp-content/uploads/sites/149/2017/05/Hunger-and-
Poverty-in-Wandsworth-report-2017.pdf>.
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OPERATIONSAxis

02
The four arts organisations that are part of 
this research have a strong relationship with 
the concept of ‘territory’. As a social space 
for conviviality and for the construction of 
identities, a territory presents geographic and 
socio-economic markers that characterise the 
situations of vulnerability that its inhabitants 
do or do not experience. If we approach culture 
from an instrumental perspective, in territories 
of extreme vulnerability these organisations act 
as transformers of the social reality constructed 
and experienced in specific sites.

The four organisations studied in this 
research seek diverse ways to achieve social 
transformation through the cultural projects 
and activities they develop in specific territories. 

Their strategies focus on the group(s) they 
intend to reach, the resources available and the 
territories where they are applied.

In this axis, we aimed to systematise an 
understanding of the actions of these 
organisations as they look to generate impact on 
individuals and territories. Partner organisations 
were interviewed and also answered a 
questionnaire that was custom-developed 
for the research project. Their answers are 
presented, analysed, and categorised below. 

BAC is a vibrant place where arts, memory, and 
social experiences are in constant movement. 
The indicators below summarise some core 
aspects of the organisation’s operations:
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BAC aims to shape the future mainly through 
innovati ve theatre shows and socially engaged 
projects focusing on groups in need of care, 
especially young people at risk of off ending or 

with low educati onal att ainment, lonely and 
isolated elderly people, and families living in 
poverty. 

The organisati on‘s methodology is based on 
project working, with a small but diverse team 
organising acti viti es for a limited period. All 
BAC’s acti viti es, cultural and/or social, employ 
the Scratch methodology ‘which encourages 

everyone to test things out at an early stage 
of their development with the people it is 
intended for’,81 providing greater interacti on and 
feedback between users/arti sts and  producers/
promoters. 

79Number of parti cipants in the selected projects for the research: Scratch Hub (including local roots), Over Elevens, The Agency UK, 
Create, Agents of Creati ve Change, Family Saturdays, and Elders dance.
80Defi niti on provided by the organisati on. 
81BAC’s questi onnaire.
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IMPACTSAxis

03
The third axis focuses on the impacts generated 
by the organisations at an individual level: 
i.e. those who participate in their projects 
and actions. To collect this information, each 
organisation applied a questionnaire with their 
participants and/or public who experienced 
the project outcomes. The selection of the 
people who were interviewed was random, 
following the randomised method of sample 

selection used by other studies of thi stype.82

Despite attempts to build a general profile 
of the participants of each organisation, the 
results presented in this section refer only to 
those who took part in the research, referred 
here as ‘respondents’. In the case of BAC, a total 
of 101 people answered the questionnaire. 
The figures below show their characteristics. 

Profile of BAC respondents (n = 10183)

11 – 18 years 19 – 24 years 25 – 30 years 31 – 40 years

Age

15%

31%

15%
11%

Gender
57,43%

Female Male I prefer not to 
identify myself

Non-binary/
third gender

Transgender 
male 

39,60%

0,99% 0,99% 0,99%

Education

55,45%

Higher 
education 
complete

Secondary 
education 
complete

Source: Relative Values research (2018).

Secondary 
school 

incomplete

41 – 50 years

Higher 
education 

incomplete – 
in progress

Secondary 
school 

incomplete – 
in progress

51 – 60 years

Higher 
education 
incomplete

Primary 
school 

complete

Not informed

+60 years NA

19,80%

2,97%

9%

8,91%
2,97%

4%

7,92%
0,99% 0,99%

15%

1%

82Daniel S. Yates, David S. Moore, and Daren S. Starnes, The Practice of Statistics, 3rd ed., (New York: Freeman, 2008).
83‘n’ refers to the total number of answers considered in the aforementioned figures. It is a tool used to contextualise the information 
when working with different sets of data, as is the case in this report. For the other organisations, the number will vary accordingly.
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The BAC respondents presented a varied 
age profi le, with a predominance of younger 
people (61 of 101 respondents were between 
eleven and thirty years old) but also including 
older people (nineteen respondents were fi ft y-

one years old or older). Most respondents 
were female (58 women) and the majority had 
completed higher educati on (56 respondents).
We also compiled socio-economic 
data about the parti cipants:

Socio-economic data on BAC respondents (n = 101)

84All UK residents are enti tled to register with a GP surgery within the Nati onal Health Service (NHS) that provides free 
consultati ons, primary medical care as the fi rst point of referral for health services and conti nuing care <htt ps://www.
nhs.uk/using-the-nhs/nhs-services/gps/how-to-register-with-a-gp-practi ce/>. The recommended regularity of routi ne 
NHS dental check-ups can vary from every three months up to every two years depending on assessment of individual 
risk, but every six to twelve months is common practi ce.

Most respondents lived in small families, 
composed of two to fi ve people (79 respondents), 
and contributed to their household’s income. 
Parti cipants were also asked to answer 

questi ons about their healthcare routi nes. Sixty-
fi ve respondents reported that they had visited 
a denti st in the last twelve months, and only 
four were not registered with a GP or surgery.84

78,22%

64%

From two to 
fi ve people

During the last 
12 months

Only one

1 – 5 years

From six to ten 
people

Not informed

Didn’t know/
Didn’t answer

15,84%

21%

4,95%
0,99%

15%

4%

96%

Do you contribute to your family’s income?

When was the last ti me you saw a denti st? 

How many people live in your household?

Are you registered with a GP or surgery?

52%

No

No

Yes

Yes

48%

Source: Relati ve Values research (2018).

96%
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Length of engagement as a parti cipant

Up to six months

More than two years

41%

1%

24%

19%

15%

From 1 year to two years

From six months to one year

No answer

Capacity for refl ecti on

Social mobilisati on

Increase in social capital

Expansion of perspecti ves

High

Intermediate

High

Intermediate

41%

24%

15%

Source: Relati ve Values research (2018).

Most respondents had begun to att end BAC 
recently (within the last year). The Agency UK 
and Agents of Creati ve Change were among 
the projects most oft en cited; others included 
Family Saturdays and BAC Young Producers.

This group’s answers were analysed and 
formulated into indicators that off er a 

systemati sed view of the themes addressed in 
the research. Each indicator’s performance was 
classifi ed as low (0.0-0.5), intermediate (0.5-0.7), 
high (0.7-0.9) or outstanding (0.9-1.0). In the next 
secti on, we present the results calculated from the 
parti cipants’ questi onnaires for each dimension.

The transformati ve potenti al of culture can 
be observed through various lenses. The 
intrinsic value of acti ons and cultural practi ces 
– related to the arti sti c contents per se – 
disti nguishes itself85 as an important feature 
but is parti cularly challenging to measure 
through the subjecti ve responses of individuals. 

To address the dimension of impact on individual 
capacity for agency, we focused on the individual’s 

capacity for refl ecti on, their ability to process 
social experience, and development of everyday 
skills.86 The power of personal agency, which 
also manifests itself in social relati ons, resonates 
beyond the individual and is also refl ected 
in the capability of a group or community in 
dealing with certain challenges or problems. 

Indicators refl ect how BAC generates impact 
in the capacity for agency of the respondents:

The indicators show that the impact of BAC on the 
personal agency of the organisati on’s parti cipants 
is relati vely high. This refl ects BAC’s mission, 

inspiring people through the development of 
their capacity for refl ecti on while encouraging 
them to build connecti ons with others.

Individual capacity for agency

0.768

0.689

0.841

0.696

85John Holden, Cultural Value and the Crisis of Legiti macy, (London: Demos, 2006).
86Long, van der Ploeg, (2009).
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The research also points to potenti al for the 
impact on parti cipants to develop further. 
For example, the networks that parti cipants 
constructed through their engagement with 
BAC could also infl uence their wider social 

mobilisati on (seen in the research to be less 
dynamic). The capacity for inspired refl ecti on that 
was confi rmed by the research data could also 
lead to initi ati ves that developed parti cipants’ 
refl ecti ons on their opti ons for the future. 

By producing data about individual 
subjecti viti es, the research explores the 
impact of organisati ons on the relati on that 
respondents have with arts and creati vity. 
In this dimension, we addressed the intrinsic 
value of cultural practi ces – understood as a 
means for social and economic development – 

as well as the intrinsic value of the arts, which 
we considered through analyses of access 
(cultural democracy) and proximity to the arts. 

These are the calculati ons of BAC’s 
indicators for this dimension: 

From their interacti ons with individuals, 
insti tuti ons, and the communiti es of a local 
territory, arts organisati ons can grow, learn, 
and develop how best to integrate their 
work.87 They have the potenti al to create and/

or strengthen local creati ve networks through 
their engagement with local arti sts and cultural 
agents, as well as with creati ve companies 
from the wider cultural industries. Indicators 
show a good performance by BAC in this area:

Relati onship to arts and creati vity

Local creati ve networks

Cultural democracy

Understanding of working in the arts sector

Cultural engagement

Perceived proximity to the arts sector

Viability of working in the arts sector

Creati ve skills

Outstanding

High

Low

Outstanding

Intermediate

Intermediate

BAC demonstrates excellent impact with 
regards to cultural democracy and proximity 
to the arts (facilitati ng the access of young 
people arts and cultural initi ati ves across the 
city). We calibrated the responses to cultural 
practi ces according to individual percepti ons, 
asking respondents to measure their own 
access to and opportunity to engage in the arts. 
Individuals demonstrated that through diff erent 
projects and acti ons, BAC contributed to 
increased access to cultural practi ces in general.

The research points towards a potenti al 
development area for BAC in thinking about 
ways to  promote cultural engagement which 

produced a lower grading from respondents. 
We defi ned the cultural engagement of 
individuals as collecti ve parti cipati on in cultural 
and arti sti c practi ces, and/or producti on, 
creati on and co-creati on of culture. Even 
though the respondents considered themselves 
close to the arts sector, they indicated that 
they experienced a lower level of engagement 
in arts practi ces aft er or beyond BAC.

BAC raises the awareness of parti cipants of 
the arts as a fi eld of work, increases their 
understanding of work practi ces and successfully 
promotes the viability of the arts as a profession 
alongside developing their creati ve abiliti es.

0.935

0.852

0.370

0.918

0.535

0.599

87 Alessandro Bollo, Measuring Museum Impacts, (2013), <htt ps://www.academia.edu/6601989/Measuring_Museum_Impacts>.
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Access

Lived Space

Recogniti on

Understanding of Social Reality

Identi fi cati on and belonging

Intermediate

Low

Intermediate

Intermediate

High

Respondents were questi oned as to the eff ects 
their parti cipati on had in terms of lived space 
– their iti neraries/trajectories through the 
city and their local neighbourhood – their 

understanding of social reality, and their sense 
of identi fi cati on and belonging to a territory. 
BAC’s performance in this dimension is variable:

The last dimension speaks to the direct eff ects of 
the organisati on on its territory, be it materially 
or through narrati ves created from its acti viti es.

The graphic below shows all of the indicators 

related to this last dimension. Each vertex 
corresponds to an indicator: a point farthest away 
from the centre represents the best performance, 
as is the case for community engagement and 
access to spaces within the local neighbourhood:

The individual BAC respondents were oft en 
not clear about the networks in which 
the organisati on parti cipates. There is an 
opportunity to strengthen links between 
parti cipants in BAC’s projects and the networks 

of arti sti c and cultural professionals that form 
part of the organisati on’s operati ons. This 
could generate greater cultural engagement 
and increased opportuniti es for future work 
in the arts and culture sector for parti cipants. 

BAC improves people’s understanding of 
their local social reality, but most of all it 
aff ects parti cipants’ identi fi cati on and sense 
of belonging with their neighbourhood and 
their city. The Agency UK programme works 
directly and intensively with these issues, so 
it is not surprising to see strong results here. 

BAC prioriti ses work within its own building 

and encourages parti cipati on of people who live 
nearby which is refl ected in the relati vely low 
impact of the organisati on in generati ng new 
ways for its parti cipants to engage with the 
wider city. This performance is not necessarily 
negati ve. Although territory is an important 
focus of its acti ons (local), BAC is a building-based 
organisati on which does not necessarily aim to 
promote parti cipants’ access to new locati ons.

Relati onship between individual and territory

Direct territorial transformati on

Direct territorial transformati on

0.635

0.639

0.788

0.673

0.495
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The indicators show that BAC’s direct impact on 
the territory itself is limited, possibly because 
BAC’s acti viti es predominantly take place 
within its own venue. Nonetheless, eff ects 
on community engagement and access to 
other spaces in the territory have their own 

values as important spheres of community 
life. This data also suggests that there may 
be opportuniti es for BAC to promote more 
work that has a focus on changes within 
specifi c neighbourhoods and territories.  

New use for spaces

Community engagement

Bett er percepti on of the territory by 
residents

New business

Increased access to spaces within the territory

Safety in public spaces Improved use of public spaces

Creati on of new social spaces

More positi ve descripti on of the territory

1

0,8

0,6

0,4

0,2

0

Infrastructure
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MARÉ
CENTRE FOR THE ARTS(CAM)
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CONTEXTAxis

01
The four arts organisations that are part of 
this research have a strong relationship with 
the concept of ‘territory’. As a social space 
for conviviality and for the construction of 
identities, a territory presents geographic and 
socio-economic markers that characterise the 
situations of vulnerability that its inhabitants 
do or do not experience. If we approach culture 
from an instrumental perspective, in territories 
of extreme vulnerability these organisations act 
as transformers of the social reality constructed 
and experienced in specific sites.

Indicators in Axis I seek to draw a panorama of the 
territory where the organisation generates its actions 
and activities. In order to map the impact these 
organisations produce, we need first to understand 
where they act. The indicators we applied use 
information already available from national or local 

statistical agencies (secondary data).

The Maré Centre for the Arts (CAM) is an arts 
centre run by Maré Development Networks and 
located in Nova Holanda, one of the sixteen 
favelas that form the Complex of Maré. CAM 
engages participants from across all sixteen 
communities and also from different, more 
affluent parts of the city. The Complex of Maré 
is one of the most populated areas in Rio and 
faces many challenges related to poverty and 
inequality. Its Social Development Index88 is 
one of the lowest for Rio de Janeiro’s official 
neighbourhoods,89 scoring 0.547, against a city 
average of 0.609. Infant mortality is also higher 
in Maré than the city average, with 13.64 deaths 
before one year of age per 1000 live births, while 
in Rio de Janeiro the average is 11.32 deaths per 
1000 live births. 

88The Social Development Index (IDS, in its Portuguese acronym) draws on Amartya Sen’s Human Development Index 
(HDI) adding new variables related to access to public sanitation, housing quality, education, and income availability. Data is 
from 2010 and the information is available at < http://www.data.rio/datasets/f7ec7718c6ab403e9171d898538ab798>.  
89Although most favelas are informal districts, Maré is one of the few in Rio de Janeiro that is an official neighbourhood 
and thus is entitled to statutory provision from state policies and programmes.
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OPERATIONSAxis

02
The four organisati ons studied in this 
research seek diverse ways to achieve social 
transformati on through the cultural projects 
and acti viti es they develop in specifi c territories. 
Their strategies focus on the group(s) they 
intend to reach, the resources available and the 
territories where they are applied. 

In this axis, we aimed to systemati se an 
understanding of the acti ons of these 
organisati ons as they look to generate impact on 
individuals and territories. Partner organisati ons 

were interviewed and also answered a 
questi onnaire that was custom-developed 
for the research project. Their answers are 
presented, analysed, and categorised below.

CAM has an important role in promoti ng low-
income, peripheral territories as a legiti mate 
place for cultural consumpti on and a rich source 
of arti sti c producti on, engaging with people 
from all age groups so they can have access to 
arti sti c performances, acti viti es, and workshops.

Acti viti es at CAM are arti culated along three 
axes: training, disseminati on, and creati on. It 
seeks to train both audiences and arti sts, and 
to promote the circulati on of the arts in the city, 
with shows, performances, and art exhibiti ons. 

Due to its locati on in Maré, CAM has a strong 
relati onship with low-income groups of people 
who have suff ered violati ons of their human and 
social rights, in terms of public safety, educati on, 
culture, health, and leisure.
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To ensure vulnerable groups will engage with 
its projects and programme, the organisati on 
promotes an ongoing programme of regular 
workshops, mostly related to dance. Maré’s 
Free Dance School is one of the most prominent 

projects at CAM. 

Besides this set of fi xed acti viti es, CAM also 
hosts a range of other projects across diff erent 
areas of cultural and social acti vity. 
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IMPACTSAxis

03
The third axis focuses on the impacts generated 
by the organisations at an individual level: 
i.e. those who participate in their projects 
and actions. To collect this information, each 
organisation applied a questionnaire with their 
participants and/or public who experienced 
the project outcomes. The selection of the 
people who were interviewed was random, 
following the randomised method of sample 

selection used by other studies of this type.90

Despite attempts to build a general profile of 
the participants of each organisation, the results 
presented in this section refer only to those 
who took part in the research, referred here 
as ‘respondents’. In the case of CAM, a total of 
ninety-nine people answered the questionnaire. 
The graphics below show their characteristics:

Profile of CAM respondents (n=9991)

11 – 18 years 19 – 24 years 25 – 30 years 31 – 40 years

Age

16%

34%
24%

12%

Gender

1%

Agender Gender Fluid Male Female Non-binary Other

3%

30%

63%

1% 2%

Source: Relative Values research (2018).

41 – 50 years 51 – 60 years +60 years

7% 5% 1%

Compulsory Education

7%

Primary school 
complete

Primary school 
incomplete –
in progress

Secondary 
school 

incomplete – 
in progress

Primary school 
incomplete

Secondary
school 

incomplete

Secondary 
school 

complete

8%
4%6%

3%

24%

Continuing education

1%

Young Adults 
Education

Higher 
education 
complete

Professional 
school

Higher 
education 

incomplete – 
in progress

Higher 
education 
incomplete

12%

1%

31%

2%

90Daniel S. Yates, David S. Moore, and Daren S. Starnes, The Practice of Statistics, 3rd ed., (New York: Freeman, 2008).  
91‘n’ refers to the total number of answers considered in the aforementioned figures. It is a tool used to contextualise 
the information when working with different sets of data, as is the case in this report. For the other organisations, the 
number will vary accordingly.
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Most of the respondents of the questi onnaire 
were female and between eleven and thirty 
years old (in total, 74 of 99 respondents were 
within this age range). The educati onal profi le 
of the respondents is very varied, including 

thirty-one people in higher educati on.
 
We also compiled socio-economic 
data about the parti cipants:

Socio-economic data on CAM respondents (n=99)

92Brazilian Single Health System (Sistema Único de Saúde – SUS) is the nati onal health system funded by the federal 
government.

Among the 99 respondents, 55 contributed to 
their family’s income, and the majority lived 
in a family with between two and fi ve people 
(79 respondents). The survey parti cipants were 
asked about their healthcare routi ne: for Brazilian 
organisati ons, parti cipants were asked about the 
last ti me they went to the denti st – 63 in the last 
year – and how this consultati on took place. Of 
all the respondents, only 7 said they had accessed 
denti stry through a healthcare insurance plan, 

twenty-one respondents via the public health 
system (Sistema Único de Saude or SUS)92 and 
the majority, 58, through private consultati on. 

Most of the individuals that parti cipated in 
the research had a long-term relati onship 
with the organisati on, having taken part 
in a variety of projects organised by CAM 
for more than one year (55 respondents).

12%

Only one From two to 
fi ve people

More than fi ve 
people

15,84%

8%

64%

During the last 
12 months

1 – 5 years

15%

More than 5 
years

4%

Didn’t know/
Didn’t answer

17% 12%

Didn’t know/
didn’t answer

Public health 
system

21%

Private 
consultati on

59%

Healthcare 
plan

7%

Other

1%

Do you contribute to your family’s income?

When was the last ti me you saw a denti st? 

How many people live in your household?

This dental appointment was made through

56%

2%

No

Yes

Didn’t know/
didn’t answer

42%

Source: Relati ve Values research (2018).
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Length of engagement as a parti cipant

Up to six months

From one to two years

12%

11%

11%

36%

30%

From six months to one year

More than two years

Didn’t know/didn’t answer

Capacity for refl ecti on

Social mobilisati on

Increase in social capital

Expansion of perspecti ves

High

High

High

High

12%

11%

11%

36%

30%

Source: Relati ve Values research (2018).

The Free Dance School of Maré is CAM’s 
main project and, consequently, the one 
with the largest number of respondents in 
the sample (44 individuals). Other projects 
menti oned were Grupo Ati ro and theatre 
workshops, as well as representati ves from the 
general audience who att end CAM’s events.

The responses collected from the group of 
respondents were treated and calculated 
according to indicators which provide a 
systemati sed view of the topics addressed by this 
research. The performance of each indicator can 
be classifi ed as low (0-0.5), intermediate (0.5-0.7), 
high (0.7-0.9) and excellent (0.9-1). The following 
are the results found for each dimension:

The transformati ve potenti al of culture can 
be observed through various lenses. The 
intrinsic value of acti ons and cultural practi ces 
– related to the arti sti c contents per se – 
disti nguishes itself93 as an important feature 
but is parti cularly challenging to measure 
through the subjecti ve responses of individuals. 
To address the dimension of impact on individual 
capacity for agency, we focused on the individual’s 
capacity for refl ecti on, their ability to process 

social experience, and development of everyday 
skills.94The power of personal agency, which 
also manifests itself in social relati ons, resonates 
beyond the individual and is also refl ected 
in the capability of a group or community in 
dealing with certain challenges or problems. 

Indicators refl ect how CAM 
generates impact in the capacity for 
personal agency of the respondents: 

The indicators demonstrate that CAM has 
a high impact on the capacity for personal 
agency of parti cipants. The research shows 
that there are opportuniti es for this impact to 

be developed, reinforcing the networks of trust 
that have been formed and transforming them 
into specifi c proposals for territorial acti on.

Individual capacity for agency

0.785

0.733

0.788

0.729

93John Holden, Cultural Value and the Crisis of Legiti macy, (London: Demos, 2006).
94Long, van der Ploeg, (2009).



55Relative Values

By producing data about individual 
subjecti viti es, the research explores the 
impact of organisati ons on the relati on that 
respondents have with arts and creati vity. 
In this dimension, we addressed the intrinsic 
value of cultural practi ces – understood as a 
means for social and economic development – 

as well as the intrinsic value of the arts, which 
we considered through analyses of access 
(cultural democracy) and proximity to the arts. 

These are the calculati ons of CAM’s 
indicators for this dimension: 

From their interacti ons with individuals, 
insti tuti ons, and the communiti es of a local 
territory, arts organisati ons can grow, learn, 
and develop how best to integrate their 
work.96 They have the potenti al to create and/

or strengthen local creati ve networks through 
their engagement with local arti sts and cultural 
agents, as well as with creati ve companies 
from the wider cultural industries. Indicators 
show a high performance by CAM in this area:

Relati onship to arts and creati vity

Local creati ve networks

Cultural democracy

Understanding of working in the arts sector

Cultural engagement

Perceived proximity to the arts sector

Viability of working in the arts sector

Creati ve skills

Outstanding

High

Low

Outstanding

Low

Intermediate

CAM’s performance is excellent for the indicators 
of cultural democracy and proximity to the arts 
(facilitati ng the access of young people to arts and 
cultural initi ati ves across the city). We calibrated 
the responses to cultural practi ces according to 
individual percepti ons, asking respondents to 
measure their own access to and opportunity 
to engage in the arts. Individuals demonstrated 
that through its diff erent projects and acti ons, 
CAM improves access to cultural practi ces, 
even in the context of the challenges of Rio de 
Janeiro where peripheral territories (favelas) 
have few spaces dedicated to cultural acti vity.

Although there is a strong percepti on that the CAM 
improves parti cipants’ proximity to the arts and 
their belief in cultural democracy, the indicators 
show that there is room for consolidati on of 

what we understand as cultural engagement, 
by which we mean collecti ve parti cipati on 
in cultural and arti sti c practi ces, and/or 
producti on, creati on and co-creati on of culture.

CAM is seen to have a high impact on the 
respondents’ understanding of work in the 
arti sti c sector. It is interesti ng to note that this 
understanding is not translated into a belief in 
the viability of working in the arti sti c and cultural 
sectors. This may suggest a need for initi ati ves 
that address a public that seems interested in 
working in this area. The same holds for creati ve 
skills,95 in which CAM has an intermediate 
impact and could consider further initi ati ves 
to support parti cipants to be bett er prepared 
to discover new niches in the labour market.

0.941

0.857

0.444

0.918

0.495

0.555

95See the full questi onnaires. The defi niti on of creati vity used by Richard Florida in The Rise of the Creati ve Class (Topeka, KA:Tandem 
Library, 2002) guided the formulati on of this indicator.  
96Alessandro Bollo, Measuring Museum Impacts, (2013), <htt ps://www.academia.edu/6601989/Measuring_Museum_Impacts>.
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Access

Lived Space

Recogniti on

Understanding of Social Reality

Identi fi cati on and belonging

High

High

High

Intermediate

High

Respondents were questi oned as to the 
eff ects their parti cipati on had in terms of 
lived space – their iti neraries/trajectories 
through the city and their local neighbourhood 

– their understanding of social reality, and 
their sense of identi fi cati on and belonging 
to a territory. Respondents demonstrate 
that CAM has a signifi cant impact here:

The last dimension speaks to the direct eff ects of 
the organisati on on its territory, be it materially 
or through narrati ves created from its acti viti es.

The graphic below shows all of the indicators 
related to this last dimension. Each vertex 

corresponds to an indicator: a point farthest 
away from the centre represents the best 
performance, as is the case for community 
engagement and improved use of public 
spaces within the local neighbourhood:

Through ongoing projects, such as the 
Free Dance School of Maré and a diverse 
programme of workshops, shows, exhibiti ons, 
lectures, etc., CAM acti vates local creati ve 
networks, bringing diff erent arti sts and creati ve 

professionals to their cultural centre. The 
indicators demonstrate that the consequence of 
CAM’s initi ati ves is that parti cipants recognise 
and feel able to access creati ve networks.

The centre’s work within its territory is very 
signifi cant, as shown by these indicators 
for relati onships between individuals and 
their territory. Att endance at the acti viti es 
and performances is seen not only to 

change the ways the parti cipants move 
around the territory, but also to aff ect their 
understanding of social reality and have a 
positi ve impact on their sense of belonging.

Relati onship between individual and territory

Direct territorial transformati on

0.805

0.689

0.800

0.710

0.708



57Relative Values

The organisati on has a good performance for most 
indicators related to territorial transformati on, 
which is to be expected given its frequent 
acti viti es outside of its building and to its strong 
relati on to the territory’s needs and prioriti es 
(CAM is part of Maré Development Networks, 
whose main goal is to provide strategies for 

the development of the territory). The two 
indicators with the lowest scores – safety in 
public spaces and infrastructure – are assumed 
to refl ect wider structural issues in the territory 
(high levels of gun violence and low levels of 
basic infrastructure provided by public agencies). 

New use for spaces

Community engagement

Bett er percepti on of the territory by 
residents

New business

Increased access to spaces within the territory

Safety in public spaces Improved use of public spaces

Creati on of new social spaces

More positi ve descripti on of the territory

1

0,8

0,6

0,4

0,2

0

Infrastructure
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THE AGENCY 
OF YOUTH 
NETWORKS 
(THE AGENCY)
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CONTEXTAxis

01
The four arts organisations that are part of 
this research have a strong relationship with 
the concept of ‘territory’. As a social space 
for conviviality and for the construction of 
identities, a territory presents geographic and 
socio-economic markers that characterise the 
situations of vulnerability that its inhabitants 
do or do not experience. If we approach culture 
from an instrumental perspective, in territories 
of extreme vulnerability these organisations act 
as transformers of the social reality constructed 
and experienced in specific sites.

Indicators in Axis I seek to draw a panorama of 
the territory where the organisation generates its 
actions and activities. In order to map the impact 
these organisations produce, we need first to 
understand where they act. The indicators we 

applied use information already available from 
national or local statistical agencies (secondary 
data).

The Agency’s work is delivered mainly in four 
peripheral territories in Rio de Janeiro: Batan, 
Santa Cruz, Rocinha and Pavuna.97 Each is 
low on Rio’s social development index, well 
below the city’s average (0.609): Batan’s IDS 
is 0.574, Santa Cruz’s 0.528, Rocinha’s 0.533, 
and Pavuna’s is 0.563. Critical vulnerability 
issues include a high level of violence and low 
availability of public services.  In contrast, infant 
mortality rates for Batan, Santa Cruz and Pavuna 
are among the lowest for the whole city at 2.7 
deaths before one year of age per 1000 live 
births (city average: 11.32).

97Batan is a favela located in the neighbourhood of Realengo. As there is no data specific to this favela, all the indicators 
referring to Batan use neighbourhood level information for Realengo. 
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OPERATIONSAxis

02
The four organisati ons studied in this 
research seek diverse ways to achieve social 
transformati on through the cultural projects 
and acti viti es they develop in specifi c territories. 
Their strategies focus on the group(s) they 
intend to reach, the resources available and the 
territories where they are applied. 

In this axis, we aimed to systemati se an 
understanding of the acti ons of these 
organisati ons as they look to generate impact on 
individuals and territories. Partner organisati ons 
were interviewed and also answered a 

questi onnaire that was custom-developed 
for the research project. Their answers are 
presented, analysed, and categorised below. 

To deliver its project to so many diff erent 
territories and reach out to more than 800 
young people each year, the Agency uses 
a methodology that is not dependent on a 
building or specifi c locati on, but rather counts 
on a strong network of local partners and arts 
practi ti oners. Its main goal is to encourage 
young people to overcome challenges and think 
about local problems.

The Agency is both an organisati on and a 
project. It applies its own methodology through 
a training programme in which young people 
from vulnerable territories can access the 

‘means to overcome the defi cit paradigm and 
produce creati ve and innovati ve soluti ons to 
local problems’.98

98The Agency’s questi onnaire.
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The Agency engages young people from low-
income backgrounds, who experience reduced 
educati onal opportuniti es, a lack of access to 

cultural repertoires, and high levels of day-to-
day violence between armed groups and the 
police in their local neighbourhoods.
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IMPACTSAxis

03
The third axis focuses on the impacts generated 
by the organisations at an individual level: 
i.e. those who participate in their projects 
and actions. To collect this information, each 
organisation applied a questionnaire with their 
participants and/or public who experienced 
the project outcomes. The selection of the 
people who were interviewed was random, 
following the randomised method of sample 

selection used by other studies of this type.99

Despite attempts to build a general profile of 
the participants of each organisation, the results 
presented in this section refer only to those 
who took part in the research, referred here 
as ‘respondents’. In the case of the Agency, a 
total of 95 people answered the questionnaire. 
The graphics below show their characteristics. 

Profile of Agency respondents of (n=95100)

11 – 18 years 19 – 24 years 25 – 30 years 31 – 40 years

Age

29%

43%

21%

5%

Gender
49%

Male Male 
transgender

Female Female 
transgender

Didn’t 
answer

1%

41%

2% 6%

Source: Relative Values research (2018).

Didn’t answer

1%

Compulsory Education

1%

Primary school 
complete

Primary school 
incomplete

Secondary 
school 

incomplete

Primary school 
incomplete – 
in progress

Secondary school 
incomplete – in 

progress

Secondary 
school 

complete

2% 7%
1%

13%

46%

4%

Higher 
education 
complete

Higher 
education 
incomplete

Young Adults 
Education 
incomplete

Higher 
education 

incomplete – in 
progress

Young Adults 
Education 

incomplete – in 
progress 

Young 
Adults 

Education

7%
2%

12%
3%1%

Continuing education

99Daniel S. Yates, David S. Moore, and Daren S. Starnes, The Practice of Statistics, 3rd ed., (New York: Freeman, 2008).
100‘n’ refers to the total number of answers considered in the aforementioned figures. It is a tool used to contextualise the information 
when working with different sets of data, as is the case in this report. For the other organisations, the number will vary accordingly.
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Most respondents belong to the nineteen to 
twenty-four age group (41 of 95 respondents). 
The Agency, like the other organisati ons in 
this research, targets young people. Of all the 
organisati ons, the Agency showed the most 
even gender distributi on, with 48 men and 41 
women (including cis and transgender men 

and women). The highest educati onal level of 
most respondents was high school (complete). 
The Agency is also the organisati on whose 
respondents have the highest proporti on of people 
who go/went to Youth and Adult Educati on.101

 We also compiled socio-economic 
data about the parti cipants:

Socio-economic data on CAM respondents (n=99)

102Brazil’s Single Health System (Sistema Único de Saúde – SUS) is the nati onal health system funded by the federal 
government. 

Of 95 respondents, 52 contributed to the 
family’s income, and the majority lived in 
families made up of two to fi ve people (75 
respondents). Research parti cipants were also 
asked to answer some questi ons about their 
healthcare routi ne: for Brazilian organisati ons, 
parti cipants were questi oned about their last 
visit to the denti st – 63 had been within the 
last year – and what type of visit it was: through 
health insurance (8 respondents), the free public 

healthcare system (SUS)102 (39 respondents) 
or private appointment (42 respondents).

Respondents parti cipated in the organisati on’s 
two major projects: the main Agency cycle, 
which creates a deep and acti ve relati onship 
between parti cipant and organisati on, and 
the Every Young Person is Rio festi val, a more 
recent initi ati ve that lasts only a couple of days. 

79%

From two to 
fi ve people

From six to ten 
people

Only one

15%
6%

38%

During the last 
12 months

1 – 5 years

41%

More than 5 
years

6%

Didn’t know/
Didn’t answer

15%
6%

Didn’t know/
didn’t answer

Public health 
system

41%

Private 
consultati on

44%

Healthcare 
plan

8%

Do you contribute to your family’s income?

When was the last ti me you saw a denti st? 

How many people live in your household?

This dental appointment was made through

55%

1%

No

Yes

44%

Source: Relati ve Values research (2018).

Didn’t know/
didn’t answer



64 Relative Values

Length of engagement as a parti cipant

Up to six months

From one to two years

17%

20%
53%

1%
9%

From six months to one year

More than two years

Didn’t know/didn’t answer

Capacity for refl ecti on

Social mobilisati on

Increase in social capital

Expansion of perspecti ves

High

High

High

High

17%

53%

9%

Source: Relati ve Values research (2018).

This group’s answers were analysed and 
formulated into indicators that off er a 
systemati sed view of the themes addressed 
in the research. Each indicator’s performance 

was classifi ed as low (0.0-0.5), intermediate 
(0.5-0.7), high (0.7-0.9) or outstanding 
(0.9-1.0). In the next secti on, we present 
the results calculated for each dimension.

The transformati ve potenti al of culture can 
be observed through various lenses. The 
intrinsic value of acti ons and cultural practi ces 
– related to the arti sti c contents per se – 
disti nguishes itself103 as an important feature 
but is parti cularly challenging to measure 
through the subjecti ve responses of individuals. 

To address the dimension of impact on individual 
capacity for agency, we focused on the individual’s 
capacity for refl ecti on, their ability to process 

social experience, and development of everyday 
skills.104 The power of personal agency, which 
also manifests itself in social relati ons, resonates 
beyond the individual and is also refl ected 
in the capability of a group or community in 
dealing with certain challenges or problems. 

Indicators refl ect how the Agency 
generates impact in the capacity for 
personal agency of the respondents:

The Agency is consistent in this dimension, 
generati ng a high impact across all 
indicators. Promoti ng individual refl ecti on 
and protagonism is at the core of the 
Agency’s mission. Aft er parti cipati ng in one 
of the project’s cycles, parti cipants show a 
bett er capacity for refl ecti on as well as for 

building connecti ons with other people.
The kind of engagement that is built between 
the parti cipants and the organisati on 
creates the conditi ons to be translated 
into social mobilisati on, refl ecti on, and 
providing soluti ons to important questi ons 
about the neighbourhoods where they live. 

Individual capacity for agency

0.801 0.834

0.754 0.800

103John Holden, Cultural Value and the Crisis of Legiti macy, (London: Demos, 2006).
104Long, van der Ploeg, (2009).
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By producing data about individual 
subjecti viti es, the research explores the 
impact of organisati ons on the relati on that 
respondents have with arts and creati vity. 
In this dimension, we addressed the intrinsic 
value of cultural practi ces – understood as a 
means for social and economic development – 

as well as the intrinsic value of the arts, which 
we considered through analyses of access 
(cultural democracy) and proximity to the arts. 

These are the calculati ons of the 
Agency’s indicators for this dimension: 

The increase of the refl ecti ve capacity of 
individuals aft er parti cipati ng in the programme 
results in an expansion of their perspecti ves 

for the future, with the respondents thinking 
more about their educati on and work prospects.

Relati onship to arts and creati vity

Cultural democracy

Understanding of working in the arts sector

Cultural engagement

Perceived proximity to the arts sector

Viability of working in the arts sector

Creati ve skills

Outstanding

High

Low

High

Low

Intermediate

The Agency demonstrates an outstanding 
performance on the indicators of cultural 
democracy. Working with defi niti ons of arts and 
culture that respected the individual’s own ideas 
and experiences, respondents were asked how 
close to arts practi ces they felt and how strongly 
they believed everyone should have access 
and opportunity to engage in them. Individual 
responses demonstrated that the programme 
produces strong eff ects in this area, infl uencing 
parti cipants’ percepti ons of their access to arts 
and cultural practi ces. 

Since the Agency is an organisati on focused on 
questi ons of territory and youth empowerment, 
its impact on young people’s relati onship to arts 
and creati vity happens within a broader context 
of the parti cipants’ relati onships with social 

reality. This is possibly refl ected in the lower 
scores on development of creati ve skills and 
general cultural engagement, which we defi ned 
as collecti ve parti cipati on in cultural and arti sti c 
practi ces, and/or producti on, creati on and co-
creati on of culture. This could be considered in 
future iterati ons of the programme. 

Respondents indicated that they bett er 
understood work in the arti sti c and cultural 
sectors aft er parti cipati ng in the Agency. 
Nevertheless, this did not materialise into a 
convicti on of the viability of working in them. 
This is probably a refl ecti on on the lack of access 
these parti cipants have to such sectors within in 
the city rather than to the acti ons of the Agency 
itself. 

0.937

0.814

0.359

0.838

0.427

0.669
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Access

Lived Space

Recogniti on

Understanding of Social Reality

Identi fi cati on and belonging

High

Intermediate

High

High

High

Respondents were questi oned as to the eff ects 
their parti cipati on had in terms of lived space – 
their iti neraries/trajectories through the city and 
their local neighbourhood – their understanding 

of social reality, and their sense of identi fi cati on 
and belonging to a territory. The Agency 
showed good performance in this dimension:

To build and strengthen networks is at the 
core of the Agency’s methodology, producing 
an impact identi fi able in the organisati on’s 
indicators. The respondents not only recognise 
arti sts, leaders, entrepreneurs, and other 

professionals related to culture and creati vity 
but feel that they can access them about 
matt ers beyond the context of the organisati on. 

One of the Agency’s main goals is to have 
an impact on parti cipants’ understanding of 
social reality and their feeling of belonging to 
their territory and their city. The  indicators 
show this is achieved. The acti viti es of each of 
the organisati on’s projects provoked a bett er 
understanding of the parti cipants’ social reality, 
producing refl ecti on about where they live 
in terms of local territory, city, and country.

The data refl ects the limitati ons as to how 
far the Agency has been able to change the 
routes by which their parti cipants negoti ate 
the city or even the spaces they are able to 
occupy. Despite acti vely encouraging the 
constructi on of new networks and provoking 
much refl ecti on  about local territories and 
the wider city, there are sti ll high barriers to 
improving the rights of young people from 
low-income backgrounds to access the city. 

Relati onship between individual and territory

0.747

0.743

0.722

0.804

0.615

From their interacti ons with individuals, 
insti tuti ons, and the communiti es of a local 
territory, arts organisati ons can grow, learn, and 
develop how best to integrate their work.105 

They have the potenti al to create and/or 

strengthen local creati ve networks through 
their engagement with local arti sts and cultural 
agents, as well as with creati ve companies from 
the wider cultural industries. Indicators show 
a high performance by the Agency in this area:

Local creati ve networks

105Alessandro Bollo, Measuring Museum Impacts, (2013), <htt ps://www.academia.edu/6601989/Measuring_Museum_
Impacts>.
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The last dimension speaks to the direct eff ects of 
the organisati on on its territory, be it materially 
or through narrati ves created from its acti viti es.

The graphic below shows all of the indicators 
related to this last dimension. Each vertex 

corresponds to an indicator: a point farthest 
away from the centre represents the best 
performance, as is the case for community 
engagement and more positi ve descripti on of 
the territory within the local neighbourhood:

The Agency’s diff use presence across various 
territories, without a strong relati on to a 
specifi c building, is refl ected in low performance 
against indicators like infrastructure, safety and 
improved use of public spaces. Nonetheless, 

other indicators show the signifi cant impact 
of the project in relati on to parti cipants’ 
percepti on and understanding of territory. 

Direct territorial transformati on

New use for spaces

Community engagement

Bett er percepti on of the territory by 
residents

New business

Increased access to spaces within the territory

Safety in public spaces Improved use of public spaces

Creati on of new social spaces

More positi ve descripti on of the territory

1

0,8

0,6

0,4

0,2

0

Infrastructure
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CONCLUSION
Relati ve Values has tested a methodology of how 
arts organisati ons can measure their own socio-
economic impact and produce territorially specifi c 
evidence that could inform and shape wider 
policy debates about the creati ve and cultural 
industries. In partnership with four small-scale 
cultural insti tuti ons in London, Manchester, and 
Rio de Janeiro, the combined research team has 
devised strategies to understand the disti nct ways 
in which arts practi ces contribute to economic and 
social development in areas that are subject to 
multi ple stress factors. Ideas about cultural value 
have been translated between the languages of 
economics and the arts, transferred between 
academics, arti sts, and social acti vists, and gained 
new meanings within the exchange of practi ces 
within hyperlocal territories. The project has built 
the capacity of small-scale arts organisati ons to 
fi nd diff erent ways to answer the questi ons they 
are asking themselves and to think about how they 
can calibrate their own cultural value in relati on to 
the specifi cs of their own local creati ve economy. 
Through collaborati ng with the four organisati ons 
on the creati on of the indicators and training 
local agents in applying the questi onnaires (see 
Methodology secti on above), Relati ve Values has 
increased the protagonism of arts organisati ons in 
debates about how the arts benefi t communiti es 
with some of the lowest indices of human and 
social development in each of the respecti ve citi es.
 
The central axis of the project has been an 
internati onal exchange which foregrounded the 
sorts of arts practi ces that had already defi ned 
their own social goals relevant to specifi c 
populati ons. The Agency therefore occupies a 
central focus in the pilot applicati on of Relati ve 
Values because it is a method, shared between UK 
and Brazilian arts organisati ons, that declares its 
intenti on to deliver socio-economic benefi ts by 
building young people’s entrepreneurial skills and 
sti mulati ng innovati on in vulnerable territories. 
While such openly declared mission-focused arts 
acti viti es are highlighted in the research, we also 
explored ways to enable the parti cipati ng arts 
organisati ons to open up questi ons related to 
creati vity and their own arti sti c practi ces within 
the context of a wider debate about ‘values’.
 
Key fi ndings from the research include evidence 
of the ways in which small-scale arts assets 
(cultural organisati ons) create conditi ons for 
incubati ng creati ve economy initi ati ves in fragile 
urban communiti es subject to multi ple stress-
factors (socio-economic exclusion, high levels of 
violence, limited access to cultural networks and 
insti tuti ons, etc.). The data produced by each of 
the organisati ons has been presented by each 

of them at cultural policy forums and will enable 
them to inform and shape debates about how 
vulnerable urban communiti es need to be included 
and referenced in strategic development for 
the creati ve economy. Relati ve Values is already 
proving itself as an eff ecti ve tool to engage the 
general public, cultural industries, government, 
and charitable organisati ons (e.g. trusts and 
foundati ons) in debates about cultural value. By 
piloti ng a reference model for evaluati ng how 
creati ve economy initi ati ves encourage socio-
economic empowerment within territories that 
are outside the traditi onal reach of the cultural 
industries, this research has att racted interest for 
further development in both Brazil and the UK. We 
have already adapted the methodology to become 
a toolkit which has been used by forty young 
arti sts and cultural producers as they develop new 
projects in fragile territories (see Relati ve Values 
II) and it will be used to evaluate the cultural value 
of twenty-fi ve arts projects in all fi ve regions of 
Brazil between 2018-2024 (see Relati ve Values III). 

While there are radical diff erences from practi ces 
observed in the traditi onal cultural industries 
sector, the impact of arts organisati ons working 
in vulnerable territories is characterised by 
keywords normally associated with rapid growth 
start-ups: innovati on, entrepreneurship, resilience, 
networking, social capital, sustainability, and 
agency. The research has devised and tested a 
methodology for defi ning the social and economic 
value of cultural organisati ons that are genuinely 
grassroots-based incubators of innovati on, and also 
demonstrated the eff ecti veness of the strategies 
they are developing to break their isolati on from 
other makers/practi ti oners with whom they can 
share ideas, resources, and practi ces. Relati ve Values 
demonstrates how peripheral, vulnerable urban 
communiti es use creati vity as a positi ve value that is 
a counter-model to resource-intensive businesses.

The research opens ways for arts organisati ons 
to identi fy the factors that raise their cultural 
value. As the methodology is tested with a 
larger sample of organisati ons, the indicators 
that have originated from this pilot with these 
four organisati ons will become less associated 
with the specifi c circumstances and contexts 
of each of them, allowing a picture to emerge 
that can be understood as representati ve. 
Relati ve Values creates the opportunity for arts 
organisati ons to look at themselves, enabling 
them to build and/or rethink their narrati ves, but 
also to make sense of the signifi cance of their 
eff ecti veness in relati on to specifi c territories 
as a core factor in determining their value. 
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Developing a model for evaluati ng the 
impact of arts organisati ons working 
in fragile urban communiti es subject 
to multi ple stress factors

A  P R O J E C T  B Y  P E O P L E ´ S  P A L A C E  P R O J E C T S  -  Q U E E N  M A R Y  U N I V E R S I T Y  O F  L O N D O N


