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Evaluation:  

The Settle Storytelling Festival and Schools Programme 2014 

Introduction 

"There have been great societies that did not use the wheel, but there have been no societies that did not 
tell stories."  Ursula K LeGuin 

 

Settle Stories was established by Sita Brand in 2010, and became Settle Stories Ltd, a registered charity, in 2011. 

The Settle Storytelling Festival was created in conjunction with the local community, and ran for the first time in 

2010. Each year since the Festival has continued to put down roots in the town of Settle, and to reach out to 

storytelling communities and audiences across the UK and beyond.  

 

This report looks at the 2014 Festival which took place from 10th – 12th October and the related schools 

programme and explores the impact in relation to social, economic and artistic outcomes.   

 

 

 

 

 

 

 

 

 

 

Evaluation Aims and Methodology 

 Settle Stories identified the following areas of interest for evaluation: 

 What is the Festival’s impact on Settle and Craven District, in terms of engagement, atmosphere and 

economic growth? 

 Is the Festival successfully attracting new audiences, to the Festival itself and to storytelling as an art-

form? 

 Is the Festival providing a high quality and diverse range of events and reaching diverse audiences, 

including young people? 

 Does the Festival contribute to building skills for participants? 
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A range of methods contributed to the overall evaluation: 

 Formal questionnaire, as a 4 sided A5 booklet, featuring demographic and economic questions as well as 

soliciting comments and asking scale questions.   

97 questionnaires returned 

 Workshop postcards, exploring enjoyment and confidence in skills, issued at all workshops.  

30 cards returned 

 Scribble Sheets, outside events soliciting comments 

 Vox pops – recorded by volunteers, seeking audience feedback on the performance they have just seen, 

and on the Festival atmosphere 

 Emailed forms for teachers and artists 

 Face to face surveys with local businesses 

Additionally, key elements of the Festival were funded by the Department of Business, Innovation, and Skills and 

evaluated as to their impact on arousing curiosity and generating understanding of the solar system and space 

travel. A long section is included evaluating specific impacts of this programme.                         

 

 

 

 

2014 Festival Programme  

 

 

 

Between 6pm on Friday 10th October and 5.30pm on Sunday 12th October Settle saw a total of 12 performances, 

7 talks, 14 workshops, 3 trails, 2 walks, 1 makers market, 1 competition and 3 exhibitions taking place, at over 

75% capacity on ticket sales, with over 1800 audience or participant experiences estimated across those events.  

18 venues in the town took part (with several more temporarily accommodating golden hatted storytellers as 

part of a Hunt the storyteller trail). The activity generated no less than 41 articles in regional, national and local 

press (available at www.settlestories.org.uk/pressarchive) and was supported by active campaigns on Facebook 

and Twitter, all well connected to Settle Stories’ website, which had over 4000 unique visitors in the month of the 

Festival. Additionally 4000 listeners experienced storytelling through broadcasts on Drystone Radio. 

 

 

 

" I was very impressed by the very wide array of different performances, workshops and events on offer, 

which pretty much allowed for every generation and demographic, all set in one very vibrant and 

picturesque village.” VISITING STORYTELLER 

""It seems that there are a lot more things visible in the streets to let you know that the Festival is on” 
Audience Member, VOX POPS 

 

http://www.settlestories.org.uk/pressarchive
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So what did all that activity include? 

The 16 foot high coppery orange disc represented the sun which marked the start of the visual arts installation 

Planet Trail. A  Lifeboat gently invited passers-by to come on board and lulled them into a state of relaxation in 

the town square. And the constant hub of spaceship making activity in the tent on the lawn in front of the 

Friends Meeting House truly embedded the Festival into the town and created a lively atmosphere. 

 

Events were carefully selected to fit their venue – Peace Tales were offered in the Quaker Meeting House; Tales 

at the Table over Sunday Lunch in one of the local pubs, Ghost Stories late at night in the function room of 

another; Sacred Stories took place in the local church, and the You’re a Star talent show training workshop in the 

Scout Hall. Settle Stories collaborated with other organisations for events including The National Trust for Dry 

Stone Walling Workshops. 

 

Other events were chosen to add energy and appeal to a certain target audience – such as Holy Moly and the 

Crackers, a fabulous Friday night dance band who attracted significant 16-25 year old audiences – a key group 

for the Festival to reach. 

 

As well as providing the content for many of the visual arts elements of the Festival, Settle Stories’ interest in 

communicating ideas around Space Travel led to a fascinating event bringing together young people in training 

for selection to the Mars One Mission and Gurbir Singh, an Indian astronomer in the talk Mission to Mars. 

Following a series of year round projects exploring the role digital technology can play in storytelling, a digital 

trail was included in the Festival using QR codes to access clues to different locations, and a narrative that 

blended local history with mystery.  

 

 

The Festival’s core art form continues to be traditional performance storytelling. 

 

Featured performances were seen from: 

Adrian Beckingham (UK based storyteller with particular experience working with indigenous cultures in 

Australia) 

Sita Brand (Festival Director and storyteller) 

Bob Hartman (UK/USA based storyteller with a specialism in biblical stories) 

Jonathan Kay (21st century fool and leading teacher of fooling worldwide) 

Dominic Kelly (internationally reknown, UK based teller who replaced planned USA guest Jerry Harman when he 

was denied entry to the country) 

Ana Lines (UK based Brazilian Storyteller) 

Mara Menzies (internationally reknown Kenyan/Scottish storyteller and audience favourite) 

Ian Stephens (Scottish writer who worked closely with musicians Giles Perring and Kirsty Law and  visual artist 

Christine Morrison to create a performance mixing music, song, poetry and digital images)  

" Literally the best band on the planet, I have followed them for years and it is great seeing them in 

Settle and at the Festival” AUDIENCE MEMBER, HOLy MOLY & THE CRACKERS SCRIBBLE SHEEt  

“It was lovely to explore the ins and outs of Settle and have great stories as well”” Audience Member, CANDLE 

LIT TRAIL SCRIBBLE SHEET 

”WE CAME FROM LEEDS FOR THE DIGItAL STORY TRAIL, IT’s an amazing idea. Loved it.  SCHOOL TEACHER, via telephone 
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The Festival was designed to be accessible to all. Prices ranged from £3 - £12 for ticketed events. There were 13 

free events. A particularly popular event was Hunt the Storyteller where paid Festival performers, and local 

volunteer storytellers wore gold hats and exchanged magic beans for a story. Hugely popular, this activity was 

also crucial in generating curiosity around the town about the Festival events. 

 

The mix of featured performers stood out for a number of reasons.  Firstly, storytellers from diverse cultural  

backgrounds were well represented, which is not always the case at UK storytelling festivals. Secondly a wide 

range of styles were represented and the tellers delivered shows which appealed to a wide range of audiences. 

 

 

Ana Lines' Barbecued Husbands had the audience in stitches at Tea and Tales. Sacred Stories appealed to an 

older, church going public. Adrian Beckingham’s ‘disgusting’ family show had audiences rolling in the aisles while 

Mara Menzies and Sita Brand’s reflective story walks took advantage of the October twilight and created lantern-

lit journeys through the town. This range complemented the more formal evening story performances offered 

on the Friday and Saturday night. 

 

It is also noteworthy that the list of performers at The Settle Storytelling Festival 2014 shares very little in 

common (other than the last minute replacement of Dominic Kelly) with other leading English and Welsh 

storytelling Festivals or the roster of either Adverse Camber or the Crick Crack Club, the two leading producers 

of storytelling performance in the UK. This is important, because it can be difficult for new talent to break into 

that world – a pool of about 20 English and Welsh tellers dominate the bulk of available opportunities.  

 

 

Settle Stories have clearly looked to Scotland for inspiration in 2014 (two featured performers with Scottish 

roots), but also to unusual specialisms such as Bob Hartman’s role as a teller of Biblical Stories. (In previous 

years the Festival was the first to  showcase the skills of Dave Tonge, a leading historical storyteller, to pure 

storytelling audiences). Settle Stories’ programming seems to be deliberately stylistically diverse as well as 

culturally diverse – exploring the spaces where storytelling skills are brought together with more traditional 

theatre techniques such as Fooling or literary work as a novelist or poet.  Additionally the Festival opens up 

opportunities to tellers whose previous experience is relatively limited (eg Ana Lines, who has only just begun to 

emerge at storytelling clubs in the UK, and just started to build her profile as a schools’ storyteller in this 

country). 

 

"IT’s been really insightful… a great way of getting to know what’s going on out in the world of 

STORYTELLING” YOUNG STORYTELLER, VOX POPS  

”Amazing the best storyteller, wow,wow,wow” Audience Member, Trickster scribble sheet 

 

" The children who gave me beans on the street were really fun to work with, and both they and their 

parents seemed to enjoy the experience. I had lots of smiles and claps and playing along” VISITING 

STORYTELLER  

"AN AMAZING TALE, DISGUSTING IN EVERY WAY” BELLA, AGE 7, BIG FAN, SRIBBLE SHEET  For THE KING OF THINGS 

"Wonderful evening , such huge talents. All THREE combine to create something 

amazing" AUDIENCE MEMBER, VOYAGE 
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Communicating Science through Stories 

The organisation has frequently demonstrated this power of storytelling in relation to the heritage of Settle and 

the surrounding area. Three years ago Settle Stories began exploring stories of Science. In the first two years 

physicist Professor Richard Keesing presented the stories of Sir Isaac Newton and Richard Norwood. These 

successes were built on in 2014 with five space themed events and activities during World Space Week. By 

celebrating the magic of space adventure Settle Stories brought the fascination of science to local communities. 

 

 

Thanks to funding from the Department of Business Innovation and Skills, the team at Settle Stories were able 

to dedicate an entire strand of events at The Settle Storytelling Festival 2014 to communicating stories relating 

to space, the planets, and to space travel. Crucially, the Festival was interested in giving scientists the 

opportunity to share their stories, and the need to achieve that shaped the delivery of the project elements very 

strongly. 

Every element of the project was carefully designed to arouse curiosity and help generate understanding both in 

audiences from Settle itself and those visiting the Festival. With live events taking place during the weekend 

generating approximately 1500 learning experiences, supported by a strong web and social media presence, 

and pre-festival competition to generate even greater reach, organisers were delighted with the connections 

made and feedback received. 

The elements of the Science programme were: 

Mission to Mars – A talk which brought two young scientists (Hannah Earnshaw and Ryan Macdonald) who are 

participants in the selection process for the planned Mars One mission together with Indian astromoner Gurbir 

Singh, and engaged with audiences from 6 – 89 years old.  

 

 

Planet Trail – A trail which took over the town of Settle and created a buzz amongst the community. Artist Kerrin 

Tatman worked with space scientist Dr Lucy Rogers to create an installation for each planet which was to scale, 

and placed at exactly the right relative distance from the Sun. Participants arrived at each station to find not just 

the visual representation of the next planet, but also a box with a hidden cache of information to explore.  

 

"My grand-children really loved the planet trail. They didn’t like it when people had said they hadn’t 

learnt anything on the evaluation. They got quite indignant. Aged SEVEN and NINE, they thought everyone 

must have learnt something new.” FESTIVAL VISITOR 

"This event was my main reason for coming to the festival… really original idea to get this talk for the 

festival" Audience Member,  MISSION TO MARS 
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What would you take to Mars? – a small exhibition which allowed audiences to interact with the shape it took 

from the very beginning. This was created by an artist and scientist working together. The exhibition included 

newspaper clippings of Yorkshire Post stories about Mars sent in by an elderly resident. The exhibition also 

provided an interactive space where audiences could record their choices about packing for the journey of a 

lifetime. 

Let’s Make a Spaceship – a drop in workshop for all ages, making spaceships from recycled materials, to designs 

which reflected the real components used for space travel. 

Design a Spaceship – a competition which attracted schools involvement and international participation, and 

contained the exciting feature that every entrant was given feedback on their designs by young space scientist 

Ryan Macdonald.  

  

Settle Stories Science Pages – These pages were promoted via a card handed out at all science events during the 

festival, and via social media. They contained five learning resource sheets on different topics, as well as 

podcasts and video footage from the Mission to Mars talk and a slide show based on the What Would you Take 

to Mars exhibition. 

The most significant outcome from the science project was demonstrated through a simple evaluation using 

stickers at all the different Planet Trail stations and at the exhibition. Over 85% of people responding recorded 

that they had increased their understanding of the solar system/space travel. 

 

Also significant were the number of people following up their interest in science via the website. In the two months 

following the Festival the learning resources were downloaded over 160 times, and the audio visual materials 

received over 200 plays.  

 

 

 

 

 

"THE COMPETITION IS A GREAT SPRINGBOARD TO LEARNING" TEACHER, DESIGN A SPACESHIP 
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Media Coverage 

 

Settle Stories have an excellent track record of media coverage for their work, having featured in The Guardian, 

and on the Radio 4 Today programme in the past. 2014 was continued in that vein with a fantastic success rate 

of 41 articles published on different aspects of the Festival in local, regional and international press. The archive 

is available at www.settlestories.org.uk/pressarchive and key successes include being listed by Newsweek as one 

of top five Storytelling Festivals; coverage of the Stories on a Postcard Exhibition by two significant Indian papers 

and 18 regional articles including a Big Issue feature on the Festival and a Yorkshire Post feature on the Science 

and Space travel strand of activities.   

 

The strong relationship with traditional media was complemented by a structured approach to social media, 

with competitions, opportunities for engagement and even digital storytelling sessions. This provided a content 

which generated approximately 100 retweets a month on Twitter to a following of 12,200. The Facebook page 

post reach was approximately 10,000 a month (by far the strongest in the UK storytelling sector). There were 

over 4000 visitors to the website during the month of the Festival. 

This strength in maximising publicity for the Festival is a crucial element in terms of the event’s key successes in 

attracting new audiences, high capacity at ticketed events, and increasing diversity of attendees. 

2014 also saw the creation of a short film made by Tree Goat Films about the Festival. This can be found on the 

Settle Stories Youtube channel and will support promotion in future years. 

 

                                                    

 

Headline Achievements 

In addition to the great delivery outputs listed in the 2014 Festival programme section, headline information on 

the impact of the Festival shows progress in line with the organisation’s aims.  

 

 

The importance of the variety of activities and presence of the Festival in the town is reflected in the word cloud 

below. This is taken from questionnaire comments on what people enjoyed about the Festival, and shows the 

most common responses:  

"A WONDERFUL RELAXED BUT LIVELY ATMOSPHERE, PLENTY TO DO" Audience Member,  

 

http://www.settlestories.org.uk/pressarchive
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This sense of a Festival with a vibrant atmosphere is reinforced by the two scale questions from the main 

questionnaire which provide a statistically rooted analysis of how audiences feel about the Festival, both 

showing hugely positive returns. 

Over 95% of audiences would recommend the Festival to others and 90% agree that the Festival brought a lively 

atmosphere to Settle. 

 

  

 

" Colourful volunteers and sparkly hats - great atmosphere in the square on Saturday with hammocks and 

stories”" Audience Member 

 

Agree Strongly 
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Questionnaires also clearly show that the Festival is successfully generating new audiences, both in itself, and 

for the art form of storytelling. More than 55% of questionnaire respondents were first time visitors to the 

Festival, and over 1/3rd of them were new to storytelling as an art form.  

 

 

 

 

These great achievements are backed up by comments received through all the different evaluation means, 

which reflect strongly on the high quality of experiences offered. (See insert boxes throughout the evaluation.)  

 

 

 

 

 



10 

 

About the Audience 

Settle Stories has national and international reach – with submissions for activities it runs (such as the Design a 

Spaceship competition and the Stories on a Postcard exhibition which transferred from the Festival to Mumbai) 

receiving entries from across the UK and beyond. 

The Festival seeks to provide an offer for local audiences, as well as drawing visitors to the Festival from further 

afield.  With a small selection of ticket buyers from abroad, the remainder are focused in the North of England 

with some scattered attendance from other areas of the UK (notably London). 

Approximately 2/3rds of attendees are from outside Craven District and 1/3rd are from within Craven District. 

Postcode mapping suggests that the M1, M6 and M65/M62 provide natural barriers, and travel from within 

those barriers (or the towns located immediately at junctions) is greater than from further afield although 

Manchester and Liverpool also provide pockets of attendees: 

These maps show two sets of data, questionnaire responses and online ticket sales, both showing similar spread 

of attendees in the North: 

 

 

. 
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This mapping information may be significant in terms of targeting key towns for future marketing.  

 

Like many arts organisations, Settle Stories are concerned with ensuring that they reach young audiences. The 

analysis suggests that almost two thirds of the Festival audience is under 55. This is a change from the first 

Festival in 2010 where over 60% of the audience was over 65. It is clear that the programming and outreach 

work is helping to bring in a younger audience. Reaching this much more diverse age range is likely to have been 

a significant factor in the success in reaching an audience where 36% of people were new to storytelling.  

 
Questionnaire responses, likely to be dominated by attendees at ticketed events 

Moreover, in comparison with Craven District itself, the trends are stronger than they look. Under 19s make up 

only 22% of the District’s population and make up 14% of the Festival audience. 20 - 44 year olds make up 29% 

of Craven’s population and yet contribute 34% of the Festival audience. (Of course this audience is not drawn 

merely from within Craven but nevertheless, that is a healthy balance). 

Some of the weighting towards older age groups may be attributed to sample bias –although we asked 

respondents to fill in ages for all their party, it is not certain that everyone did so, meaning younger members of 

groups might not be included. Also family attendees tended to engage with free events, trails, and roving 

activities like Hunt the Storyteller and were therefore less likely to fill in questionnaires, whereas the older 

attendees at the Sacred Stories event were keen to support their local Festival and many of them asked for 

forms. 

Set alongside the data is observational evidence that the Holy Moly and the Crackers event had drawn 

numerous groups of older teens into the Victoria Hall, and that Festival volunteers included many students. Of 

course the schools programme also significantly extends the Festival’s engagement with young people. 

With a strongly diverse programme, the Festival hopes to also engage diverse audiences. 6% of questionnaire 

respondents were from BME backgrounds  which is significantly higher than figures for Craven District itself 

(1.4%).  

 

"everything we've done this weekend, without it intending to, has spoken to us in a way we weren't 

expecting. WE’re COMING BACK TOMORROW EVEN THOUGH WE WEREN’T PLANNING TO" Audience Member, self identified as 

‘from about 30 miles away’, VOX POPS 
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Settle Stories as a whole also seeks to work with people from disadvantaged groups. For the 2014 Festival, no 

specific groups were targeted, and as expected, analysis of postcodes of the general audience does not show 

statistically high levels of attendance from areas of multiple deprivation. Nevertheless, the pricing policy for the 

Festival (with discount early bird prices) was noted by some attendees as being crucial to their attendance. 

Others noted that they had to choose between events due to cost – so the Festival is reaching individuals from 

varying socio-economic backgrounds. Only 8% of respondents overall raised concerns with ticket prices, and 

over 70% commented favourably on value for money. 

 

Whilst, at a statistical level, this year’s Festival was not an event that made a strong or significant impact on 

deprivation, it nevertheless has huge relevance in terms of a specific kind of disadvantage. This might be called  

‘disadvantage of opportunity’ or ‘cultural deprivation’. The impact a Festival, growing year on year can have on 

the cultural capital of a small town like Settle is significant. This is most clearly expressed by the Events, PR and 

Marketing Manager, Charles Tyrer, who said: 

"As a teenager growing up in Settle, I was always interested in the arts. There were very few arts activities in the 

area and very little that I could engage with. Having spent 4 years at University, when I arrived back in Settle the 

Festival had arrived. I am thrilled the Festival offers young people and teenagers the chance to engage with high 

quality arts here. The reality of accessing high quality arts in Settle is poor. Transport links to Settle from major 

cultural hubs like Leeds are very limited in the evenings - meaning the chances of seeing high quality art near-by 

is almost impossible.  

 

The majority of my friends have moved away from Settle and have a very downbeat attitude towards the town 

and activities that go on here. They feel that most activities are of a poor quality and are targeted only at the 

older generations. Many of my friends came to the Festival. They could not believe that it was happening in 

Settle. 'I have never seen Settle like this' - was a phrase that was repeated to me numerous times." 

 

. 

 

 

 

 

 

 

Economic Impact 

Settle Stories have known anecdotally that the Festival has an economic impact on the town of Settle, and on 

Craven District since it began. Audience members report staying in Bed and Breakfast places, hotels and 

campsites; tea shops and pubs in the town fill up, and 2/3rds of ticket sales come from outside the district.  In 

2013, Booths, the main supermarket in town provided a statement to say that sales rose by 6% (increase of 

£7,000) and transactions increased by 8% with an additional 600 customers. 

"Without that we would have struggled to do what we did" TWO AUDIENCE MEMBERS DISCUSSING EARLY BIRD TICKETS, VOX POPS 

 



13 

 

 

In 2014, Settle Stories wanted to look at the deeper economic impacts of the Festival and developed questions 

for audiences, local businesses and the Festival committee to explore that data.  That research (based on Box 

Office and income data, combined with 90 questionnaire responses) allows us to demonstrate the following: 

 The Festival brought £25,290 direct income in grants and ticket sales into the Craven District.  

 Of this income £11,128 was retained within the district.  

 60% of audiences came from outside Craven District. 

 Within that 60% of audiences: 40% stayed in Hotels, Bed and Breakfasts and Campsites, 30% stayed with 

Friends or Family and 30% did not stay in the District, but travelled home. 

 An average spend per adult per day in Craven District during a visit to Settle Stories (not including tickets 

and accommodation) was £24. 

 

The complexity of ticket buying patterns for the Festival means that working from tickets bought to a likely figure 

for number of individual adult attendees would use so many assumptions as to invalidate the data, so an 

estimate of the total impact of this spending has not been made.  

Perception of this impact varies among local businesses. In broad terms, most businesses are aware of the 

Festival either because they directly feel the impact on their business or because of the lively atmosphere in the 

town (69% when surveyed before the Festival, rising to 100% when surveyed shortly afterwards). This is great 

news for the Festival and a platform to build on for the future.  

 

 

Businesses were broadly supportive of the Festival. A limited number of businesses reported noticing an upturn 

in trade during the festival with an increase from a 5- 25% in trade over the weekend. Only 2 businesses noted a 

downturn (which they attributed to lack of town centre parking due to Festival activities). Several businesses 

made positive comments about audiences growing year on year and the Festival promoting the town and other 

activities in the area. The support of the business community, local organisations and individuals is also clear 

from the in-kind contribution they make to the event in terms of spaces, volunteer storytelling, reduced price 

services etc. The estimated value of all in-kind contributions to the Festival is £24,485.  

 

 

 

 

 

 

 

“People were talking about things they had seen in our CAFE, IT’s GOOD THAT There was SO much to do for 

families” LOCAL CAFE MANAGER 

 

 

" Incidentally, my aunt and her partner were up from Cornwall and they said it had been well nigh impossible 

to find any accommodation that wasn’t booked up near Settle at the weekend, which would suggest the 

Festival is having beneficial effect on the local economy!” VISITING STORYTELLER 

 “Audience Member 
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Participation and Skills  - Festival Programme 

 

The 2014 Festival Programme offered workshops in family history exploration; a unique knitting style; Fool 

techniques; listening to teenagers; dry stone walling (3 sessions) and, especially for young people, storytelling 

and performance with a showcase for parents.  

 

 

With such an eclectic mix of workshops, selling places was a challenge, but all sessions except Listen Up (the 

session dedicated to relating to teenagers) booked well, and they provided an important opportunity for Settle 

Stories to connect with local partners, and to make the most of the skills of storytellers performing at the 

Festival. 

 

In order to be able to assess skills progress in workshops in the simplest way, we asked participants to rate their 

confidence at the skills involved in their workshop before and after taking part.  Even though these were just 2 

hour sessions we saw an average confidence in their skills increase per person of 2 points on a 10 point scale.   

Participants were also asked to rate their enjoyment of the sessions. 86% of participants scored their enjoyment 

as at least 4 out of 5 and 57% scored their enjoyment as 5 out of 5. 

The most popular workshops were the You’re a Star! workshop for young people (predominantly 6-11 year old 

participants) and Find Your Fool workshop (mainly 45-54 and 55-64 year olds). 

Participation and Skills  - Schools Programme  

One of the huge strengths of Settle Stories’ programme is a series of storyteller visits to local schools. This year 

the tellers visited ten Primary Schools and two Secondary Schools and delivered 24 sessions to approximately 

800 young people. 

 

All schools were strongly positive about the experience, recording many of the classic benefits of storytelling – 

involvement from the least able pupils; high levels of engagement; reaching greater understanding of different 

cultures.  Moreover, most schools had found ways to incorporate work into their ongoing curriculum – as one 

teacher put it “making it work for us”, including writing exercises, telling exercises and visual art exercises 

including, in one Academy, a storyboard competition.  

 

Schools were complementary about several of the tellers noting that two of them were among the best 

storytellers ever to visit them. Local schools also noted the importance and value of young people engaging with 

different cultural experiences. 

"Made a difficult concept accessible and drew out something from all of us” WORKSHOP PARTICIPANT FIND YOUR FOOL 

" Only ever had authors not storytellers in school before.  Worked fantastically. More dynamic than an 

author” ACADEMY TeACHER 

"The feedback from Mara's visit was that she was amazing & the best we have had. Also it was good for 

SMSC to have someone in school who was mixed race The children did some follow up stories of their own. 

Also a few children went to Settle over the weekend to hear other story tellers” PRIMARY SCHOOL TEACHER 

"My goal was… to become empassioned and enthusiastic again. It did that” WORKSHOP PARTICIPANT, UNLOCK THE PAST 
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Participation and Skills  - Volunteering 

Volunteers were central to the successful delivery of the Festival. Previous Festivals have seen active 

participation from the local community and 2014 saw this increase. However there were more local young 

volunteers than ever before. This was partly due to the formation of the Young Persons Advisory Group that 

Settle Stories established that engaged local young people with the work of the organisation.  

 

Having Charles Tyrer in the core team as a young person enabled the organisation access to youth and student 

networks. More young people engaged than ever before with volunteers as young as fifteen and many in their 

early twenties. Volunteers traveled from all over the country from as far as Reading and Edinburgh. 

 

Fifty-four volunteers supported the Festival. Their roles included, stewarding, marketing and PR, catering, 

general administration, performing, running workshops and evaluation. 

 

 
 

Whilst local volunteers were more interested in supporting their local Festival, volunteers who travelled saw the 

Festival as a way to gain valuable work experience in an arts Festival. Many volunteers were students studying 

language, literature, drama and storytelling and used the Festival as a platform to develop their skills. Festival 

organisers took particular care in matching volunteers with tasks that gave them experience in particular areas 

of learning that they were interested in. For example one volunteer wanted to gain experience in lighting and 

sound and he was placed as an assistant for the Festival’s technical manager. 

 

 

 

 

 

 

 

 

 

 

 

 

 

"Good morning a week later! Read reviews in Craven Herald...excellent! I'm basking in reflected glory and 

awesomeness of meeting these wonderful, talented people. Yes, I am starstruck!” FESTIVAL KITCHEN VOLUNTEER 
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In Summary 

The Settle Storytelling Festival has grown year on year in the five years of its existence. It offers a comprehensive 

programme of events, catering to a range of tastes and age groups. Different project strands, such as the strong 

interest in stories of science, and in local archive material have been successfully linked in with more traditional 

storytelling performances. Partnerships with local organisations are thriving, increasing the range and diversity 

of activities even further, whilst the Festival is also successfully showcasing storytelling performers from 

different backgrounds to those featured at other English Festivals.   

Craven District residents form a solid core of the Festival audience. Day trippers and overnight visitors from 

across the North making up the bulk of the rest of attendees. There is also also a small number of visitors from 

across the UK and overseas.  The Festival is particularly successful in attracting new audiences, both to the 

Festival itself and to storytelling.  The Festival generates extensive press coverage across all types of media – 

from the smallest parish magazine to some of the UK’s most celebrated print and broadcast media. This helps to 

bring people to Settle and the Festival as well as to storytelling. 
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The Future 

1. In producing over 40 events and managing 50 artists the core team was over worked and had to put in a 

considerable amount of volunteer time to ensure the smooth running of the Festival. In order for the Festival to 

grow and be more sustainable it will be necessary to increase the core team and resources. Whilst this is 

challenging in the current economic climate it is essential in terms of future growth. 

 

2. The diversity of the Festival is what makes the Settle Stories offer unique. This could be expanded in the 

longer term both in terms of the programme offer as well as specific projects with disadvantaged groups.  This 

will need more resources to be undertaken effectively.  

  

3. Given the interest in Science which has grown over three Festivals, Settle Stories could consider expanding 

this area of work and develop partnerships with science organisations. 

 

4. The 2014 Festival saw the highest engagement with families and young people. This is an audience that can 

continue to grow. It will be important to sustain the new audiences brought to storytelling (36%) with other 

events, perhaps throughout the year. 

 

5. The Settle Storytelling Festival is the only storytelling festival in the UK to feature digital storytelling. In order 

to build audiences further, Settle Stories could expand their digital offering. This might also include developing 

further online resources and activities. A programme such as this will require increased resources and new 

partnerships. It may also be possible to build on schools’ engagement with digital work. 

 

6. The Design a Spaceship Competition and Stories on a Postcard Challenge allowed people from all over the 

world to participate in Festival activities. It is important to include these kind of offers in future years, as it allows 

people to participate remotely. 

 

7. Increasing the international offer at the Festival will help to raise the profile of the Festival further. This will 

also contribute to increasing the diversity of the Festival offer. 

 

8. Schools engagement with the Festival increased by 37.5% from 2013. The catchment area of schools 

interested was greater than ever before. It is important for Settle Stories to maintain and develop their 

relationships with schools as this will no doubt help to develop audiences for storytelling and bring new 

potential audiences to Settle. 

 

9. Postcode analysis of attenders showed that reach of the Festival has a particular geographical spread. This 

data should be used in marketing and PR for future activities. 

 

10. In order for Settle Stories to have an increased economic impact it will be essential to continue to grow 

audiences and further invest in marketing and PR in order to bring more people to the town. 
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Thank you 

Volunteers:  Philip Abbott, Sue Allonby, Margaret Barker, Zoe Barrett, Julie Beadle, Graham Brand, Georgina 

Buchanan, Linda Carrol, Kerris Casey-St.Pierre, Eleanor Coleman, Jane Cotton, Joanne Cowburn, Gary Cordingley, 

Alice Crabtree, Rebecca Crampton, Clare Danek, Ben Deith, Gail Dudson, Helena Danielczuk, Christine 

Ecclestone, Pam Elstub, Eunice English, April Farrant, Lauren Foley, Daniel Gallagher, April Farrant, Claire Fisher, 

Becky Gate, Anna Greenwood, Joseph Heaton, Natalie Holden, Margaret Holgate, Rachael Hopping, Steven 

Hodges, Charlotte Jeffery, Nick Jones, Sophie Lewton, Bretton Lord, Jody Lawson, Sophie Lewton, Penny Lowe, 

Becky Mann, Rachael Marriott, Katy McCormick, Caroline Mulldoon, Elva Pryol, Jo Rhodes, Anya Nanning-

Ramamurthy, Arjun Nanning-Ramamurthy, Krishna Ramamurthy, Stephanie Ramamurthy, Leila Sharoufi, Paul 

Slegg, Emma Stubbs, Sunnie Swinburn, India Tyrer, Nick Tyrer, William Tyrer, Sarah Wiltshire, Colin Woodbine, 

John Young. 

Funded by: 

 

 

 

 

 

Sponsors: 

 

Sponsors: 

 

 

 

 

 

 

 

 

 

 



19 

 

Event Sponsors: 

 

 

 

 

 

 

 

Local Supporters: 

 

 

 

 

 

 

 

Supporters: Pages Books, Homemakers, Lamberts News, Three Peaks Gallery, Fisherman Fish & Chips, 

Wholesome Bee, E Percy Ltd, Warren and Wright Jewellers, Waltons Clothing, Gladrags, Ashfield DIY, Drake and 

Macefield, Lay of the Land - Garden Centre, Aherns, Craven Homes, Ivy Cottage – Giggleswick, King William the 

Fourth Guest House, Maypole Inn - Long Preston, The Traddock – Austwick, Valleymead – Giggleswick, The Harts 

Head Hotel – Giggleswick, Pendle View Holiday Apartment - Giggleswick. 

 


