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New Voices

Data Informing Action





Identifying our target groups

We broadly followed a three stage process:

• Examine our own and our partners’ anecdotal and observational 
qualitative evidence to identify gaps in delivery

• Look at the quantitative data to back up those instinct: Audience 
Agency, our own data sets (postcode, age and other demographic 
values), national and regional stats sources: ONS, Cornwall Council, 
national organisations

• Follow that up with reinforcing data from regional experts: local 
charities and other specialists



Who was under-represented in our visitor 
data, and in greatest need of support once 
Covid hit? 



School children, whose creative education was suffering 



Young Dads



Young LGBTQIA+ people across Cornwall



Older people living in isolation, with stress or anxiety



Global Majority curatorial voices



• School children, whose creative education was suffering

- First identified by our own consultation with art teachers at the 
Secondary Heads of Art Teachers conference 

- Then backed this up with academic research linking decline in 
oracy and literacy linked to loss of art teaching in most 
underfunded schools.

- And followed by looking at the IMD19 Income Deprivation 
Affecting Children Index (IDACI) identifying the schools with 
catchments containing the most vulnerable children, with high 
pupil premium take-up and based on further discussion with 
teacher.  



One data set, postcodes, in particular has been important across all 
demographic groups, and also across audiences or user groups, both 
pre-project to i.d. gaps, and post- to assess success. 

They have helped tell us:

• broad geographic reach, by simple mapping of the postcode towns

• Economic Impact of audience using, for example, the AIM toolkit: 
A153 AIM Economic Impact Toolkit August 2019 230919 CF (aim-
museums.co.uk)

• And  very specific socio-economic analysis, matching postcodes to 
LSOA neighbourhoods in the index of Multiple Deprivation 19 using 
this Gov.uk tool: English indices of deprivation 2019: Postcode Lookup 
(opendatacommunities.org)

https://www.aim-museums.co.uk/wp-content/uploads/2019/10/Economic-Impact-Toolkit-2019.pdf
https://imd-by-postcode.opendatacommunities.org/imd/2019


How we’ve used Postcodes



Imran Qureshi at Truro Cathedral

LLE Photography

Truro not well-
represented in our 
postcode town analysis. 

This project was an 
important offsite 
project to reach a new 
geographic area

We actively engaged 
with over 13,000 new 
audience members 
over 14 days 

(compared with 9,000 
in gallery)



Forty Part Motet ·Janet Cardiff

Steve Tanner Photography

Janet Cardiff’s Forty Part 
Motet  – located in 
Treneere, which was in 
2018 the most 
disadvantaged 
neighbourhood in 
Cornwall. 

The project attracted 14% 
of its audience from the 
top 10% most 
disadvantaged 
neighbourhoods vv gallery 
figure of 3% at the same 
period.



% of Audience in Top 20% Most Disadvantaged 
Neighbourhoods (IMD19)
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