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Contents and summary 

Because of unique times, this Outlook report replaces our 
usual end of year review to support Transported better.  It 
aligns Transported’s approach to national evidence from 
the first three months of the Covid-19. 

Transported 2012-22 

The landscape – key stakeholders 

Culture and Crises 

Good communication, strong cultures and creative solutions 
are essential ingredients of resilience and recovery from 
emergencies and crises.  Arts and cultural programmes 
directly support these capabilities yet are largely unsung.  

Covid-19 Overview 

The COVID-19 pandemic crisis is the biggest we’ve seen in a 
lifetime.  It has caused disruption at every level, and the assault 
on mental health and the economy will have long term effects.  

Covid-19 and Culture 

It is no surprise that the essentially social sectors of arts and 
entertainment have been hardest hit in the economy, along with 
hospitality.  Whilst much of what communities are crying out for 
is what culture provides, many organisations will have gone bust 
before they can muster a strategic approach to recovery.  

Transported introduction 

Transported is a strategic, community focused programme, which 
aims to get more people in Boston Borough and South Holland 
enjoying and participating in arts activities. It is one of a handful 
of cultural organisations in the UK, that are both highly socially-
engaged and part of a university - allowing it to punch above its 
weight in terms of social impact.  It does this through self-
making, community-making and place-making.  

Self-making 

Transported has expertise in ‘self-making’, where people grow 
through learning, experience and development.  It has always 
‘made the everyday exceptional’ so people ‘see through new 
eyes’.  An extension in this crisis is an explicit focus on both 
compassion and thought – developing 7 years experience of 
creative exploration and social encounters.  

Community-making 

‘Community-making’ builds on self-making - so confidence, 
skills, social capital and civic engagement form healthier 
places in which to live and work. An unusual strength of 
Transported is its work in business, for pastoral care and 
support for more effective working and productivity.  

Place-making 

Finally, as a CPP it is part of Transported’s purpose to ‘make 
the place’; to grow skills and capabilities, at personal and 
community level, working with Local Government as obvious 
partners in local stewardship. 

What does the future hold? 

There are three phases of emergency – response, recovery 
and preparing through resilience.  

Recommendations 

Transorted needs to pursue a focus that will reap reward 
whatever scenario unfolds and in all these phases.  

Appendices 







The Landscape – Key stakeholders 
Who are they? 	   What are their priorities?  How do they contribute? 

Boston Borough 
Council 

•  Long	  term	  economic	  viability	  of	  the	  Borough	  
•  Maintain	  community	  safety	  and	  social	  cohesion	  
•  Quality	  of	  the	  environment	  and	  public	  realm	  
•  Civic	  engagement	  and	  par;cipa;on	  
•  Increased	  understanding	  about	  history	  and	  heritage	  and	  culture	  of	  the	  place	  
•  Improving	  health	  and	  wellbeing	  
•  Development	  of	  a	  cultural	  strategy	  

Staff	  ;me	  
Empty	  spaces	  
Cultural	  Strategy	  
Strategic	  Networks	  and	  Stakeholder	  groups	  
Funding	  

South Holland District 
Council 

•  Your	  Home	  –	  high	  quality	  housing,	  social	  housing,	  homelessness,	  elderly	  care	  
•  Your	  Place	  –	  public	  realm	  and	  regenera;on	  of	  the	  high	  street,	  environment,	  

nature,	  leisure	  and	  	  tourism,	  	  safety	  
•  Your	  Health	  and	  Wellbeing	  –	  safety,	  leisure,	  obesity,	  early	  interven;on,	  health	  

and	  wellbeing,	  financial	  health	  
•  Your	  Opportunity	  –	  growth	  of	  business	  sector,	  educa;on	  and	  skills,	  Food	  

Enterprise	  Zone	  for	  developing	  food	  business	  sector	  
•  CombaNng	  rural	  isola;on	  

Staff	  ;me	  
Empty	  spaces	  
Cultural	  Strategy	  
Strategic	  Networks	  and	  Stakeholder	  groups	  
Funding	  

Local/Central 
Government 

Lincolnshire	  County	  Council	  priori;es:	  
•  Communi;es	  are	  safe	  and	  protected	  
•  Businesses	  are	  supported	  to	  grow	  
•  Health	  and	  Wellbeing	  is	  improved	  
•  Resources	  effec;vely	  targeted	  
•  COVID	  –	  being	  safe/alert	  and	  avoiding	  second	  wave	  of	  infec;ons	  

Cultural	  Strategy	  
Regional	  and	  Na;onal	  Networks	  and	  
Stakeholder	  groups	  
Funding	  

Public Health •  Care	  of	  the	  elderly	  
•  Care	  of	  isolated	  older	  and	  younger	  people	  
•  COVID	  –	  being	  safe/alert	  and	  avoiding	  second	  wave	  of	  infec;ons	  
•  Addressing	  the	  nega;ve	  consequences	  of	  lockdown:	  	  
	  	  -‐	  restricted	  access	  to	  exercise	  
	  	  -‐	  Food	  and	  healthy	  ea;ng	  
	  	  -‐	  mental	  health,	  coping	  with	  isola;on	  and	  stress	  

Funding	  	  
Guidance	  and	  tools	  for	  measuring	  	  
Wellbeing	  



The Landscape – Key stakeholders 
Who are they? 	   What are their priorities?  How do they contribute? 

Businesses •  Raise	  profile	  of	  business	  innova;on	  and	  success	  in	  the	  area	  
•  Networking	  opportuni;es?	  
•  Skills	  and	  training	  support?	  
•  Increasing	  reten;on	  and	  aXrac;ng	  talent	  to	  the	  area	  
•  Opportuni;es	  for	  crea;ng	  and	  championing	  crea;ve	  thinking	  	  
•  Suppor;ng	  the	  development	  of	  the	  crea;ve	  industries	  

Funding	  
Business	  networks	  
Access	  to	  employees	  and	  workplaces	  
Wider	  resources	  

Community Groups •  Sustainable	  funding	  
•  Learning	  new	  skills	  
•  Making	  friends	  and	  being	  sociable	  
•  Contribu;ng	  to	  health	  and	  wellbeing	  of	  the	  areas	  
•  Reducing	  social	  isola;on	  
•  Preserve	  and	  celebrate	  local	  character	  (assets,	  craZs,	  heritage	  places,	  spaces)	  

Time	  (par;cipa;on,	  volunteering)	  

Families •  Ac;vi;es	  –	  things	  to	  do	  
•  Home	  educa;ng	  
•  Learning	  as	  a	  family	  
•  Quality,	  fun	  ;me	  together	  
•  Wellbeing	  and	  combaNng	  social	  isola;on	  and	  exclusion	  

Time	  (par;cipa;on,	  volunteering)	  

Individuals  •  Ac;vi;es	  –	  things	  to	  do	  
•  Arts	  and	  Cultural	  engagement	  
•  Doing	  things	  with	  other	  people	  –	  combaNng	  social	  isola;on	  and	  exclusion	  
•  Learning,	  doing	  and	  sharing	  new	  things	  and	  skills	  
•  Keeping	  physically	  and	  mentally	  ac;ve	  
•  Civic	  pride	  and	  engagement	  
•  Having	  a	  say	  in	  the	  development	  of	  the	  local	  area	  

Time	  (par;cipa;on,	  volunteering)	  

Arts Council 3	  research	  areas:	  
1.  Are	  people	  from	  places	  of	  least	  engagement	  experiencing	  and	  inspired	  by	  the	  

arts?	  

2.  	  To	  what	  extent	  was	  the	  aspira;on	  for	  excellence	  of	  art	  and	  excellence	  of	  the	  
process	  of	  engaging	  communi;es	  achieved?	  	  

3.  Which	  approaches	  were	  successful	  and	  what	  were	  the	  lessons	  learnt?	  

Funding	  
Advice	  
Advocacy	  
Lobbying	  
Sector	  networking	  



The Landscape – Culture, crises and challenge  

Good communication, strong cultures and creative solutions 
are essential ingredients of resilience and recovery from 
emergencies and crises.  Arts and cultural programmes 
directly support these capabilities yet are largely unsung.  

Communication 
Arts programmes are particularly good at communicating difficult 
messages in a Public Health environment with their asset based 
approaches.  They are effective at attracting attention and can go 
deeper than simple messaging by giving people experiential 
learning.  They excel at exactly the methods recommended by the 
Behavioural Insight Team in their guidance EAST – they are Easy, 
Attractive, Social and Timely.  

Culture 
They are also a fundamental part of both ‘small c’ and ‘big c’ 
culture and are closely aligned with cultural identity – especially 
programmes like Creative People and Places which have local 
resonance at their heart.  It is often cultural identity that shapes 
responses to big issues like Black Lives Matter. 

Creative solutions 
And they are good at ‘solving the problem’, whether its personal - 
as we see with social prescribing for wellbeing, or about place-
making, as we see in the predominance of artists  in the Transition 
Towns movement. Creative skills and hobbies don’t just fill time, as 
we’ve seen during Covid-19, they can help people to experience 
‘flow’ and significantly enhance their personal wellbeing.  And they 
often address isolation and build relationships, as we found in 

Transported’s Elsoms photography project, in which staff were able 
to ‘see through new eyes’ their workplace and their colleagues.  

These benefits are poorly communicated, but at Transported we’ve 
worked hard to create an evidence-base. 

Transported evaluations work with 
people to reach consensus about the 
value of positive changes in their lives.  
They consistently finds local people 
improve their relationships, and feel 
pride & wellbeing from making things 
themselves.   

These interventions are LOW COST; they 
don’t require an economic stimulus of 
billions, yet they can turn lives around.   
People participating in mental health 
project Taking pART saw a 17% increase 
in their wellbeing scores. Staff at Elsoms 
increased their team empathy by 18%.  

Sources:	  MB	  Associates,	  2015,	  Arts	  at	  the	  Heart.	  MB	  Associates,	  2018	  DCMS	  submission,	  
hXps://app.box.com/s/66gpclgxlxofpx58xi3nicikjkplb4up	  .	  MHM.	  Make	  Culture	  Work.	  	  MB	  Associates	  Taking	  pART	  evalua;on	  report.	  	  



The Landscape - COVID19 overview 

The COVID-19 pandemic crisis is the biggest we’ve seen 
in a century.  It challenges us at every level, and the 
assault on mental health and the economy will have long 
term effects.  The disruption has likely provided the 
opening that has finally allowed Black Lives Matter to 
take hold.  

Personal responses 
The UK government is unsurprisingly concerned about 
increases in suicide, depression and possible neurological 
damage caused by the virus, with potential long term affects. 
Anxiety UK has reported a 36 times increase in calls to its 
helpline. 25 million people, - half the adult population, reported 
‘high’ anxiety (though shockingly, the level was already a fifth 
of the population). There was a jump to one in five of the 
population reporting low wellbeing, (life satisfaction), from one 
in 12. State of Life have be watching trends and whilst mental 
health remains a obvious risk, they also note that ‘trust is 
volatile, and, inactivity is also future threat to physical health.  

Some groups suffer more – especially poorer people and those 
who are Black and Asian. Those who are already unwell or lack 
privilege are more at risk. 

Work and community 
People have coped in the main by keeping in touch with family 
and friends by phone and video calls. And traditional hobbies 
have boomed, from gardening and cooking, to an explosion in 
creativity, with many practitioners offering virtual teaching and 
support.  But much of this depends on connectivity, and others 

coming (virtually) into your home, so inequalities across 
households limits accessibility for many.  

During lockdown around 20m people were working at home 
(usually fewer than 2m), with a noticeable positive saving in 
travel time and damage to the environment – but in parallel a  
loss of social interaction and routine. On top of which lower 
income families worked the same or more outside the home – 
shouldering the risk for all of us. People in the East of England 
were amongst the least likely to be working from home. And 
wealthier families alone saw an increase in leisure time.  

There is a profound risk for businesses too, with many already 
folded and some of the most culturally valuable at particular 
risk.  79% of businesses had applied for Govt support at the 
beginning of June. The ONS reports that ‘no part of the 
economy remains untouched.’ with Government borrowing to 
pay salaries rocketing and a recession inevitable.  

Services 
All this presents a profound challenge to services from 
increasing demands triggered by mental ill-health, financial 
strain, more domestic violence and food insecurity – combined 
with a reduction in the normal safety nets and social networks.  
At the same time as they’ve lost income from commercial 
activities like car parks and leisure centres.  

Sources:	  ONS	  releases.	  State	  of	  Life	  Covid	  survey.	  	  



The Landscape - COVID19 and culture 

It is no surprise that the essentially social sectors of arts 
and entertainment have been hardest hit in the 
economy, along with hospitality.  Whilst much of what 
communities are crying out for is what culture provides, 
many organisations will have gone bust before they can 
muster a strategic approach to recovery.  

The challenge 
The arts is one of two industries that the ONS reports have 
been particularly hard hit: around three-quarters of businesses 
in hospitality and Arts, entertainment & recreation, have 
temporarily closed. The ONS says ‘even more worrying, the 
vast majority of these expect their businesses will continue to 
be on hold in four weeks’ time’. Almost half the arts 
organisations said they were not sure when they would be able 
to restart and that they had just three months or less cash 
reserves.  

The response 
With a  passion for supporting communities, and flexibility won 
through constant vulnerability, much creative work has 
transferred online.  But there are well-known risks associated 
with living life digitally, from the gullibility of users to 
conspiracy theories, to the inability of those with a device 
plugged in their ear to either socially distance - or socially 
connect.   

This immediate response needs to develop into something 
more strategic.  Andrew McIntyre of MHM points out that “The 
response of arts, culture and heritage organizations to 

the Covid-19 crisis has been swift in deployment and 
magnificent in scale. Possibly too swift and too 
magnificent.” 
This tendency to make a tactical rather than strategic response 
is part of the reason we fail again and again to ‘make the case’ 
for culture.  Several CPP programmes report paying the price in 
terms of stress.  A recovery vision should 
maintain this audience focus, whilst responding in a way that is 
sustainable.  

When is your business likely to re-open? ONS 

Sources:	  MHM.	  Kings	  College	  and	  Ipsos	  Mori.	  ONS.	  



Transported is a jewel of an organisation 

Transported’s vision 
Transported is a strategic, community focused programme, 
which aims to get more people in Boston Borough and 
South Holland enjoying and participating in arts activities. 

Transported’s experience 
It is one of a handful of cultural organisations in the UK, 
that are both highly socially-engaged and part of a 
university - allowing it to punch above its weight in terms of 
social impact.  

Having worked in-depth assessing its value, we know Transported 
works best on: 

•  Relationships and a sense of belonging, including business 
teams, family relationships and getting to know people across 
communities – which might typically create two-thirds of a 
project’s value 

•  Engaging particpants with high needs – for example with mental 
ill health or who are ethnically isolated 

98% of the audience is from low to medium arts 
engagement groups, typically lower-socio-economic groups 

•  Productivity – both economic and social, resulting from team-
building and supporting individuals with a sense of ‘agency’ in 
their own lives and locally 

•  Multi-layered projects with multiple stakeholders and legacy 
effects that can last well into the future 

Transported exposes 5,000 people at the 
Illuminate festival to national quality art – so 
that of all the events the council organise, they 
were overwhelmed by the positive feedback. 
People for whom English is not their first 

language were especially positive, commenting 
that it reminded them of festivals back home.   
•  Making the most of investment, with a conscious focus on Social 

Return.  

Transported’s new focus 
In its third phase, Transported has planned three types of work 
that already allow it to respond to the triple crises we face – not 
just to people through the pandemic and surfaced inequality, but 
to prosperity and planet. They are: 

•  Self-making 

•  Place-making and 

•  Community-making. 

Creative solutions, bringing town centres back to life and re-
building communities are essential to our recovery. Social 
relationships locally will be more important than ever, as white 
resentment rises to meet Black Lives Matter. 

But we don’t just want to recover, we want to flourish. With ideas 
for ‘social bubbling’ and postal projects already underway,  
Transported subscribes to the optimistic view that we have a once 
in a lifetime chance to ‘build back better’.  

Logic will get you from A to B, imagination will get you 
everywhere Einstein 



Impact - Self-making through Transported 

Transported has expertise in ‘self-making’, where 
people grow through learning, experience and 
development.  It has always ‘made the everyday 
exceptional’ so people ‘see through new eyes’.  An 
extension in this crisis is an explicit focus on both 
compassion and thought – building on 7 years 
experience of creative exploration and social 
encounters.  

Caring & compassion 
People are worried about the impact on already vulnerable 
places, like high streets, and already vulnerable people 
especially through inequality.  Ethics and empathy are 
particularly important during and following the lifting of 
COVID restrictions.  

Transported is well practised at being sensitive to people’s 
moods and vulnerabilities, and the rapidly changing socio-
economic and mixed racial environment. One project for 
example, aims to engage a resident, and build up ‘social 
bubbling’ by supporting them to engage a neighbour in a 
carefully curated cascade. 

Critical thinking, decisions and ‘agency’ 
Whilst it has always engaged emotionally, now is also a time 
to be more critical.  This applies to development of the 
programme, and to supporting stakeholders with decisions.  

Critical and audience focused expertise are crucial to ensure 
that what is created is relevant and high quality. 
Communities and audiences must feel reassured that when 
they come back to ‘real world’ participation we have taken 
every precaution to make sure they are safe.  Both 
analogue/physical and digital participatory work is critical to 
meet changing needs, expectations, values and behaviours. 
But any new programme or platform must go way beyond a 
knee jerk response to ‘getting stuff online’. 

“A quick consensus is emerging that the ‘winning 
formula’ will be vision-led organisations, producing 
content that is authentic and human in an attempt to 
engage and build their communities.”  

This care and attention has become second nature after 
seven years of an ethos of action research.  In-depth 
community consultation was the bedrock of Transported 
from the start.  Offering these skills to partners in Local 
Government and Business may be a new opening for 
Transported to work ‘B2B*’. 

At the same time a philosophically liberal Government 
indicates that people are increasingly being expected to use 
‘common sense’ about behaviours as time goes on.  
Compassion and care needs to underpin informed decision-
making, which is as important for individuals as for 
politicians.  

Sources:	  MHM,	  Culture	  in	  Lockdown.	  

*Business	  to	  Business,	  as	  opposed	  to	  B2C,	  Business	  to	  Customer.	  	  	  



Impact - Community-making through Transported 

‘Community-making’ builds on self-making - so confidence, 
skills, social capital and civic engagement form healthier 
places in which to live and work. An unusual strength of 
Transported is its work in business, for pastoral care and 
support for more effective working and productivity.  

Taking part, relationships and belonging  
The pandemic laid bare inequalities.  Lower income families 
shouldered the risk and missed out on leisure gains in 
lockdown.  The Bame workforce was shockingly vulnerable.  

And huge disruption meant people saw the world wasn’t ‘fixed’.  
Positive response came with the plea to ‘build back better’ and 
as Black Lives Matter finally took mainstream hold.  But 
personal agency can work for good and ill, with a white 
nationalist backlash and predictions of more community unrest.  

Transported uses progression to tackle sensitive issues, and 
social encounters to build relationships. It uses fun and 
festivals to bring in people new to the arts, then provides a 
ladder of opportunity to engage.  In the first evaluation report 
in 2015, we noted that ‘Take up of physical activity, 
cultural activity, social media and social activism are all 
limited; the area has low participation more generally 
than just for the arts’.  Proactive community-making and 
social cohesion post Covid will be vital not just nice to have.  

Organisations work better when they ‘walk the talk’ and this 
consultative approach needs to be matched with collegiate 
management.  The CPP programme nationally needs to fully 
support and enable CPP leaders in tune with this way of 
working.   

A unique contribution to business 
Business response to Covid has been similarly diverse, some 
surviving by curtailing employee and environmental protection, 
and others giving back their furlough funds, as it’s the ‘right 
thing to do’. 

Businesses may need support to take corporate responsibility, 
in a way that is not only human, but makes commercial sense.  
The most robust of business minds report in Harvard Business 
Review how “Unleashing compassion in the workplace not 
only lessens the immediate suffering of those directly 
affected by trauma, it enables them to recover from 
future setbacks more quickly and effectively, and it 
increases their attachment to their colleagues and hence 
to the company itself.” 

Closer to home Social Value UK has published 
Coping in a Crisis, the compassionate way forward and 
proposes "The need to value all workers, not just in a 
crisis, but permanently“.   

Transported has engaged successfully with business before, 
though Brexit has derailed some plans.  In the medium and 
longer term though, it can help organisations to build back 
better, starting with compassionate leadership.   

Sources:	  BBC.	  HBR.	  SVUK.	  	  	  



Impact - Place-making through Transported 

Finally, as a CPP it is part of Transported’s purpose to 
‘make the place’; to grow skills and capabilities, at 
personal and community level, working with Local 
Government as obvious partners in local stewardship. 

Cultural engagement 
Indigo reports in After the Interval that 93% of 86,000 
respondents were missing live events, with 55% looking 
forward to supporting their local venue.  But only 17% are 
booking for future events and only 19% would return just 
because venues are open.  

Local stewardship and place-making 
There is a gloomy sense that high streets and town centres 
are dying and local authorities may be left managing ghost 
towns, at a time when people need social relationships more 
than ever.  The role of local stewardship has never been 
more important but the challenges may be overwhelming. 
Loss of income and inevitable spikes in demand has put 
significant extra pressure on Local Government. “Falling 
income is an unfurling disaster for local authority 
finances and adequate support from government is 
not yet in sight” (CEO of CIPFA). Some are turning to big 
data to scope their response, in what seems likely to create 
a loss of quality; “With coronavirus, there seems to be 
a trend towards accepting data-driven solutions. It 
seems to override the sort of scepticism that we have 
had in place around some of these technologies 

before,” ��� (Lisa Dencik, Cardiff University Data Justice Lab) 

As things get back to normal we need to regain but also  
review our place in the physical world. For many, the 
experience of the lockdown has transformed attitudes, with 
a new sense of how important the natural world is to 
wellbeing and what can happen if we neglect it.  And it 
seems likely that businesses will want to capitalise on 
savings from less (especially international) travel.  These 
things offer a glimmer of hope, against the latest State of 
Nature report that told us 15% of species in the UK are now 
at risk of extinction.  And alongside the effects of climate 
change, so we’ve recently seen the highest number of flood 
warnings on record, and wildfires on Saddleworth Moor that 
exposed five million to dangerously polluted air.  

Responding  

Local services and agencies need real support with natural 
and cultural place-making which must be a joint effort, and 
these needs will change as we move from response, to 
recovery and resilience. The social, environmental and 
economic impact from the sort of upstream and 
preventative work, Transported does will need long-term 
and continual evidencing, to make the case for investment. 

Sources:	  Public	  Finance	  bulle;ns.	  Triodos	  Bank.	  	  	  



What does the future hold? 
There are three phases of an emergency – response, recovery and preparing through resilience.  

2020	  	  
Response	  

How	  do	  we	  re-‐engage	  with	  the	  physical	  world?	  

2020	  -‐	  2021	  
Recovery	  

How	  do	  we	  recover	  economically	  and	  
emo;onally?	  

2021	  onwards	  
Resilience	  

How	  do	  we	  build	  back	  beXer	  ready	  for	  future,	  
inevitable	  shocks?	  	  



What socially-engaged culture would do – how Transported 
can help 
In order to ‘sell’ to this new market, Transported 
needs to build relationships with stakeholders to: 

1.  Understand the needs of potential investors, 
commissioners and customers at each of these 
three stages.  

2.  Look for a match between those needs and 
Transported’s offer, with real clarity about the  
benefits.  

3.  Clearly and concisely articulate the message about 
how Transported can meet these needs. 

This is the next phase of work, shaped by the tables 
at the beginning of this report and by further scenario 
planning.  

Whilst the future is uncertain, the following 
recommendations will be relevant.  

1.  Transported should keep hold of the objective to 
Build Back Better, whatever the challenge is that 
we face. It should continue to build its evidence-
base.  

2.  In partnership with the University, it could develop 
an approach to working B2B with partners to 
share compassion and creative decision-
making skills in leadership.  As well as building 
on local learning, this should refer to place-making 
experience from projects like Citizen Power 
Peterborough.  A creative response makes a good 
counter-balance to Citizens’ Juries, which 
themselves are a response to the climate crisis.  

3.  Shape all projects using years of expertise to build 
social cohesion – and be explicit about that 
expertise with partners. 

4.  Work collaboratively with local government and 
others to make resilient communities, and as 
shared stewards of planet and place. 



APPENDICES - Scenario planning: a role for culture 
whatever happens 

Probability	  in	  short	  
term	   !	  High	   "	  Medium	   "	  Medium	   #	  Low	  

Probability	  in	  
medium	  term	   "	  Medium	   !	  High	   "	  Medium	   "	  Medium	  

What	  socially-‐
engaged	  culture	  
would	  do	  –	  how	  
Transported	  can	  
help	  
•  In	  communi;es	  
•  In	  business	  
•  In	  public	  sector	  

•  Hold	  business	  to	  account	  
through	  ac;vism	  

•  Work	  with	  business	  on	  
produc;vity	  

•  Commissioned	  to	  support	  
wellbeing	  &	  rela;onships	  

•  Build	  partnerships	  and	  
cohesion	  

•  Work	  with	  businesss	  on	  
rela;onships	  with	  
communi;es	  

•  Work	  with	  partners	  on	  
stewardship	  and	  place-‐
making	  

•  Build	  partnerships	  and	  
cohesion	  

•  Work	  with	  businesses	  on	  
produc;vity	  

•  Work	  with	  partners	  on	  
stewardship	  and	  place-‐
making	  

•  Be	  in	  tandem	  with	  
engaged	  communi;es	  

•  Crea;ve	  solu;ons	  with	  
businesses	  

•  Commissioned	  eg	  to	  
support	  Ci;zen’s	  Juries	  

A	  Freer	  free	  
market	  

Radical	  reduc+on	  in	  
regula+on	  

A	  Green	  New	  
Deal	  

Addressing	  climate	  
change	  

Responsible	  
capitalism	  

Driven	  by	  private	  
sector	  	  

State	  
interven;on	  in	  
enterprise	  	  

Bailouts	  with	  strings	  
a;ached	  

Radically different scenarios could result from this disruption.  Every option needs a healthy culture for us to flourish. 



APPENDICES - Vision and leadership 

These two approaches recommend a ways of operating that 
are audience and leadership focused.   

In Culture in Lockdown Part 2, MHM propose 7 pillars that 
should shape the sector for the next decade with audiences 
at the heart of every re-opening strategy.  

1.  Vision led - with the audience as important at the 
programme; how will we enrich lives and benefit society?  

2.   Outcome orientated - depth of engagement and societal 
impact is more important than bums on seats  

3.   Interdisciplinary - that is it's everyone's job to respond 
to audience needs  

4.  Brand DNA-driven - guiding every aspect of our work  

5.  Meaningfully segmented - connecting to deep-seated 
values and needs  

6.  Insight guided - by listening to data  

7.  Interactively engaged - building community and social 
capital 

Social Value UK proposed how to lead with compassion:  

•  ID workers challenges and look for ways to reduce stress 

•  Respect their need to feel in control  

•  Include them in decision making  

•  Provide clear and transparent information so they can 
participate  

•  Provide clear roles  

•  Help with big changes, eg redundancies  

•  Be flexible and offer counselling  

•  Leaders act as role models ��� 



APPENDICES - Management Group 

Transported has the support of the following management group: 

Alison Fairman. Boston in Bloom.  

Michael Morris. Tonic Health.  

Phil Perry. Boston Borough Council.  

Rachel Rowett. South Holland District Council.  

Rebecca Clarke. Boston College.  

Sukhy Johal. (Chair) University of Lincoln. 
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