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Programme Overview
In 2016 the Festival expanded in order to strengthen the links and narrative between the Bristol and Bath Festivals. As
a result the programme was marketed as the Bristol to Bath Festival of Nature and the programme used the narrative
of the Festival travelling along the River Avon, with a number of events taking place along the river over the course of
this two-week journey. These included:
1. Bristol BioBlitz: The annual Bristol BioBlitz is a 24 hour race against time to find and record as many different
species of wildlife as possible in one of the city’s urban green spaces. This year the event invited families and
amateur naturalists to join expert naturalists and engagement teams at Wild Place Project, collecting biological
recording data for local and national environmental knowledge hubs.
2. Bristol Festival of Nature: The annual Festival of Nature city centre event on Bristol Harbourside is the
centrepiece of the Festival programme, inviting thousands of members of the public to celebrate the natural
world with over 100 organisations delivering activities over a summer weekend.
3. Schools Day: Each year we invite over 1,000 local school children to a sneak preview of the Festival with a
selection of exhibitors laying on special educational activities on the Friday before the Bristol Festival weekend.
4. Bath Festival of Nature: Now in its third year, the Bath Festival of Nature event showcases local and national
natural history organisations who run activities, walks, talks and workshops in Bath’s Royal Victoria Park.
5. Keynsham Festival of Nature: For the first time the Festival of Nature came to Keynsham Memorial Park, with
a special production of Wind in the Willows along with stalls and workshops.
6. Arts programme: The integrated arts programme included art installations, theatre, music, workshops and
‘spectacle’ events at the Bristol, Keynsham and Bath Festivals created by 103 artists. It also featured a specially
commissioned poetry trail along the River Avon.
7. River Avon events: During the Festival of Nature’s two-week ‘journey’ along the River Avon a range of smaller
events were run in collaboration with BNHC partners. These included a ‘Waterblitz’ citizen science project, a
bat surveying evening and an evening event with the presenter of the BBC programme Horizon, Steve
Crabtree.

Headline summary
Audience




The Festival of Nature 2016 engaged an estimated 11,265 participants across its 4 feature events
The primary audience was families with pre-teen children
BME groups represented around 17% of the audience which is an increase of 3% from 2015, and an increase
of 9% from 2014

Content





Content quality is highly valued by attendees, with live animals and plants being particularly popular. Visitors
to Bristol also enjoyed the general atmosphere, festival marketplace and food, and visitors to Keynsham and
Bath rated performances of music, arts and theatre particularly highly
Advertising and programme clarity were some of the most commonly suggested improvements across all
events
At the Bristol event improvements to space and accessibility were also common suggestions, whilst visitors to
Keynsham and Bath frequently suggested that the events could be grown and expanded

Learning and behaviour change




Visitors to the four major events took a total of 4,881 actions for nature as measured by exhibitors. Visitors
fed back that they had been inspired to undertake a further estimated 11,484 actions following the festival,
totalling 16,365 actions for nature
As a result of attending the festival an estimated 4868 people are more interested in nature, 6280 people are
more aware of issues affecting wildlife and the environment, 6608 people are more aware of what they can
do to help, and 7099 people are more aware of organisations working on these issues

Exhibitor and Trader Feedback



93% of exhibitors said they would definitely exhibit at the Festival of Nature again, the remaining exhibitors
said they would probably exhibit at the Festival again
97% of traders said they would return to the Festival of Nature next year

Environment




The two biggest events in the Festival of Nature programme (Bristol and Bath) produced a combined total of
23tons of combined greenhouse gases. This is a 58% drop in comparison to last year, which can partly be
explained by lower visitor numbers
50,000 litres of tap water were saved by filling marquee weights directly from the harbour

Marketing




There were 32, 000 visitors to the website between 1st April and 30th June, a 23% increase on last year
This year the Festival generated at least 64 pieces of press coverage, a 6.4% increase from 2015. This included
a substantial increase in national coverage
Between 1st April and 25th June our Facebook Likes increased from 2,119 to 2,657 (20% increase). From April
12 to July 11 our Twitter followers increased from 4,334 to 4,918 (11.8% increase)

Audience Profile
Attendance
The Festival of Nature 2016 engaged an estimated 11,265 participants across a programme of 4 flagship events
including:
• Flagship city centre festivals in Bristol, Keynsham and Bath
• A flagship BioBlitz event at Bristol Zoo Gardens’ Wild Place Project
Date
13/14.05.16
10.06.16
11.06.16
12.06.16
19.06.16
25.06.16

Event
Bristol BioBlitz
Bristol FON Schools Day
Bristol Festival of Nature (Sat)
Bristol Festival of Nature (Sun)
Keynsham Festival of Nature
Bath Festival of Nature
TOTAL

Attendance
850
880
3,389
3,723
750
1,673
11,265

Notes on data collection and sampling
Audience data was collected via a two-page visitor survey distributed at events by volunteers. 217 completed surveys
were received from the four flagship events (Bristol, Keynsham, Bath and BioBlitz) giving a 1.9% sample of the
estimated audience. Data was then digitised and analysed by BNHC staff.
Where visitors were able to provide more than one answer or comment to multiple choice questions or open
commentary, the data are presented in terms of Relative Frequency (%). i.e. the percentage of visitors who gave that
answer rather than the percentage of answers given. For example: If Visitor 1 answers: “Social media and word of
mouth”; and Visitor 2 answers: “Social media” Relative frequency tells us that 100% of visitors have mentioned social
media where a simple percentage tells us that 75% of the answers given mention social media. Respondents were
asked to give information about the age and gender profiles of the people they attended the Festival with. This gives
a more robust representation of audience members, in particular of those below the age limit of survey respondents.

Audience Demographics
Age and Gender profile
The age and gender profile of visitors to the four flagship events shows the expected pattern of attendance with peaks
across preteen children (age 0-11) and parents of primary school age children (age 30-44). This fits with the audience
at which these events are pitched and marketed, though it is worth noting that we had nearly twice as many adults as
children attend. The notable peak in 30-44-year-old men at Keynsham may be ascribed to the event taking place on
Father’s Day and specifically marketed at fathers. Peaks in relative frequency of 18-29-year-old women at BioBlitz are
likely to be an anomaly due to low sampling rate.

RELATIVE FREQUENCY %

AGE AND GENDER PROFILE

BioBlitz

Bristol

Keynsham

Bath

All

Opportunities for audience development:




Targeted marketing of family activities to grandparents
Targeted promotion of special interest content to retirement age groups (gardening, traditional arts, etc.)
Content development and targeted marketing for teen and young adult audiences

Ethnic profile
The majority of respondents at each event described themselves as White - British (Bristol 85%; Keynsham 88%; Bath
73%; BioBlitz 100%); this was followed by White - Other at Bristol (9%) and Bath (13%). Keynsham had an equal amount
of respondents who identified as White - Other (4%), Mixed - Other (4%) and Other (4%). No other single ethnic group
accounted for more than 5% of respondents, though the representation of respondents from BME groups (i.e. nonWhite British) across the programme was around 17%, which is an increase of 3% from 2014, and an increase of 9%
from 2014.

Occupation profile
The majority of respondents across each event identified as working full/ part time (Bristol 72%; Keynsham 73%; Bath
84%; BioBlitz 50%). This was followed at BioBlitz by respondents who were in education (Bristol 16%; BioBlitz 25%)
and in Bath and Keynsham by retired (Bath 6%; Keynsham 12%). Bristol had an equal amount of respondents who
identified as retired (10%) and in education (10%).

Geographic reach
Bristol
Distance travelled
Percentage of Visitors
<2.5 miles
34%
2.5-5 miles
28%
5-10 miles
14%
>10 miles
25%
Average distance travelled:
13miles
Bath
Distance travelled
Percentage of Visitors
<2.5 miles
52%
2.5-5 miles
2%
5-10 miles
12%
>10 miles
34%
Average distance travelled:
11.7 miles
Keynsham
Distance travelled
Percentage of Visitors
<2.5 miles
37%
2.5-5 miles
29%
5-10 miles
17%
>10 miles
17%
Average distance travelled:
4.9 miles

This year both the Bristol and Bath events saw an overall
decrease in the distance that most visitors travelled to
reach the event. A strong majority of both audiences came
from within 2.5miles of the festival site, 34% in Bristol and
52% in Bath, compared to 23% and 28% respectively in
2015. Reasons for this could include the closure of the
M32 (a major route into Bristol) during the Bristol Festival
of Nature weekend, or the rainy weather on both events
encouraging people to do something close to home. It
could also reflect the reach of the Festival of Nature
marketing, which is mostly focused within the two cities.
Despite this both still attracted a substantial proportion
of visitors from over 10 miles away, with the average
distance travelled showing that many people still make a
significant journey to reach the event.
As a much smaller and new event, it is unsurprising that
Keynsham Festival attracted an even more local audience,
with only 17% of those sampled travelling from further
than 10 miles away.

BioBlitz
Distance travelled
Percentage of Visitors
<2.5 miles
0%
2.5-5 miles
72%
5-10 miles
14%
>10 miles
14%
Average distance travelled:
8.6 miles

The vast majority of people surveyed at BioBlitz travelled
between 2.5 and 5 miles to the event. This is likely to be
due to its location on the outskirts of Bristol, 2.5 – 5 miles
from major residential areas.

Content
Visitor experience
Visitors were asked to give each event a star rating from 1 (lowest) to 5 (highest). All four flagship events were well
received with average ratings around 4.3 to 4.7.

BioBlitz

Bristol FON

Keynsham

Bath FON

4.63

4.33

4.33

4.34

BioBlitz
Most enjoyable elements
When asked “Which part of the event did you enjoy most and why?” the majority of respondents (27%) mentioned
the Bee Walk. Other responses included Wildlife in general (22%), Exhibits (22%), Bird Walk (11%) and Moth Release
(11%).
Walk - bee
Wildlife
Exhibits
Walk - bird
Moth release

33%
22%
22%
11%
11%
0%

5%

10%

15%

20%
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30%

35%

Sample comments
“As a survey assistant, I enjoyed all the events (flies, spiders, moths) They really enhanced my interest and knowledge
in additional areas of entomology other than on hymenoptera.”
“Bee walk - most informative and interesting.”
“Learning about a [wildlife] group I don't know.”

Suggested Improvements
When asked “How do you think that the event could be improved?” the majority of respondents either said there was
no improvement necessary (29%), or that the advertising of the event could be improved (29%). Other comments
included references to facilities (14%), camping for all (14%) or making the event longer (14%).
No improvement
Advertising
Facilities
Camping for all
Longer

29%
29%
14%
14%
14%
0%

5%

10%

15%

20%

25%

30%

Bristol
Most enjoyable elements
When asked “Which part of the event did you enjoy most and why?” the majority of respondents (56%) mentioned
either a specific tent, exhibit or type of activity (56%). The most popular activities were those aimed at children (52%)
and those which were very ‘hands-on’ (5%). Other elements which scored highly included the live animals and plants
(11%), the marketplace and food (8%), the atmosphere and overall experience (8%) and education (5%).
Tents, exhibits, activities and content

56%

Live animals & plants

11%

Marketplace & food

8%

Atmosphere & overall experience

8%

Education

5%

Staff, volunteers & networking

3%

Arts

3%

Variety

2%

Zones & layout

2%

Freebies

1%

Weather

1%

Talks

1%
0%

10%

20%

30%

40%

50%

60%

Many visitors mentioned a particular tent, the most popular being the BBC tent (39%) and North Somerset Butterfly
House (13%), followed by Bristol Zoo (9%) and Bristol Museum (8%). It would be interesting to explore what these
exhibits have in common and what it is about them that makes people remember them when praising the festival.
BBC

39%

North Somerset Butterfly House

13%

Bristol Zoo

9%

Museum

8%

UWE

6%

Woodland Trust

5%

Really Reptile Roadshow

5%

National Trust

5%

City to Sea

3%

All

3%

Green Forum

2%

Bristol Energy

2%

Avon Wildlife Trust
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Sample comments
“Coming home with our 3 year old - he has adored getting hands on with wildlife (stick insects, snake, snail etc) and
seeing fossils and talking to people about animals and wildlife.”
“Doing the slow-mo at the BBC tent and holding a snake in the reptile place.”
“Nice atmosphere! Plenty of entertainment for kids.”

Suggested Improvements
When asked “How do you think that the event could be improved?” the majority of respondents either said there
were no improvements needed (24%). Comments relating to the tents, activities and general content also scored
highly (20%) with the majority asking either for more and more diverse or specifically more for adult/teenage
audiences. The reduced talks programme compared to previous years was also lamented by many visitors. This was
followed by suggestions concerning accessibility, space and size of tents (17%), and advertising and programme clarity
(12%). Other suggestions included having more live animals (9%), improving the weather (4%), facilities (4%) and
signage (3%).
No improvement
Tents, activities & content
Accessibility, space & size
Advertising & programme clarity
More live animals
Weather
Facilities
Signage
Marketplace & food
More arts
Freebies
Volunteers

24%
20%
17%
12%
9%
4%
4%
3%
3%
2%
1%
1%
0%

5%

10%

15%

20%

25%

Sample comments
“Is there a central info/ programme available? We have missed a few things (the dinosaur talk) that sounded great.”
“Maybe with wider tents to have more space for people to get by, especially with buggies. Or a buggy parking space…”
“Not quite so much emphasis on children's activities - nice to have something for grown-ups too.”
“More creation areas, you can never have too many. Bug boxes etc.”
“'Talks Tent' I missed the great talks you have usually.”

Keynsham
Most enjoyable elements
When asked “Which part of the event did you enjoy most and why?” more than half (52%) of respondents mentioned
the performance of Wind in the Willows. The ‘Water Detectives’ workshop was also highly favoured (11%), as were
the ‘Homes for Nature’ workshop (11%) and the ‘Mammal Detectives’ workshop (7%). The ‘Gardening’ workshop,
‘Spectacle’, pond dipping activities, wildlife and the event as a whole each received equal mentions (4%).
Wind in the Willows
Workshop - Water Detectives
Workshop - Homes for Nature
Workshop - Mammals
Workshop - Gardening
Spectacle
Pond dipping
Wildlife
All
0%

10%

20%

30%

40%
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60%

Sample comments
“The Wind in the Willows - it was funny and informative.”
“The theatre was lovely for children and adults.”
“The walk and talk with the naturalist. We will never look at nettles the same way.”

Suggested Improvements
When asked “How do you think the event could be improved?” the majority of respondents (32%) noted that the size
and duration of the event could be increased. The advertising and programme clarity was also frequently mentioned
(18%), as was the weather (14%). 9% said that no improvement was needed, and a further 9% mentioned that
elements of the event could be more child friendly. Other suggestions included a better use of location (5%),
marketplace and food (5%), more live animals (5%) and that the event should be charged for (5%).
Size & duration
Advertising & programme clarity
Weather
No improvement
More child friendly
Use of location
Marketplace & food
More live animals
Charge a fee

32%
18%
14%
9%
9%
5%
5%
5%
5%
0%

5%

10%

15%

20%

25%

Sample comments
“Longer so that we could have done all of the workshops!”
“Great - not much improvement needed.”
“Make it clear that workshops needed to be booked.”
“Tell the actors there is a custom built stage behind them! Other than that, a superb show.”

30%

35%

Bath
Most enjoyable elements
When asked “Which part of the event did you enjoy most and why?” the majority of respondents (37%) mentioned
exhibits, organisations or activities. The most frequently mentioned of these were activities for children (28%) and
activities involving bats (28%). The music (21%), arts and theatre (18%) were also favoured highly, followed by
education and information (6%), workshops (6%), food (4%) and the atmosphere and overall experience (4%). Also
mentioned were the opportunities for networking (3%) and the location (1%).
Exhibits, organisations & activities
Music
Arts & theatre
Education & information
Workshops
Food
Atmosphere & overall experience
Networking
Location

37%
21%
18%
6%
6%
4%
4%
3%
1%
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Sample comments
“Making the forest in miniature. It was very relaxing.”
“Music and opportunity to learn about local communities/ efforts to protect nature.”
“The live bats and the lady holding them. It's so rare to see them in the light and so close up.”

Suggested Improvements
When asked “How do you think that the event could be improved?” 20% of comments referred to the advertising and
programme clarity. Location & size also scored highly (18%). 15% of comments said that there was no improvement
needed to the event. Other suggestions referred to activities (13%), weather (10%), facilities (10%), marketplace and
food (10%), timing of the event (3%) and the music (3%).
Advertising & programme clarity
Location & size
No improvement
Activities
Weather
Facilities
Marketplace & food
Timing
Music

20%
18%
15%
13%
10%
10%
10%
3%
3%
0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

Sample comments
“Better advertising. I have been 2 times before but barely found out about this year's event.”
“Perhaps slightly bigger (as Bristol) and more food options.”
“The workshop people felt rushed to clear things quickly after the Forest of Imagination, ready for next event in the
marquee. Really appreciated shelter spaces and chairs.”
“Check timings with other events in the city, Bath Uni is doing a similar event today and also Glastonbury is on.”

Arts Programme
Audience
The integrated arts programme included art installations, theatre, music, workshops and ‘spectacle’ events at the
Bristol, Keynsham and Bath Festivals created by 103 artists. 1,185 visitors took part in one or more of the activities
provided by the arts programme. 9,535 audience members attended. This includes people going to an exhibition or
performance, and people getting access to works that were printed, broadcast or on the internet, but does not include
the 687,000 Points West viewers who viewed a Festival of Nature poem reading. An additional estimated 37,600
people saw the poetry trail over the month of June (this estimation is taken from data measuring the numbers of
people to use the River Avon Path gathered between April and July 2012 by Bristol City Council). All the boards have
remained in place since the end of the Festival month and will continue to be seen by members of the public.

Impact on Artists
When asked “Has your involvement in the event had any tangible impacts or benefits to your work as an artist?” 90%
of artists indicated that their involvement had had a tangible impact.
Artists were asked “How far do you agree with the following statements?” 40% of respondents who did not ‘Strongly
Agree’ with the statement “I was already very interested in nature and environmental issues before I attended this
event” then went on to answer that they either ‘Agreed’ or ‘Strongly Agreed’ with the statement “Attending the event
inspired me to think about the environment in relation to my work as an artist.” 50% of respondents ‘Strongly Agreed’
that “the event offered good opportunities to deliver to new audiences”, with the same proportion also responding
‘Strongly Agree’ to the statement “The event helped me promote the work I do as an artist”; whilst 30% of respondents
indicated that they ‘Strongly Agreed’ with the statement “the event offered good opportunities for networking.

Sample comments
“More views to our website”
“The project has significantly raised my profile as a poet. Reading alongside other well-known artists was a great lift.
The event has already led to a further commission.”

Learning and Behaviour Change
The Festival of Nature’s core aim is to deliver entertaining and informative events and activities that inspire greater
public interest, volunteering and action for nature.

Relative Frequency %

INTEREST AND AWARENESS
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
Interested in
Aware of issues
Aware of ways
Aware of
wildlife and nature affecting the that I can help and organisations
environment and
get involved
working on these
wildlife
issues
MORE

SAME

LESS

Visitors were asked to review and
self-identify how their interest and
awareness towards environmental
issues had changed as a result of
attending the festival.
Extrapolated to our audience
estimates this equates to 4868 people
with an increased interest in nature,
6280 people with an increased
awareness of issues affecting wildlife
and the environment, 6608 people
with an increased awareness of what
they can do to help, and 7099 people
with an increased awareness of
organisations working on these
issues.

Actions for Nature
During the Festival of Nature programme, visitors to the events took a total of

4,881 actions for nature
falling under the five main calls to action.
CREATE Number of bird feeders/ trees/ plug plants/ nest boxes/ etc given out or bug hotels made: 2161
OBSERVE Number of wildlife records collected: 981
SUPPORT Number of members recruited: 151
SPEAK UP Number of petition/ask signatures collected: 1273
VOLUNTEER Number of volunteers who supported the Festival or exhibits or number of new volunteers signed up: 315
This is a hard count of actions collected from exhibitors who recorded tangible actions that people took whilst at the
Festival. 39 out of 74 exhibitors across the Bristol, Keynsham and Bath events submitted data. We have not
extrapolated this data as it’s likely that the exhibitors who have not responded have not done so as they did not record
as many tangible actions.
In addition exhibitors submitted a total of 7696 additional actions that did not fall into the five main calls to action.
Whilst many do not have a directly measurable benefit to nature, some notable actions in this ‘other’ category include:





200 guides on buying sustainable fish given away
50 refillable water bottles and 300 canvas bags sold/given away
697 sustainable behaviour pledges
967 mailing list sign ups to receive further information from organisations

£2182.73 raised
in on the spot donations (excluding memberships and sales)
There may be scope to explore which of these produce direct benefits to nature and how these may be included in
the Festival of Nature’s calls to action next year.

Intended Actions for Nature
When asked whether they had been “inspired to make a change for nature”, 71% of respondents said yes while 7%
said no and 22% said they weren’t sure (n=167).
Visitors surveyed were also asked to rate how likely they were to make the following changes as a result of their
experience at the event:








Spend more time outdoors in nature
Make a small change at home to benefit wildlife (e.g. use less water, re-use carrier bags)
Create a wildlife habitat in their garden, window box or school (e.g. bird box, plant wildflowers, log pile, etc)
Support a wildlife membership group or charity by joining and/or donating
Observe and record the wildlife in their garden, school or local area or take part in citizen science
Speak up for nature by signing a petition or writing to their MP about environmental issues
Volunteer for a charity or local community group making a difference for nature

These options were based on calls to action that were agreed as part of the Festival’s aims this year and were promoted
by exhibitors. From this we can see that 71% of people surveyed were inspired to spend more time outdoors. This
number drops as the amount of time or commitment required for an action increases, yet, even for the most
commitment-heavy action, volunteering, 42% of respondents stated that they were likely or very likely to do this as a
result of their experience at the event.
Whilst this is very positive and captures the enthusiasm felt by visitors during their time at the event, it is very difficult
to capture how many people actually follow up on these statements. This highlights the value in giving people the
tools they need to make it as easy as possible for them to follow up on their enthusiasm after the event.

How likely are you to do the following as a result of your experience at
the event:
Spend more time outdoors
Make a small change
Create
Observe
Support
Speak up
Volunteer
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Festival of Nature visitors were ‘very likely’ to take

11,484 intended actions for
nature
following the festival

100%

Exhibitor feedback
Exhibitor feedback across all events was positive with a vast majority of the exhibitors who submitted feedback saying
that they achieved what they intended through exhibiting at the festival:
WE HAVE ACHIEVED WHAT WE INTENDED THROUGH EXHIBITING AT THE FEST IVAL
Stongly agree

Agree

Disagree

25%

Strongly disagree
68%

7%

25 out of 27 exhibitors who responded said that they would choose to exhibit at the Festival of Nature again. The
remaining two said that they probably would.
In their comments many exhibitors said the events were well organised and other positive comments included the
size, diversity and interest of the audience, as well as the fun and relaxed atmosphere.
In their suggestions for improvements exhibitors mentioned improved marketing, signage and information for visitors.

Trader Feedback
Trader feedback was also largely positive this year, despite lower visitor numbers and rain having a negative impact
on trader profits. Over 96% of traders would come back to the Festival of Nature next year.
Traders were asked the rate the event out of 5 for the following factors:
Management of the event
Quality of information given before the event
Quality of venue
Quality of information given during the event
Promotion of the event
Meeting expectations

Weighted average
4.74
4.63
4.57
4.39
3.69
3.19

Traders were largely happy with the management of the event, the information they were given and the quality of the
venue. They believe that there is room for improvement in promoting the event, and many expressed that it did not
meet their sales expectations due to the lower visitor numbers and poor weather, but most acknowledged in their
comments that this was outside of the organiser’s control:
Sample Comments:
“On the whole it is a very well run event and although disappointing this year we consider this years “blip” down to
events outside the organiser’s control, the biggest being the closure of the M32, the Queen’s birthday street parties
and of course the great British summer weather. We would hope we wouldn’t encounter these another year!”
“This year was heavily weather affected.”
“It’s a great festival shame about the weather as it might have been better in the sunshine.”

The following suggestions were expressed by a number of traders:





Somewhere under cover to sit down
More music near the food stalls
Fewer of the same type of food stall
Better publicity and signage

Environmental impacts
Emissions Profile
This year the two feature Festival events in Bristol and Bath generated approximately 23tons of combined greenhouse
gases (Bristol: 19.5 tons CO2e, Bath: 2.5 tons CO2e). This is calculated from estimates of emissions from visitor travel,
exhibitor and trader travel, contractor travel, school travel and volunteer travel, using DEFRA’s 2016 greenhouse gas
conversion factors and information we have gathered on postcodes and travel distances. It also includes the emissions
estimate from the fuel that we use for power.
This represents a large reduction in greenhouse gas emissions in comparison to last year’s 54.7tons CO2e, which can
largely be explained by changes in visitor travel.
Visitor travel accounts for almost two thirds of total
emissions at approximately 13.8 tons CO2e this year,
73% less than last year (50.9 tons). Reduced visitor
numbers (approximately half compared to last year)
were attributed to inclement weather conditions at
both events accounting for some of this difference.
As well as lower numbers of people, we saw that
people did not travel as far to the events this year
(34% of visitors came from under 2.5 miles to Bristol
event compared to last year’s 23%, and 52% of
people travelled under 2.5 miles to the Bath event
compared to last year’s 28%). We speculate that this
may also be a weather effect. The ratios of different
modes of transport remained relatively similar to last
year.
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Infrastructure transport is the next highest source of greenhouse gas emissions (3.7tons CO2e) and the vast majority
of this is from the marquee transport, which requires 4 articulated lorries travelling a distance of 568 miles each.
Volunteer travel saw a significant increase on last year as one volunteer travelled from Italy by plane, with volunteering
at the Festival of Nature being one of her main motivations for the trip (as well as attending a conference) so this has
been included in the calculations.

Water consumption
This year the Festival once again saved 50,000 litres of tap water by filling the marquee weights straight from the river,
rather than using treated mains water, thus significantly reducing its environmental impact. This year 3500 litres of
mains water was used to fill the wetland garden, but water consumption for other exhibits was minimal. Again plastic
bottle usage was reduced by encouraging exhibitors to fill up reusable bottles from the water fountain and drinking
water taps.

Waste disposal
Delays on the part of our waste provider mean that we are still waiting for a full waste breakdown which will be
provided in a revision of this document as soon as available.

Information Blindspots
Despite improving our recording methods this year, there remain significant data deficiencies for calculating
environmental impact around:
 Artist/Exhibitor travel
 Material supply chain and procurement – both
for food and market traders, exhibitors and
 Food waste
artists
 Mains utilities
 Trader fuel usage
For our visitor travel calculations we assume an average of 2.2 people per car, which is the average group size according
to the information that survey respondents provided on the number of people in their group.

Marketing Report
A dedicated Communications Officer was contracted to deliver the marketing plan for the Festival, working in-house
with the core BNHC team and focussing on the flagship events in Bristol, Keynsham and Bath, as well as the wider
programme and the calls to action. The following is taken from their report:

Press
This year the Festival has generated at least 64 pieces of press coverage (6.4% increase from 2015) including:
 2 TV slots
 6 radio slots
 6 pieces in the Bristol Post
 10 in Bristol 24/7 (13 in 2015)
 Extensive coverage in regional lifestyle magazines
Coverage in the Bath press expanded from 9 pieces in 2015 to 14 this year (35% increase), and the Keynsham Festival
also had good coverage in the Keynsham press. There was also more national coverage with confirmed pieces in
Waitrose Weekend, Yours magazine and Outdoor Photography magazine. Countryside Magazine and The Times
Weekend also planned to include articles.
However, Bristol coverage was slightly down on last year as we did not have coverage from ITV West or from Heart
FM. We had slightly more coverage in the Bristol Post but less in Bristol 24/7 despite the continued media partnership.
It is possible that some of our Bristol press coverage was impacted by the lack of big-name draws like Bill Oddie and
Andy Day. Also, the TV 'celebrities' were announced later in the year - in 2015 we were able to announce them in early
May whereas in 2016 the line-up wasn’t confirmed until early June.

Social media
The figures below cover the period of April 1 - June 30th, compared to the same period in 2015.
Followers & likes
Between April 1st and June 25th our Facebook Likes increased from 2,119 to 2,657 (20% increase). From April 12 to
July 11 our Twitter followers increased from 4,334 to 4,918 (11.8% increase).
Twitter







From April 1st to June 30th 2015 our tweets had 615,700 impressions, an average of 6,800 impressions per day and a
total of 5,394 engagements. Our engagement rate was 1.2%
From April 1st to June 30th 2016 we had 737,100 impressions, an average of 8,100 per day. Engagements dropped to
4,871, an engagement rate of 1.0%. The drop in engagements is likely to be due to reduced budget (see below)
In 2015 we spent £585 on Twitter advertising, which was responsible for 161,000 impressions and 2,250 engagements
In 2016, with a reduced overall marketing budget, we spent £98 on Twitter promotion which produced 115,000
impressions and 672 engagements
Over the festival weekend alone (Fri-Sun) we reached 88,300 engagements on Twitter - only 1.8% down on last year
(89,971) despite the decreased marketing budget
The figures seem to show that despite a significantly reduced marketing budget, we still engaged a good number of
people organically - our engagement rate only dropped by 10%. Numbers actually clicking through to the website from
Twitter rose very slightly from 1,547 to 1,574 (1.7% increase), which again is very encouraging given the reduced budget
and reflects the engagement by Consortium members and partners and the quality of the content

Facebook






From April 1st to June 30th 2015 the Festival of Nature Facebook page had 276,734 impressions and 8,850 engaged users
From April 1st to June 30th 2016 the Facebook page had 182,857 impressions and 6,129 engaged users
This large drop in impressions since 2015 (33.9% decrease) is mainly due to reduced marketing budget - the figures
show that 185,558 of the 2015 impressions came from promoted posts. The reduction in engagements may also be due
to this, or possibly a lack of celebrity draws (such as Bill Oddie and Andy Day) compared to last year
Google Analytics shows that referrals to the website from Facebook rose from 3,261 to 4,029 (19% increase) which is
encouraging, suggesting that people are motivated to find out more about the events. Facebook advertising campaigns
were set to focus on website click-throughs to try and maximise the number of people visiting and looking at the full
programme

Website success
The figures below cover the period April 1st to June 30th 2016, compared to the same period in 2015. Due to a technical
glitch in 2015, the reporting from that period covers a slightly different period. However, we now have access to that
data which is shown below.
Note: The website was spammed this year by a website called rankchecker, which is shown in the Referrals data.
Google automatically excludes results supplied by that site so it does not skew the figures.








Sessions (visitors) have gone up to 32,000 from 26,000 – a 23% increase on last year
Users (Unique visitors) rose 17% from 19,196 to 22,602
Page views has risen from 64,810 to 84,892 – a 30% increase on last year
The number of pages viewed per session has increased from 2.46 to 2.62 (up 6 %) and the average time spent
on the site has risen from 1m50s to 2m7s (up 15%) showing that we have built on the success of last year and
visitors are spending more time looking around the site, reflective of the continued provision of varied and
interesting content
The bounce rate (people leaving the site on the first page they see) has remained the same at 56%
The percentage of new sessions (visitors) has decreased from 71% to 68% which suggests that the material
and information on the site is of interest to visitors, encouraging them to return again

How people are reaching the website
 Direct traffic (traffic straight to our website) increased as an overall percentage from 19% to 25% (24%
increase), with the total number of sessions via direct traffic also increasing from 4,938 to 8,037 (63%
increase). This would suggest that the wider marketing and PR including adverts, banners, programmes and
press coverage has been very successful in leading people to visit the site
 Organic searches from Google and other providers has also increased its share of overall traffic from 34% to
36% and from 8,970 sessions to 11,619 (30% increase) – suggesting the wider marketing and advertising push
has been a success
 Referral traffic (Traffic direct from other websites) dropped slightly from 7,222 sessions to 6,699 (7% decrease)
and as a percentage of overall traffic it decreased by 25% (to 21%). Sessions from the BBC website jumped
from 38 to 422 (90.9% increase). Sessions from the VisitBristol website increased slightly from 1,246 to 1,272
(2% increase). Traffic from the Bristol 24/7 website decreased from 435 to 382 (12% decrease), indicating that
our web banners did not perform as well as in 2015.
 Fewer referrals came from the BANES website and Bath University in comparison to 2015. First Bus were
unable to circulate information about the Festival via email or website due to technical issues.
 Traffic from social media has dropped slightly from 18% to 17% of the total traffic; however, the number of
sessions rose from 4,859 to 5,666 (17% increase). This is an excellent result considering the reduced marketing
budget and shows that the continued engagement with Consortium members has paid off, as well as the
quality and content of our own feeds
 Referrals from the Festival e-news are up 21% from 333 to 400, reflecting the increased number of emails sent
out and the varied and interesting content.

Connect with Nature campaign
Despite plentiful promotion of the Connect with Nature webpage and use of the hashtag on social media by both
BNHC & partners, we got very little engagement with the campaign from the public on social media. The photo
competition was the most successful initiative in terms of supplying responses, though the hashtag was rarely used.
The success of the photo competition is most likely due to the quality of the prizes – a bottle of M&S champagne and
a gift bag from CASS Arts.

Discovery pathways
Previous attendance, word of mouth and passing traffic remain the most common discovery pathways for visitors,
particularly at the well-established Bristol Harbourside event, justifying the city centre location and demonstrating
the strength of the offer to visitors. Online and social media marketing is strong and print marketing (flyers/banners)
was noticeably stronger at the smaller event in Keynsham.

DISCOVERY PATHWAYS
I'VE BEEN BEFORE
WORD OF MOUTH
JUST PASSING
ONLINE EVENTS LISTING
TWITTER/FACEBOOK
OTHER
FLYER/POSTER
NEWSPAPER/MAGAZINE
R A D I O0%

26%
22%
14%
11%
10%
6%
6%
5%

I've been before

Word of mouth

Just passing

Online events listing

Other

Flyer/Poster

Newspaper/Magazine

Radio

BIOBLITZ

27%

BRISTOL
KEYNSHAM
BATH

27%
37%

4%

21%
16%

9%
19%

4%
25%

14%

11%
16%

Twitter/Facebook

36%
18%

7%

8%
18%

14%

4% 5% 4% 4%
18%

14%

9%

4%
4%2%

Recommendations
•
•

•
•
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Review weekly marketing email to partners – how useful is it and how can we track actions more effectively?
Have a marketing & press assistant / volunteer in position from early in communications co-ordinator
contract, to take on some of the distribution logistics and writing and scheduling tweets, both increasingly
time consuming as marketing ambitions for the festival increase
Prioritise booking of 'names' for the festival as this will raise profile and increase coverage, and the earlier
the announcement, the better!
Review Bristol 24/7 partnership, depending on next year's advertising budget. Definitely worthwhile having
the programme distribution and we do get a lot of additional editorial from them, but if we have a small
budget to work with we could look at a reduced package and spending more on our own digital advertising.
Continue media volunteers scheme - supplying content for the website and social media. In particular
Steven's video footage probably contributed to the jump in traffic from the BBC website
Review why we missed out on coverage from Heart & ITV this year (was lack of high-profile names a factor?)
Review missed opportunity for UWE photo competition and use similar to develop FON Instagram account.
Explore Flipboard next year as this is a new social media platform we got 162 referrals from - it collects
different social media streams, news articles, etc. together for people based on their interests.
Continue to incentivise evaluation and actions campaigns with competition / prizes

