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How to use Part 2: Evidence and rationale for the strategy

Shared Ambition – Gosport’s Cultural Strategy comes in two parts:
Part 1 is the Strategic Action Plan: the Vision, five Themes that support the Vision, and the Approaches or Principles that underlie these themes [and some 
examples of projects].
Part 2 sets out the evidence and rationale for the strategy – what the team from the means did, who we spoke to and what we learned.

A cultural strategy is not just a product, it is a process: of inclusion, new types of dialogue, and the creative re-imagination of what makes a place distinctive. It can 
enhance opportunities to engage with local communities and create healthier neighbourhoods, as well as unlock different types of investment and bring 
together different types of activity under a unified goal for the future of the area…” 
Culture in a Box. Local Authority Guide to Cultural Strategies 

As well as being a record of what the means did and who we spoke to, Part 2 is an important step in this process of producing the strategy and identifying the 
unifying goal for culture in Gosport. The learning captured here can also be a valuable resource during the life of the strategy.

Background & Evidence explores and explains the Context, including Gosport’s opportunities and challenges and a survey of the Cultural Landscape including: 
natural heritage, health and wellbeing; cultural activity and participation, education and careers; heritage; the high street; creative and cultural Industries; creative 
and cultural spaces; community & relationships.
Shared Ambition is grounded in meetings, conversations and surveys with the people of Gosport – its communities, businesses, partners and stakeholders. The 
results from surveys and fieldwork analyses what we learned from these findings.
We consider from the perspective Arts Council England’s four strategic foundations and cross-cutting themes of ambition and quality; inclusivity and resilience; 
environmental responsibility and dynamism.
All of this evidence leads to four Foundations which underpin the Themes in Part 1:
communication and co-ordination
interactive and engaging content
Gosport on the map
Climate Challenge
This is followed by the Programme for the Cultural Strategy – with a Project Bank
Governance and Stewardship [will be added to]

Monitoring and Evaluation [will be added to]



What we did
In the Spring of 2021, the means were commissioned by a client group drawn from the Place 
Board to create an Arts and Culture Strategy for Gosport. The first and second phases of work 
included

• Desktop review of existing information and data

• Spatial review

• Stakeholder mapping

• 50+ 1:2:1 interviews

• Stakeholder workshop

• Artist-led workshop with 23 young people

• Workshop with Gosport Ambassadors

• Online community survey

• Young person survey

• Artist led engagement workshop

• Mapping the cultural landscape

The Gosport Place Board partners are:

∙ Gosport Borough Council 

∙ Hampshire Cultural Trust

∙ Hampshire County Council

∙ St Vincent College/Lighthouse Trust

∙ Gosport & Fareham Multi-Academy Trust

∙ Gosport Discovery Centre

∙ Standard Aerospace

∙ Portsmouth Harbour Marine

∙ Gosport Voluntary Action

∙ Gosport Society

∙ Arts Council England



BACKGROUND & EVIDENCE



The earliest recordings of Gosport go back as far as the mention of Rowner within the Doomsday book in the 11th Century. The town was clearly established by the 13th

century but it wasn’t until the 17th Century that it rose to prominence, playing a role in the English Civil War of 1642 as the fortified port for the Parliamentarians laying 
siege to the Royalist port of Portsmouth. Gosport was sacked by the Royalists in 1645.

The town recovered in the late 17th Century and throughout the 18th Century became a base for the Royal Navy, but was still estimated to have only around 5,000 
inhabitants by 1777. It was in the 19th Century that the town really started to grow, firstly due to additions made by the naval industry in the area, but also because of 
the real possibility of a French invasion. More fortifications were made, and the old ones improved upon to make sure that protection from both land and sea invasion 
were adequate. Many of these naval facilities and fortifications can be seen today and partly define the town, with some serving a function and others being part of 
the “Palmerston Follies”.

At the time of the first official census in 1801 the town’s population was around 7,000. This more than doubled to over 16,000 by 1851, changing the dynamic of 
Gosport from being a garrisoned fishing village to a bustling dockyard fortress. During this time there were over 70 pubs/inns within the town centre of Gosport, with 
a culture of press gangs and debauchery that were characteristic of most naval towns of the time. Landlords of pubs created side doors and exits within their 
establishments to allow for patrons to escape the clutches of the press gangs. The narrow and atmospheric alleys and snickleways that punctate the high street add 
greatly to its character.

In 1894, Gosport and Alverstoke Urban District Council was formed, with the population continuing to grow rapidly through into the 20th Century, eventually reaching 
50,000 by 1939. During the Second World War, Gosport was targeted by the Luftwaffe (61 raids and 10,000 incendiary bombs in total), which led to the destruction 
of large swathes of the town and port with thousands of buildings being damaged and destroyed. The entire area of architectural distinction at Clarence Square 
became a “sad ruin”.
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Gosport – a historic borough



Gosport had to rebuild as demand for housing ballooned to accommodate returning servicemen and the high birth rate. Like much of post-war re-development, some 
was of questionable quality. But Gosport earned a nationwide reputation for municipal housing. The decision to locate this in new communities at the periphery rather 
than infill on the dereliction in the High-street environs inevitably had future implications for the centre. The main reason for this was the problems around land 
assembly. After the war, the Crown Estate owned half of Gosport’s 6,215 acers. The MOD’s influence extended to infrastructure planning. Their blocking of road 
schemes has been a contributory factor to the growing congestion, and the insistence that the rail head not be within the ramparts contributed to the later decision of 
the station being axed, leaving the town without a rail service.
This lends support to the contentious claim that Gosport is ”a town handicapped by nature and by history”. But the argument now turns this on its head - it its heritage 
both natural and built which provides its USP.

The town has kept growing in population to the current day estimate of 84,000, a sizeable increase to what it was 75 years ago. Despite the ravages of the war and 
redevelopment, Gosport has maintained its heritage. In the 1950s it was criticized by the Royal Commission of Ancient and Historic monuments for the number of 
restorable buildings the council chose to demolish. Fortunately it has managed to retain the largest collection of listed buildings other than two London 
Boroughs. That this is valued is evidenced by the town hosting the longest lasting and largest Heritage Open Days.

The town has significant potential for further growth based on:

• Excellent connections by road, rail, air and sea. It is a short ferry hop from the centre of a major city
• People increasingly want to recreate and live on the coast, and the peninsula creates miles of waterfront
• Flagship employment sites, such as the Solent Enterprise Zone (Daedalus) are coming forward
• And the sensitive restoration of heritage buildings and neighbourhoods provide attractive placemaking opportunities

.
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There are a number of key regeneration 
opportunities that attract wide support…
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• Peninsulas by their nature, surrounded by sea on three sides, can be isolating.

At Gosport this can be true at the micro level impacting on the local journey
times. However, of more consequence are the world class connections within
Gosport’s hinterland.

• Placing Gosport at the centre of the Solent LEP area is instructive. Gosport is 
one of ten local authorities covered. The others being Eastleigh, Fareham, 
Havant, Isle of Wight, Portsmouth, Southampton and New Forest, along with 
Hampshire County Council and the New Forest National Park.

• Creative and Cultural Hub - Over 70% of current jobs and 75% of projects 
roles are paired with technology, and almost 90% of roles have some digital 
aspect. The Solent’s creative economy is modest in size, but emphasis is 
placed on how it could play an important place-shaping role for the Solent 
through developing and enhancing creative workspaces to provide an 
opportunity for micro-SMEs and freelancers to connect and collaborate.

• Gosport’s aspirations align with the LEPs Emerging Strategic Framework, the
following Themes have the most relevance to this commission.

• Renaissance of Coastal Communities – the objective to reinvigorate and 
develop key coastal sites, to provide hubs for development and innovation in 
line with its cultural and maritime heritage.

• Visitor Economy – the commitment to preserve and enhance the natural and 
cultural assets for residents and visitors to enjoy, for generations to come.

Drilling down further, the Enabling Factors the framework identifies for the 
delivery of this strategy are: -

• A Celebration of our Cultural, Heritage and Creative Assets
• Emphasising how the enviable array of cultural, heritage and creative 

assets make the Solent an attractive place to visit, live and invest.

The Update goes on to align the Current Initiatives to these Enabling Factors. 
Alongside Southampton’s bid for City of Culture, mention is made of the Gosport 
Heritage Action Zone, described as a 5-year project that will harness the area’s 
military heritage to unlock business potential on the waterfront and support 
the town’s wider regeneration.

The wider context

“The Solent’s position also means it is one of the UK’s most 
important gateways to European and global markets, with 
direct highway and rail links to London and the strategic 
national corridor, and international connections through an 
airport and two ports, which lie just 20 nautical miles from 
the world’s busiest shipping route from Shanghai to 
Rotterdam”

Solent Economic Profile Final Report Solent Local Enterprise
Partnership July 2019 Lichfields
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• Gosport confronts the same regeneration challenges that other places face. In 

addition there are special factors, linked with its military history. These have 
impacted on people and place, and skewed the pattern of lands use.

• Improving heritage is interwoven with the sense of place for Gosport, it is the 
most important element to be considered when undertaking development 
within the borough.

• The Local Plan commentary on the improvement of the economy of Gosport 
recognizes that there is limited land for employment opportunities, and that 
careful consideration will need to be given to the mix of different use classes 
within the four main regeneration areas. It also identifies what areas within 
the economy should have attention, with protecting sites that currently 
promote skills and training in the area and promoting new planning 
applications for sites that help add to skills and training provision (subject to 
area specific policy) being flagged up as vital for the borough.

Gosport’s Distinct Challenges



Gosport underperforms the region in 
education and training…
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.• Population of 84,800 of which 51,900 (61%) are working age - the same as the South East but marginally below GB average

• Qualifications
• % with NVQ levels 2-4 are below SE and GB. 
• % at NVQ4 at 30.1% is significantly below the SE (44.9%) and GB (43.1%)

• Education, Skills and Training is the most deprived ‘domain’ across the Local Authority

• Of the 53 LSOAs
• 1 is in the most deprived 10% in England
• 7 are in the most deprived 20%
• 7 are in the most deprived 30%
• 5 are in the most deprived 40%
• Domains include: Income; Employment; Education, Skills and Training; Health; Crime; Barriers to Housing and Services; and Living Environment



…and this feeds through into the labour 
market
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.Labour Supply Labour Demand

• Employment and Unemployment
• 71.4% economically active. Below South East (81.6%) and GB 

(79.1%)
• Employment and employees below average

• Economic Inactivity
• Economic Inactivity is high (28.6%) vs. SE (18.4%) and GB 

(20.9%)
• Long-Term Illness is high (37.4%) vs. SE (19.9%) and GB 

(23.6%)
• Of these a higher percentage want a job at 44% vs. SE (21.3%) 

and GB (22.6%)

• Employment by Occupation
• While managers / professionals / associates are the highest 

employment group, it is below GB averages. Sales and 
customer service are almost 3x higher than SE and GB at 
17.8%

• Employment by Occupation
• While managers / professionals / associates are the highest 

employment group, it is below GB averages. Sales and 
customer service are almost 3x higher than SE and GB at 
17.8%

• Employee Jobs
• Part-time employment at 36.8% is marginally higher than SE 

and GB
• Wholesale and retail trade, Human health and social work, 

Manufacturing, and Education are the highest % jobs by 
industry. Manufacturing is double that of SE

• Jobs Density
• At 0.52 is significantly below SE (0.90) and GB (0.87)
• Earnings by place of work at £583.00(FTE) is below SE at 

£608.60
• So too is Earnings by Residence at £550.90 vs SE at £631.80



But the small business sector is strong…
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• Business Counts
• Micro sized enterprises (employing 0-9 people) account for the highest 

% of businesses at 89.8%. Almost the same as the SE. 
• Small enterprise (employing 10-49 people) account for slightly more 

than the SE at 8.9% vs 7.9%
• The number of local units across the various sized enterprises suggests 

that small enterprises have more / multiple units / locations than the SE

Coastal Collective

Coastal collective launched April this year aiming to bring life back into the high 
street, champion independents through their online directory, social media, shop 
and quarterly creative markets. The collective also offers business development 
classes and seeks to connect businesses and support collaboration.



The latest data on the volume and value of the visitor economy estimates:

• 0.12m overnight tourism trips were made to Gosport in 2018, down by 7% compared to 2016.
• Of these trips, domestic visitors made up 93% and overseas visitors made 7%
• Around £17.7m was spent by all overnight visitors on their trip to Gosport in 2018, a fall of 7% compared to 2016
• Around 1.3m tourism day trips were made to Gosport in 2018, a rise of 2%, who spent in the region of £50.3m, 5% increase on 2016
• Around £64.8m directly benefitted local businesses from hotels and restaurants to cafes, shops and attractions
• Additional expenditure on second homes, boats, VFR (visits to friends and relatives) etc generated a further £6.7m in direct turnover for businesses

Drawing together direct business turnover, supplier and income induced expenditure and the additional expenditure spent on second homes etc, the total value of 
tourism activity in 2018 is estimated to have been around £85.5m (up 2% compared to 2016).

The income is estimated to have supported 1,267 FTE jobs, which translates (with part-time and seasonal jobs) into an estimated 1,762 Actual Jobs, an increase of 
1.6% compared to 2016. This equates to around 8.8% of employee jobs across Gosport.

.
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Tourism in Gosport has more to offer…



The data shows that the visitor economy makes an important, if small, contribution to the borough’s economy. The jobs percentage of 8.8% employed in the sector
compares to a national figure of 11% and 12.1% in Portsmouth, which illustrates the potential room to make up that gap. The market is dominated by the domestic
market, specifically day-trips.

The borough includes a range of tourism assets with a particular strength in naval heritage, including the Royal Navy Submarine Museum, which is part of the National
Museum of the Royal Navy. Gosport’s maritime heritage is a key component of the Borough's distinct identity.
The Gosport waterfront is of regional significance with three marinas, three boatyards and associated businesses, as well as prime viewing of the Solent and Harbour
for marine related events. Gosport is in a good geographic position in the Solent for increasing harbour and marina usage for leisure vessels as well as supporting
major maritime events.

However, the area is lacking in key tourism infrastructure such as hotels and accommodation in general. And these are needed to spur economic and employment
growth.

As set out in the Gosport Coastal Community Economic Plan,

"Gosport’s tourism sector is an important element of the local economy, but currently fails to live up to its potential as a visitor destination.”

.
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Cultural Landscape
Through the various forms of engagement we found an energetic community with an independent entrepreneurial spirit, passionate about their town 
and its potential, with a strong tradition of volunteering and charity, and much pride in their naval heritage.

We also found a split community – with affluent members enjoying an active marine lifestyle, whilst others spoke of children that despite their proximity 
have never been to the beach. This sense of a divide is also present between young and old; community and council; military and civilian. 

Gosport’s marine and maritime heritage is an integral part of the town’s DNA but it is yet to reach and engage a wide section of its communities.

There was much optimism about the appetite for arts and culture in Gosport if it were to be embedded early, with a platform for growth and network for 
support.



Natural Heritage, Health & Wellbeing

.
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Gosport’s natural assets provide much opportunity for an active 
lifestyle. Many make good use of the town’s cycle routes and describe 
safe and pleasant walks through parks and along the beach. The 
addition of more family led activities and cafes in outdoor spaces would 
be welcomed by many.

There is a growing marine scene in Gosport, yet some children do not 
access the water at all despite their locality. There are organisations 
and community groups trying to get children active and on the water 
but describe a struggle to find affordable facilities. The same reason is 
cited for others seeking sporting activities in Portsmouth instead.

The waterfront is a significant asset for the town and provides many 
opportunities for leisure, job creation, health and wellbeing but it is yet 
to realise its potential and is often taken for granted. Regeneration is in 
planning including a much needed connection to the town centre. There 
is a strong desire for a vision for the waterfront as a community asset 
rather than for housing.

.

Gosport Road Runners

A running club for runners of all 
abilities, from those happy to do 
short distances to those who run 
marathons and ultra marathons.

Alver Valley Country Park

Alver Valley offers great views, walks 
and cycle routes through woodland 
and grassy meadows, past lakes and 
ponds. There is a well frequented 
children’s play area. The arrival of a 
café and toilets is much anticipated. 
Carparking is £1 an hour.



Gosport Waterfront 
Gosport has 24 miles of coastline – but with limited access as much of it is privately owned, including MOD land and private marinas. It is currently
under utilised but with plans for a major regeneration scheme, including a new transport interchange and an improved public realm. Potential is being 
explored for a mixed-use development with cultural and recreational facilities, bars and restaurants.



Cultural Activity & Participation

.
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There is an appetite for more quality, forward looking cultural activity in 
Gosport. Portsmouth is seen to have the ‘cool’ events, markets and 
festivals and Gosport’s offer caters for a more traditional crowd. Whilst 
there is some activity, many are unaware of what is happening and 
when. There is a particular lack of activity and space for teenagers.

Poor take up by some communities was attributed to a lack of 
confidence to as how to interact with arts and culture through limited 
exposure from an early age, a lack of role models and a route for 
progression.

The cost of cultural activities and transport is seen as a barrier. Parent 
child groups are considered expensive – this combined with the cost of 
travel and parking means they gravitate instead to the parks, yet find it 
hard to extend their stay longer than an hour.

Some businesses, organisations and community groups are working 
hard to engage and reach wider. Many feel much more could be done 
across all sectors to ensure all young people in particular get the 
opportunity to participate.

Gosport Seagulls FC

Gosport Seagulls FC is a foundation 
phase football club offering physical 
sport participation from the age of 5-6 
and then football specific training as 
part of a squad from U7- U12. The 
club is focused on providing playing 
opportunities and development to 
players aged 5-11 and supporting the 
local community. Their mission is to 
provide an inclusive accessible football 
club within Gosport’s community.

‘Families can’t afford to belong’



Education & Careers

Oarsome Chance 

Oarsome Chance develops programmes to benefit educational and route to 
employability outcomes using vocational education and training; focusing on 
young people aged from 9 -21 years old who are disengaged from mainstream 
education and are at risk of exclusion and suffering disadvantage.

The means: to change places for the better.
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Schools have educational ambitions for their children, valuing the role of arts and 
culture in a broad education. As such they are developing aspirations for young people 
through a creative curriculum and insight into creative careers post education, e.g:

The STEAM network is exploring how collaborative, creative approaches can link 
and  enrich learning across the whole curriculum.

Artsmark are working within the school community to create aspiration for the young 
people of Gosport and encouraging parents and grandparents to see the value of 
culture.

Integrating Gosport’s assets into school life activates the surroundings - e.g. Beach 
School at Stoke’s Bay.

Just as the sea is a major part of Gosport’s identity, the water provides a significant 
opportunity for jobs, from engineering to sail training, but many people are not even 
aware this would be an option for them. Portsmouth Harbour Marine and individual 
marinas recognise the huge potential for local people to access training and aspire 
towards careers in these local, but internationally-important industries.

“ Gosport has 160 marine sector businesses - don’t just 
churn out car mechanics and nail technicians”

‘’



Portsmouth University

Portsmouth University has a wider range of creative courses, such as graphic design, fashion, animation and gaming. It also houses the brand new centre of XR, the 
first of its kind in the UK.



Heritage
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Connecting with the community

‘If we don’t bring our rich history alive then it 
will die, we have to engage the future’

Gosport’s maritime history is what most feel makes the town distinctive 
and gives it identity. Lots of people are proud and interested in its naval 
history. When the ships come in on memorial days, hundreds of people 
go and spectate and many can recall memories linked to loved ones 
who served in the Navy.

Yet the town’s rich stories are not yet currently visible in the public 
realm or reaching and engaging many sectors of the community. 
Gosport’s heritage stories are being told within its museums, yet some 
people struggle to engage in these environments feeling either these 
types of spaces, the stories and how they are presented are ‘not for us’.

‘heritage can be about seeing things 
differently, putting yourself in someone else’s 
shoes’
Telling contemporary stories that connect communities with heritage is 
key, e.g. Explosion’s use of human stories to connect people to heritage 
in a more direct way, through personal testimonies of the people who 
worked there. Past intergenerational and co-created projects can also 
be built upon.

sjkhsajkfhkjsa

Story Exchange Intergenerational Film Project
National Museum of Royal Navy 2014

Over the summer 20 year 5 pupils from Stamshaw Junior
School became documentary filmmakers to capture the
fascinating and inspiring stories of naval veterans from World
War 2 to the present day.



Heritage

.
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Orgs/Groups

Connecting heritage together

Image left: Work is underway to bring the town’s rich heritage
to life as Historic England is starting to map some of
Gosport’s heritage stories and attribute them to
location.

However, in terms of museums and heritage sites, the split into two 
types - local independents and national organisations - and this also 
brings a lack of joined-up strategy or story-telling. Resource is often 
stretched, with reliance on volunteers in the first case or the 
requirement to look to outside organisational priorities in the 
latter.

There is a major opportunity to strengthen the wider museums and 
cultural sector, as well as ensuring each place links to and 
reinforces Gosport’s wider cultural ecosystem.

‘I often just invite myself to meetings’



The High Street
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The broad sweep of the High Street connects the waterfront with the 
museum and beyond. It naturally draws visitors on a path through the town 
centre. Its breadth contrasts with the more intimate and atmospheric 
alleyways that line it. Both are littered with buildings of interest and 
importance.

One of the hardest hit sectors, retail will never be the same again post-Covid. 
The number of empty shops will undoubtedly increase, and successful re-use 
strategies will require ingenuity and creativity.

Reassuringly the HAZ is directing efforts at finding such uses and both the 
Makers Guild and Gosport Voluntary Action are pursuing options to be 
located on the high street.

There are already quirky businesses, independents such as A Slice of Vinyl 
and Katie’s Vinyl Bar & Kitchen, who could be interested in co-creating town 
centre events which would provide new reasons to visit a centre that is 
currently underutilised, both by locals and visitors like those using the local 
marinas. Making stronger connections between the waterfront and the high 
street should have benefits in both directions.

Elsewhere – in Portsmouth, Southampton, Poole, Bournemouth, Worthing –
it is Business Improvement Districts that are making these connections. Many 
are involved in promoting ambitious place-shaping cultural programmes.

An attempt to establish a BID in Gosport failed through lack of interest in 
2016. If this is not to be revisited, some representative body from the High 
Street community should be facilitated. 

Gosport High Street.



Creative and Cultural Industries
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There is a small but growing ‘independent entrepreneurial micro 
community’ who are passionate about harnessing arts and culture to 
improve the town. Katie’s Vinyl Bar & Kitchen plays host to art 
exhibitions and gigs, and Quay West studios puts on events and gigs.
Gosport is also home to Iron Heart, a well-loved brand in the Japanese 
denim market.

Shinichi Haraki established 
The Works Inc and the Iron 
Heart brand in 2002. After 20 
years of working in the 
garment industry in Japan as 
designer and director for 
Edwin created his own 
clothing brand, with a focus 
on heavyweight denims and 
durable fabrics, designed for 
and aimed at the Japanese 
motorcycling community..
Iron Heart runs a regular 
podcast - Iron Cast

Gosport’s thriving marine sector can also be considered as a cultural 
industry in this context. The Endeavour Yard, on the site of Camper & 
Nicholson’s historic yard where there has been shipbuilding since 1792, 
today hosts 10 small businesses, many of which are attracted here for 
its cultural connections. Similarly the marina at Haslar hosts other 
cultural businesses, with historic vessels including HMS Medusa and the 
1946 lightship, giving a distinctive personality for organisations including 
Alex Thomson Sailing and the new charitable Andrew Simspon
Foundation.

The Centre for Creative and Immersive Extended Reality, the UK’s first 
integrated facility to support innovation in the creative and digital 
technologies of virtual, augmented and extended realities, is just across 
the water. A relationship is already being pursued here between the 
council and CCIXR.



Creative and Cultural Spaces
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People often travel outside of Gosport to go to the cinema, theatre or 
watch a band. Due to the lack of these spaces, children can often miss 
out on field trips.

Many people participate in cultural activity in their homes such as film, 
gaming and social media. With no dedicated spaces for live 
performance , there are no stepping stones for potential new artists to 
graduate from their bedrooms. There is a feeling that new spaces and 
venues would only work with consideration of the wider picture of how 
alternative culture forms connect. Young people currently do not have 
spaces where they can congregate and express themselves, such as 
skate parks, music venues, youth clubs or arcades.

In response, the church in collaboration with local music businesses has 
started to carve out a space that welcomes young people and provides a 
platform for expression. Bars and pubs are also offering up their spaces 
for live music, exhibitions and record fairs to plug the gap. Gosport 
Multi-academy trust are developing a venue in a decommissioned 
church that can house live performances, galleries and community use.

Makers guild is also looking for a new space on the high street.

There are artists moving into the town to take advantage of the cheaper 
spaces, but Portsmouth is still a choice for many. Lots of the buildings 
with interesting heritage and appeal to creatives go to housing, which 
people think are not needed. Designated units for creative businesses 
often lie empty.

MAKE Gosport

A new 5,000sq ft (450sqm) shared community workshop, laboratory 
and studio run by a group of local artists, engineers, makers and 
thinkers who work together to provide tools and learning resources to 
the community. It includes woodworking, metal , engineering, finishing, 
blacksmithing workshops, arts and craft areas, 3D fabrication, 
electronics and robotic labs, a media suite and social breakout areas 
with gaming, BBQ patio and a café.



.
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. .
Yellow Edge Gallery

Founded in 2019, the Yellow 
Edge Gallery is one of 
Hampshire’s newest 
contemporary art galleries. It is 
not a commercial gallery but 
instead was set up to provide 
artists with a space of their own 
to exhibit, discuss, engage and 
share their work with an 
audience. Its mission is to 
exhibit contemporary works by 
practicing artists, promoting and 
strengthening the community, 
and fostering new relationships 
with fellow artists.



Community & Relationships

.
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The community has a strong tradition in charity and volunteering. 
Voluntary Action are looking for space on the high street.

However, a disconnect was described in every direction between 
culture, community, council, business and the military. Many were 
bewildered by the structure of most sectors. People feel out of the loop 
with plans for the town and expressed a sense of lethargy and apathy 
from reaching out for support or information and not getting anything 
back. This has created a cynicism - ‘ have we heard this before?’

Sectors of the business community feel isolated without a network, 
sense of team or wider scope. There is however little knowledge of 
what the other is doing, I.e. yet to hear of the Ambassadors scheme. 
The Fallen Acorn Brewery is actively trying to connect businesses 
through their brand and the Coastal Collective set up in March this year 
to support businesses through training and networking.

.



RESULTS FROM SURVEYS AND FIELD WORK



Conduct of the surveys and field work
• This work was undertaken under Covid -19 restrictions

• 1:2:1 interviews were conducted on line in the main. 60 interviews were completed

• A young people’s workshop and artist led engagement was conducted in the open air at a local park

• 24 completed the young people’s survey

• The workshop with the town’s Ambassadors took place on-line

• The workshop with stakeholders took place in person at the Museum 

• The on-line community survey generated 239 responses



The on-line community survey
• The survey was promoted through a variety of channels

• 239 responses were received

• The profile of the respondees was assessed from postcode data. This was mapped to illustrate spatial spread and analysed using the MOSAIC tool (see following
slides)

• These are useful references when deriving conclusions from the survey results and in understanding who responded and where they live

• We deal with the community survey first, then that undertaken with young people

• At the Ambassador workshop we asked a sample of the same question as at the community level, and we contrast the results

• Similarly, we compare what young people responded with the broader community survey results
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MOSAIC profile of response to community survey
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Mosaic Classification Number of Responses

B Prestige Positions 19

D Domestic Success 21

E Suburban Stability 14

F Senior Security 51

H Aspiring Homemakers 38

I Urban Cohesion 6

J Rental Hubs 12

K Modest Traditions 27

L Transient Renters 21

M Family Basics 12

N Vintage Value 12

O Municipal Tenants 5

Grand Total 238

Mosaic profile of response to on-line survey



Mapping the 
response to the 

community survey



9/10
respondents plan to stay in 
Gosport for at least 5 years

The means: to change places for the better.

A LONG-STANDING AND STABLE COMMUNITY

7/10
respondents have lived in 
Gosport for over 15 years



In Gosport
36%

Outside 
Gosport

29%

Both
35%

Where people go for leisure activities overall
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0 50 100 150 200 250

Top 10 leisure activities

Walking

Cafes/restaurants

Beach

Shopping (non-essential)

Meeting friends

Parks/green spaces

Bars/pubs

TV/film at home

Events

Cinema
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Top 5 activities done in GosportThe means: to change places for the better.
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Top 5 activities done outside GosportThe means: to change places for the better.



MUSEUMS

EXHIBITION
S
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of respondents who 
visit museums do so 
only once a year

61%
of respondents who 
go to exhibitions do 
so monthly

47%
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Top 10 things Gosport lacks

Cinema

Shops/high street

Cafes/restaurants

Culture

Entertainment

Activity facilities

Community

Transport

Theatre

Events
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76%
respondents use 
social media to 
find out what’s 
happening in 
Gosport

How equipped is 
Gosport to service 
this social media 
usage?

Our survey 
says…

The means: to change places for the better.

Promotion



76% of respondents said they know 
a moderate to a great amount of 
Gosport’s heritage and history

85% of respondents said they 
would like to learn more 
about Gosport’s heritage

67% of respondents felt they may 
have a role to play in boosting 
Gosport’s cultural future

ASPIRATION

POTENTIAL

KNOWLEDGE
1

2

3

A role to play 
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54% of respondents 
believe there is a ‘fair’ 
sense of community

PROVISION GROUPS

COMMUNITY

CONNECTION

WORKING

58% would rate the 
provision for community 
activities as ‘OK’

139 respondents connect with 
their local community by 
socialising with neighbours

Community groups, sport 
groups and online groups are 
important to the community

36% of respondents 
work in Gosport, while 
37% don’t work at 
present

The means: to change places for the better.



What people think would improve arts and culture offer
The means: to change places for the better.

“Heritage seems to be 
restricted to certain 
times and should be 
celebrated all year.”

“Giving Gosport the 
waterfront it deserves.”

PUBLICITY EVENTS VENUES 

HERITAGE COMMUNITY YOUTH 
OFFER

“More linked up 
partnership working.” 

“Listen and represent 
the local community.”

“Engaging young 
people in schools 

about the area they 
live in so hopefully 

they grow up to respect 
the area.”

“Better promotion.”

“A central directory 
would be good.”

“Giving permits for 
outdoor music 

events.”

“Open air events. As there 
used to be (e.g. festivals 

at Walpole park).”

“Multi use facilities, 
utilising old 
buildings.”

“We need a venue 
for theatre, cinema, 
live music and art 

studios”



Most the youth club provisions 
have been cut which are vital to get 
young people involved all kinds of 
activities. Youth Work is expensive 
to run but has long term benefits for 

the community.

Are there 
any? 

The is no clear 
plan or engagement 

strategy. This appears 
primarily undertaken in 

education. 

Many hang out in parks or at the 
waterfront but could do with activities 

such as volleyball or table tennis. 
Some miss McDonalds which was 

situated in the High Street as it was a 
place they could meet. They haven't 
got too many places where they feel 

welcome. 

To be honest, arts and 
culture for young people 
is poor, but the leisure 

provision is good.

Youth Provision
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Youth Survey
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5/10
respondents don’t know if they will 

be living in Gosport in 15 years’ 
time

Q3



Other

Theatre

Performing

TV/Film

Music

Gaming

Arts/crafts

Sports

Social media

Beach

Socialising with friends

0 2 4 6 8 10 12 14 16 18 20

Leisure activities popular wth young peopleThe means: to change places for the better.
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Q6

Respondents rated Gosport an 
average 2.8 stars for things to do
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Q7 What young people do in 
Gosport

15 mentions of parks, 
nature and space

11 mentions of beach, 
sea and water

6 mentions of location 
and amenities

7 mentions of friends, 
community and people



64% of respondents said they know 
a little about Gosport’s heritage and 
history

59% of respondents said they 
would like to learn more 
about Gosport’s heritage

55% of respondents said they 
would like to get involved in making 
access to arts and culture easier 
for young people

ASPIRATIO
N

POTENTIAL

KNOWLEDGE
1

2

3

Q9 + 10 + 11
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Q9 what do you know about Gosport’s
heritage

A lot or a 
moderate 

amount, 76%

A little, 23%

Nothing, 1%

Community survey results

A lot, 9%

A little, 64%

Nothing, 27%

Youth Cultural survey results



Yes
85%

No
15%

Community survey results

Yes
59%

No
23%

Don't know
18%

Youth Cultural survey results
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Q10



Ambassadors’ workshop
• The workshop included break out groups and a plenary session

• The opportunity was taken to compare the responses from the Ambassadors to that of the broader community

"My aspiration is that my grandchildren choose to remain to live in Gosport in 15 years' time"

An attendee at the Ambassador Workshop



Poll Results – Knowledge of the town’s heritage

• The Ambassadors were asked about the extent of their 
knowledge of Gosport’s heritage

• Somewhat surprisingly they considered themselves less 
informed than the wider population

• This is perhaps a case of the “known unknowns” – the 
Ambassadors being aware of how much heritage there is 
in the town that they are yet to learn about

A lot, 3%

A moderate 
amount, 74%

A little or not at 
all, 23%

Ambassadors poll



Poll Results – Knowledge of the town’s heritage

A lot, 24%

A moderate 
amount, 52%

A little or not at 
all, 24%

Our survey results

A lot, 3%

A moderate 
amount, 74%

A little or not at 
all, 23%

Ambassadors poll



Poll Results – Appetite for learning more

• Predictably almost all the Ambassadors had an 
appetite for learning more

• But the 239 responses from the wider population 
were almost equally keen

• We should consider that the sample who 
responded, self selected, will not be fully 
representative of the town as a whole

Yes
94%

No
6%

Ambassadors



Poll Results – Appetite for learning more 

Yes
85%

No
15%

Community survey results

Yes
94%

No
6%

Ambassadors



Poll Results – ‘sense of community’

• Both groups were asked about whether they 
considered there was a strong sense of community 
within Gosport

• There was a significant variance here, with three times 
as many Ambassadors considering there was a “strong 
sense” than the population at large

• This gives rise to two observations. Firstly, about the 
nature of people who put themselves forward for the 
role

• And secondly whether exposure to the role and to 
others doing it, can contribute to building that sense of 

community

Yes, 
strongly

48%
Yes, fairly

45%

No
7%

Ambassadors Poll



Poll Results – ‘sense of community’

Yes, strongly
16%

Yes, fairly
54%

No
30%

Our survey results

Yes, strongly
48%

Yes, fairly
45%

No
7%

Ambassadors Poll



STRATEGIC FOUNDATIONS 
& 

CROSS-CUTTING THEMES



Ambition and Quality
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.Gosport has a very strong sense of community identity, and pride in its heritage 
and its open and public spaces.

The potential of existing and new communities as actors and producers of culture, 
with economic and social benefits, is huge.

However…

There are wide variances in cultural provision, often reflecting economic and 
social divisions in the community.

There is some existing provision which is very good but clear information and 
wide access is limited.

There are a number of positive funding and development initiatives. However, to 
date they lack connectedness with each other and visibility with the community.

The primary step change required in realising a meaningful value-based Cultural 
Strategy will be to develop active forms of community and partner involvement in 
both the governance and cultural development.

There is also the imperative to be bold.

By 2030, we want England to be a 
country in which the creativity of each of 
us is valued and given the chance to 
flourish, and where every one of us has 
access to a remarkable range of high-
quality cultural experiences.

Let’s Create. Strategy 2020-2030 Arts 
Council England.
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The data and oral evidence reveals significant separation and divisions within 
local communities. There are high levels of social and economic deprivation and 
dislocation. The levels of worklessness and deprivation will impact on cultural 
participation.

Work needs to be done to discover what stories are important to all of its 
different communities and to include a diverse range of voices, especially those 
seldom heard. Targeted interventions are needed, both to engage with the 
different communities and to encourage collective activities and ownership.

Individual projects and initiatives are a good starting point but a more coherent 
approach, both within cultural venues and the public realm, is needed.

Partnership is the key element of the cultural strategy which can make a 
difference in these wider societal issues.

e.g What are the effects of being a military town?

•Lots of “singles”

•Those with families often are stationed here with their families elsewhere

•Those who do move with families are here for a relatively short time

•Military make their own entertainment / culture

•The rationale around land use and development is based on very different 
criteria. The need for security can work against encouraging footfall and access

We want to ensure the sector is actively 
listening to, and taking account of, the 
views of the local community. We want 
organisations to actively form relationships 
with under-served communities. As a result, 
publicly funded culture will matter more to 
more people.”

Arts Council Let’s Create

Inclusivity and Resilience
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.Our approach to Environmental Responsibility should be clearly informed by data. 
Good, relevant data can underpin effective planning more generally, as well 
as programme evaluation. Setting place the capacity and capability to capture 
data needs to be hard wired from the outset.

The history and relative geographical isolation of Gosport can become its major 
strength going forward.

The potential for better use of Gosport’s green spaces, as well as the water, is 
often mentioned as key by stakeholders.

Sustainability should be embedded into processes and outcomes.

Unique environmental ecosystems have been created by decades of isolation.

The personal and built environment heritage of the area can be further explored 
with the opening up of the former MOD land.

Environmental Responsibility 
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What is impeding change?

•Is there a “psycho-geography” of Gosport that despite the physical opening up of 
sites like Clarence Yard means that they still feel out of bounds for locals, and 
bereft of vibrancy for visitors?

•This is a 800 year old borough described as “innately conservative and 6th
generation white working class”

•A contrast was drawn with cultural life of Hull and Chatham

•The time it has taken to replace the cinema – the relative sparsity of grass roots 
activity

Our response needs to harness:

•Social capital - people can be the primary change factor in Gosport, bringing 
established and new communities together.

Cultural and creative activity - can be the key to this. Learning and skills linked to 
emerging creative and maker economies can be a strong driver in establishing 
conditions to retain young people in the area and to stimulate economic 
development through SMEs and a creative workforce. For example, hubs around 
F&B, and new maritime and urban food production are possible.

A cultural strategy is not just a product, it is a 
process: of inclusion, new types of dialogue, and 
the creative re-imagination of what makes a 
place distinctive. It can enhance opportunities to 
engage with local communities and create 
healthier neighbourhoods, as well as unlock 
different types of investment and bring together 
different types of activity under a unified goal 
for the future of the area…”

Culture in a Box. Local Authority Guide to 
Cultural Strategies.

Dynamism 

Technology - Look at both creative experimentation and application. Adopt new 
digital technologies which result in innovation. Consider technology’s 
transformative powers when engaging new audiences, creating new 
experiences and content, and improving the performance of organisations.



Communication and co-ordination
What we found:
There is lots going on that would benefit from better co-ordination, promotion and 
awareness raising.

What this requires:
• Overlap is healthy, but duplication is a waste of scarce resource
• Joined up programming and joint marketing will amplify the aggregate impact
• Bringing players together will spark creativity and reciprocal support
• Delivering culture within communities – as well as centrally – calls for resource 

both to bridge and build opportunities and strategic co-ordination from local and 
regional partners

• Support for the future role of the Place Board in driving and delivery



Interactive and Experiential Content

What we found:
Across all ages and communities there is a desire for culture to be more 
engaging and immersive.

What this requires:
• Bringing heritage stories to life in the public realm and through events and 

celebration
• Appealing to a wider demographic with interactive storytelling
• Ensuring everyone, and especially children and young people, can engage with 

Gosport’s story
• Harnessing the opportunity of CCIXR and digital technology to bring our 

stories to life in new and immersive ways
• Bringing CCIXR to town, whether physically or through projects



Gosport on the map
What we found:

Gosport now has the chance to promise, and deliver, much more – building new audiences and 
bringing future opportunities.

What this requires:

• Achieving a step change in its wider reputation as a place for high quality cultural and creative 
activity

• Making the most of the outstanding green, coastal and built heritage

• Winning recognition for best practice in delivering cultural opportunity

• Continuing to maximise available investment and resource for culture in a strategic way

• Extending and deepening people’s engagement with culture



Climate challenge

What we found

Culture can be at the heart of Gosport, playing its part responding to the global climate emergency 
by engaging, inspiring and creating a stage for action.

What this requires

- Participation and agency becoming the norm within communities

- The local provision of cultural and creative opportunity supporting walking within 
neighbourhoods

- Encouraging cycling across the borough when engaging with the network of cultural opportunities 
for making and participating

- Cultural and creative projects embedded in new developments such as the bus and ferry 
interchange, and new housing developments



PROGRAMME



• Establish central board for young people, education, community arts 
officer, funding officer, arts award facilitator, police, industry, outreach/charity, 
youth council, LCP.

• Grow Youth Council/forum
• Create standardised approach for all schools- STREAM, ATELIER, ARTS AWARD 

opportunities.
• Youth Ambassador scheme Volunteering in a cultural institution

Exposure to the creative industries – work experience, visit
Opportunity to arts award – Primary discover and explore, secondary bronze, 
silver, Higher education – gold. Track awards – borough awards evening 
celebrated and acknowledged – Key to the city - 25
Mentoring
Discount card
4 annual YA events
Operated through licenced partners – educational and heritage institutions, 
clubs and societies

Project bank

N.B. Projects to follow – stacked here pro temps
• Temporary Contemporary - CCIXR
• Gaming Cafes – test sites for Portsmouth high street
• Youth Beach Hut
• Youth Park Hut
• Rework heritage trails with young people
• Creative projects between education and industry
• Intergenerational projects
• Artists in residence in all schools
• Museums to create templates/packages for awards and qualification
• Open up an incubation space/hub for industry to feed into which benefits education, 

artists and wider community. Offer skills, leadership coaching, mentorships, careers advice, 
alumni mentors, open access space for education and arts. Open centre/ hub schools feed 
into link to exam boards, btech’s , training, look wider

• At home art packs
• Youth run digital platform
• Youth platforms at events/ diversity /tolerance



Project profile
N.B. Possible project template to discuss with client

Project Code 
/Name

Project Purpose /Aims Part
ners

Timescale Bud
get

1 2 3 4 5

1 Establish a network of local hubs through first building on current provision and 
then identifying the gaps to fill. The precise nature of each hub will reflect each 
circumstance, but there will be common developmental standards across the 
network. Connection and collaboration between hubs will be prioritised.

2 Establish, develop and promote a calendar of events across the borough, utilising 
existing channels and identifying where rationalisation and new platforms can be 
effective. Encourage existing events to address new audiences and assist the 
viability of new events through marketing support. Gather data on market 
intelligence, sharing insight with partners.

3 Carnival * * * *
Young 
ambassadors

Based around the principles of the Ambassador scheme, this project aims to deliver 
direct benefits to young people themselves, the cultural institutions they work with 
and to the town - through the retention of young talent. Deploying techniques from 
education business partnerships, the programme will include internships at 
institutions, school visits and mentoring.

Our spaces Gaming Café, Youth Beach Hut, Youth Park Hut, Young people’s digital platform



GOVERNANCE AND STEWARDSHIP





MONITORING AND EVALUATION



Swyddfa Cymru
Unit 3, 21-25 West End, Llanelli, Sir Gâr / Carmarthenshire, SA15 3DN
Phone / Ffôn: +44 (0)1554 780170

London Office
28 Marshalsea Road, London SE1 1HF
Phone / Ffôn: +44 (0)20 7403 4135

The means Limited. Registered Office
80-83 Long Lane, London EC1A 9ET

Website: www.themeans.co.uk
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