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Public Engagement Masterclass Programme

Name of case

Public Engagement Masterclass Programme

study/project:

The masterclass programme has been one of the activities
which have led to a real culture change towards increased
and higher quality Public Engagement (PE) activity at the
University of Sheffield. Through creating a cross faculty PE
training programme the university has positioned PE as an
important area of growth and development. The regular
monthly sessions open to all staff has got into the
consciousness of the academic and professional service
community which has led to a change in culture at Sheffield.
The programme has done this by creating a buzz around PE,
enabling PE activity, developing PE skills, seeing institutional
support for PE and promoting the platforms/PE opportunities.

Organisations and groups

The sessions are run by the Public Engagement & Impact

involved in case study:

Team at University of Sheffield with guest speakers from

across the University and from external partner organisations.
Quote 1:

“The University of Sheffield is very lucky to have such an
active and engaged Public Engagement team. The
masterclasses hosted by the PE team provide academics with
essential skills needed to host successful events and develop
the skills to communicate their research in an effective way.
The PE team also does a wonderful job at organizing and
promoting events which make it easy on academics who want
to get involved in PE but aren't sure where to start. After
attending the masterclasses myself, I went on to participate at
the Mobile University and the Sheffield Festival of Science
and Engineering. My experience with the team has been that
they are enthusiastic and dedicated in supporting a wide
range of PE events from start to finish so that I, as a
researcher, can focus on communicating the importance of
my work!”

Job title or role of person

Dr Chelsea Sabo, Research Associate, Department of

who gave quote 1:

Computer Science

Quote 2:

“Dr Sabo visited Maltby Academy and led a fantastic session
for 60 year 7 and 8 students as part of Sheffield Festival of
Science & Engineering. The students learned about how
scientists are developing robots to act like bees so that they
can pollinate plants in case bees become extinct. They also
saw a live demonstration of a robotic drone being flown. In
addition, they discovered some careers related to computer
science and robotics. After the session, Dr Sabo invited us to
visit the university with a group of students to do some
computer programming to control robots and we're planning
a trip for later in the year. The session really inspired students
by giving them an insight into the latest research in computer
science and a demonstration of how computer science can be
applied to real world situations.”

Job title or role of person

Richard Strafford, Subject Leader - Computing and Business,

who gave quote 2:

Maltby Academy

Knowledge of public

At the beginning of the project there was no provision for

engagement with

public engagement training at the University of Sheffield.

universities at the start of

Although there were pockets of expertise within the

your project:

university, some staff did not know where to start or how to
go about doing public engagement.

Short summary of project:

Monthly public engagement training sessions for staff and
postgraduate students who wish to learn about different
aspects of public engagement. Each session is two hours long
with experts from within the university and external speakers
to share their experience.

Background and aims of

The Public Engagement with Research Team (now the Public

this project:

Engagement and Impact Team) at the University of Sheffield
was formed from the successful Catalyst bid to Research
Councils UK which aims to support academics and postgraduate researchers by providing information, advice and
support to help them take their research out to different
audiences and groups.
One of the aims of the project is to provide public
engagement training to staff and embed the expertise of our
public engagement experts so that public engagement
becomes embedded across the University of Sheffield.
During the preparation of the funding application it became
apparent that some academic staff did not have the
experience, time or knowledge to begin public engagement.
Further work was undertaken to identify gaps in knowledge at
the Public Engagement Symposiums and to begin the process
of up skilling staff and a diverse programme of masterclasses
was put together.
The masterclass programme covers a broad range of subjects
and each session includes an external speaker who draws on
their own perspective. We have been fortunate to secure high

profile speakers, such as Dr Tim Cockerill from Imperial
College London and local partners such as Doc/Fest, Off the
Shelf, Museums Sheffield, Human Studios and Creative Arts
Development Space. These sessions also help to strengthen
partnerships with external organisations.
Which public engagement

The public engagement masterclasses aim to up skill staff and

priorities and objectives

enable attendees to progress and improve their public

does this work fulfil, and

engagement activities. During the first two years the

how?

programme was aimed at a beginner’s level and this has now
developed into some more advanced level sessions which
adapt to training demands.

What actually happened

There has been a good appetite for public engagement

(including any outputs):

training which supports staff who takes part in public
engagement activities.

Outcomes and impacts of

Since 2013 there have been 24 masterclasses with over 1100

the case study:

attendances. On average there are around 50 people at each
session with representation from academic, non-academic
staff and postgraduate students from each of the University’s
five faculties.

Lessons learned from the

Providing high quality training at the right time on the right

case study:

subjects is crucial in supporting staff to undertake effective
public engagement

Next steps:

The public engagement masterclass programme will continue
throughout 2015 and towards to end of the year it will be
evaluated and ideas will be generated for 2016 and beyond.
In February 2016 there will also be a Seed Funding
programme announced where academics attending the Public
Engagement Mansterclass programme can bid into a pot of
funding to support PE activity.

You’ve got a Nerve – Professor Fiona Boissonade

Name of case

You’ve Got a Nerve!

study/project:
“You’ve Got a Nerve” was one of the collaborative activities
within Festival of the Mind.

The University’s Festival of the Mind (FOTM) was a
collaboration between the city and the University of Sheffield
which brought together university research staff and cultural
and creative industries in the city, through a series of high
impact knowledge exchange partnerships. FOTM was open to
everyone - the general public, academic colleagues and the
professional and cultural quarter. By creating a platform for
collaborative research projects, high profile across the city the
festival created a change in culture by exemplifying the
importance of PE at the university, showcasing best practice
in engagement projects, developing collaborations and
creating greater access.
Organisations and groups

Professor Fiona Boissonade, School of Clinical Dentistry,

involved in case study:

University of Sheffield
Cassie Limb, freelance artist
Mike Futcher, freelance animator

Quote:

Quote 1: “It is interesting to see how it works when we have
a nerve injury!”
Quote 2: “I was very surprised and pleased by the amount of
public interest in this field. For some it was related to their
personal medical problems, and for others (particularly the
children) because they were really keen to learn about how
the nervous system works.”

Job title or role of person

Quote 1: Quote from a member of the public on a feedback

who gave the quote:

postcard
Quote 2: Professor Fiona Boissonade

Short summary of project:

You’ve Got a Nerve! was an interactive installation showing
how nerves respond to injury and how they recover. The
interactive installation used animation, UV lighting and 3D
printing, and was a collaboration between Professor Fiona

Boissonade in the School of Clinical Dentistry, artist Cassie
Limb and animator Mike Futcher.
You’ve Got a Nerve! was installed in Castle House as part of
Festival of the Mind 2014 exhibition. Festival of the Mind is a
collaboration between the University and the city which sees
academics team up with professionals from Sheffield’s
cultural, creative and digital industries to bring their research
vividly to life in exciting, entertaining and innovative ways.
The 2014 festival saw the re-opening of Castle House, an
iconic Grade II listed building, to house the research
exhibitions, installations and sideshows.
Three key learning points:

The learning points for visitors were:
1. Nerves are vital for transmitting messages to and from the
brain
2. Nerve injury causes loss in sensations (e.g. touch, hot, cold,
pain), and loss of movement.
3. Peripheral nerves can regenerate but this is a complex
process and is often incomplete. In Sheffield we are
researching ways in which we can improve nerve
regeneration.

Background and aims of

The aim of the project was to show current understanding of

this project:

the processes involved in nerve regeneration in a way which
would attract and wow visitors at Festival of the Mind. The
exhibit aimed to be a very connective, inspiring and personal
learning experience.

Which public engagement

•

to the public

priorities and objectives
does this work fulfil, and

Communicating the latest research in nerve regeneration

•

Collaborative working with local artists to disseminate
research in creative ways

how?
•
What actually happened

Professor Fiona Boissonade worked with Cassie Limb and

(including any outputs):

Mike Futcher to develop the installation. It was on display in
Castle House for 11 days from 18-28 September 2014.

Outcomes and impacts of

Over 10,000 people visited the Castle House exhibition

the case study:

during the festival.
Two videos have also been uploaded to YouTube:
https://www.youtube.com/watch?v=07i3vKBmr5M
https://www.youtube.com/watch?v=2Gbl5Kfz9iM

Lessons learned from the

1. We could have provided some more written material for

case study:

visitors to take away with them.
2. We could have included an activity for children, e.g. at
other public engagement events we have provided craft
materials to build model nerves!
3. The exhibit was inside a back dome - made to represent
the inside of a nerve. If would have been good to provide
some “themed” seating so that visitors could sit to watch the
animation.

Next steps:

I have had some discussions with the artists involved and we
are considering a larger exhibit that includes components
that are related to the special senses (e.g. sight, hearing and
taste)

Sounds of the Cosmos – Professor Paul Crowther & Simon Foster

Name of case

Sounds of the Cosmos

study/project:
“Sounds of the Cosmos” was one of the collaborative
activities within Festival of the Mind.
The University’s Festival of the Mind (FOTM) was a
collaboration between the city and the University of Sheffield
which brought together university research staff and cultural
and creative industries in the city, through a series of high
impact knowledge exchange partnerships. FOTM was open to
everyone - the general public, academic colleagues and the
professional and cultural quarter. By creating a platform for
collaborative research projects, high profile across the city the
festival created a change in culture by exemplifying the
importance of PE at the university, showcasing best practice
in engagement projects, developing collaborations and
creating greater access.
Organisations and groups

University of Sheffield: Department of Music and Department

involved in case study:

of Physics & Astronomy

University of Sheffield Public Engagement & Impact Team
Human, design agency
Sheffield Rep. Orchestra
The University of Sheffield Chamber Choir
Sheffield Philharmonic Chorus
Sheffield Doc/Fest
Quote:

“The music was wonderful; it was really impressive and really
complemented the facts that were being shared.”

Job title or role of person

Audience member

who gave the quote:
Short summary of project:

Sounds of the Cosmos was a unique collaboration between
Stewart Campbell from the Department of Music, Professor
Paul Crowther and colleagues from the Department of
Physics & Astronomy, and creative partners Human and
Sheffield Rep. Orchestra.
This Festival of the Mind 2014 project saw breath-taking
performances in the Octagon of Gustav Holst’s The Planets
combined with stunning visuals of real-life space imagery.
The musical performances were interspersed with short talks
sharing information, facts and figures about the incredible
cosmos that surrounds us.
A special matinee performance was held for local
schoolchildren and was accompanied by workshops on
comets, aliens and lights, along with a ‘Seeing the Universe’
hands-on exhibit.

Three key learning points:

•

Creation of a quality project has broad appeal which can
create a legacy that far surpasses its original aims and

objectives
•

There is a need to be flexible with the content in order to
appeal to different audiences, e.g. the original
performance was suitable for a family audience whereas
the Doc/Fest performance has been tailored to an
industry audience

•

The added value of working with an experienced external
creative partner who could translate an academic vision
into an entertaining and educational performance

Background and aims of

The project came about through pulling ideas together for a

this project:

Festival of the Mind 2014 application for a project with the
Department of Music. In 2013, the Public Engagement &
Impact Team met with Stewart Campbell, Concerts Producer,
who expressed his ambitions to perform The Planets by Holst
and we discussed ways that we could use this to showcase
research excellence from a different academic discipline such
as astronomy, bringing the musical performance to a more
diverse audience. Utilising Human design agency to bring a
high-quality professional design and visualisation of graphics
provided a seamless co-ordination of visuals, music and
spoken lecture.

Which public engagement

It fulfils the following objectives:

priorities and objectives
does this work fulfil, and

•

Public engagement through inter-disciplinary working

•

Working with creative partners in the city

•

Introducing academics to new opportunities and methods

how?

for public engagement
•

Bringing a more creative element to science
communication to make it more accessible

What actually happened

There were two performances of Sounds of the Cosmos at

(including any outputs):

the Octagon as part of Festival of the Mind 2014. There was
an afternoon performance which was attended by
schoolchildren and a public audience, and an evening
performance for the public.
The performances at the Octagon were attended by a total of
1350 people, and received fantastic feedback. The videos of
the event were chosen to be shown on the homepage of
iTunes U – receiving over 31,000 views.

Outcomes and impacts of

Due to its success, Sounds of the Cosmos has now been

the case study:

selected to be performed again at the Crucible Theatre in
June 2015 as part of Sheffield International Documentary Film
Festival (Doc/Fest), with additional funding from the Science
& Technology Facilities Council. Sheffield Doc/Fest is the
third largest documentary festival in the world and provides
the opportunity for Sounds of the Cosmos to reach a new
audience of media and industry professionals.

Next steps:

Sounds of the Cosmos will next be performed at Latitude
Festival in July 2015 – this has been enabled by Doc/Fest.
This will bring the performance to a whole new audience,
both by being performed outside the region and at a popular
music festival.

History of the Renaissance – Dr Catherine Fletcher

Name of case

History of the Renaissance

study/project:
“History of the Renaissance” was one of the collaborative
activities within Festival of the Mind.
The University’s Festival of the Mind (FOTM) was a
collaboration between the city and the University of Sheffield
which brought together university research staff and cultural
and creative industries in the city, through a series of high
impact knowledge exchange partnerships. FOTM was open
to everyone - the general public, academic colleagues and
the professional and cultural quarter. By creating a platform
for collaborative research projects, high profile across the
city the festival created a change in culture by exemplifying
the importance of PE at the university, showcasing best
practice in engagement projects, developing collaborations
and creating greater access.
Organisations and groups

Off the Shelf Festival of Words, BBC Radio 4, Sheffield

involved in case study:

International Documentary Film Festival (Doc/Fest), Festival of
the Mind, BBC TV.

Quote:

‘I’ve been really impressed by the opportunities for
innovative public engagement work at Sheffield. As I’ve
presented my work in progress to every from student interns
to documentary producer to party goers, I’ve been
prompted to think about new aspects of the history I’m
researching and new ways to communicate it’ (Dr Catherine
Fletcher)

Job title or role of person

Lecturer in Public History

who gave the quote:
Short summary of project:

Dr Catherine Fletcher, Lecturer in Public History, joined the
University of Sheffield in September 2012. Since then she has
engaged the public with her fascinating research into the
Renaissance and early modern Europe in a variety of exciting
ways.
Her book, The Divorce of Henry VIII has been published in
paperback by Bodley Head in the UK and Palgrave
Macmillan in the US. The book has received international
and literary acclaim including being called “A glittering
debut.” – Miranda Seymour, The Sunday Times.
Dr Fletcher’s local profile has been raised through her
participation in a headline event at Off the Shelf festival of
words in October 2013 where she spoke to a sell-out
audience. Nationally she has been a guest on two editions of
BBC Radio 4’s In Our Time: The Borgias (2012) and The
House of Medici (2013) and contributed to the Radio 4
series The Invention of Italy (2013).
She has also attended the Sheffield International
Documentary Film Festival Matchmaking event in March
2014 where she connected with film and TV producers to
explore the potential of a documentary about her research.

At Festival of the Mind 2014 she organised The Assassin’s
Masquerade. This event took the audience back in time to
Medici Florence to explore jealousy, race and power in an
immersive theatre performance which was held in the old
restaurant on the top floor of Castle House.
Dr Fletcher has recently worked as an expert advisor to the
BBC Television adaptation of Hilary Mantel’s Booker Prize
winning novels Wolf Hall and Bring up the Bodies, already
being hailed as possibly “the greatest period drama ever
made” – Christopher Stevens, The Mail Online. Her work
around the show has been featured in the Sunday Telegraph
and Daily Mail.
Three key learning points:

•

National networking connections provided by the
PE&I Team at Doc/Fest enabled the BBC TV Wolf Hall
work to take place

•

Local profile of the academic was raised through
providing the platform to speak at Off the Shelf
festival

•

Media work requires contacts and the partnerships
established by the PE&I Team take academics directly
to the decision makers.

Background and aims of

To generate as many high profile opportunities for the

this project:

public to access Dr Fletcher’s research – either directly
through a talk at Off the Shelf or indirectly through the
expert advisor role for Wolf Hall.

Which public engagement

•

Reaching mass audiences through television

priorities and objectives

•

Reaching local public audience through Off the Shelf

does this work fulfil, and
how?
Outcomes and impacts of

Outcome of greater public engagement through TV is that

the case study:

the University becomes known by the media as a source of
credible, detailed research that can inform programme

making. The impact of mass public engagement through
national TV is a more informed public on historical narrative.
Lessons learned from the

A good partnership with an academic that is keen to work

case study:

with the public and quality platforms to disseminate research
can have many possible opportunities for growth.

Next steps:

We will continue to support Dr Fletcher with each new
publication.

Theatre Collaborations – Professor Dawn Hadley

Name of case

Theatre Collaborations - All Sorts of Wickedness & Harvey

study/project:

Teasdale: The Sheffield Man Monkey
The Theatre Collaborations were part of the collaborative
activities within Festival of the Mind.
The University’s Festival of the Mind (FOTM) was a

collaboration between the city and the University of Sheffield
which brought together university research staff and cultural
and creative industries in the city, through a series of high
impact knowledge exchange partnerships. FOTM was open
to everyone - the general public, academic colleagues and
the professional and cultural quarter. By creating a platform
for collaborative research projects, high profile across the
city the festival created a change in culture by exemplifying
the importance of PE at the university, showcasing best
practice in engagement projects, developing collaborations
and creating greater access.

Organisations and groups

Professor Dawn Hadley

involved in case study:

Point Blank Theatre Company

Quote:

‘Great production – really insightful. I immensely enjoyed it
and learnt something new about the city I now call home.
Thank you’

Job title or role of person

Jane, Audience Member

who gave the quote:
Short summary of project:

The Festival of the Mind has enabled many opportunities for
artistic collaboration between academics and creative
organisations. One very successful partnership has been that
of Professor Dawn Hadley from the Department of
Archaeology and Point Blank theatre company. For Festival
of the Mind 2012, the team created the play, All Sorts of
Wickedness, about 19th century life at Sheffield Manor
Lodge. The play was performed in the Spiegeltent to an
audience of over 290 people over two nights. It was also
subsequently performed at the Arts and Humanities Research
Council Connected Communities showcase event in
Edinburgh in July 2013 as an example of excellent public
engagement.

For Festival of the Mind 2014, Professor Hadley worked with
Point Blank again, this time to develop a companion piece
about late 19th century Sheffield showman Harvey Teasdale.
Based on his autobiography, ‘The Life and Adventures of
Harvey Teasdale, the converted clown and man-monkey’, the
play explored Teasdale’s career as a performer in the
working-class pubs of mid/late 19th century Sheffield, where
his plays were based on local tales of working-class crime
and the outwitting of authority. In his theatre performances,
Teasdale wore a monkey costume and sought to bring
insights about the wider world to the people of Sheffield.
Aside from telling the story of a colourful, largely unknown,
local character, the play also demonstrated the nature and
vibrancy of working-class performance culture in 19th
century Sheffield. It was performed to an audience of 295
people to excellent reviews.
Three key learning points:

In bringing Sheffield history to life, both projects exemplify
great collaborative academic/creative relationships and the
legacy that can come from a well-timed connection. The
Harvey Teasdale performance has subsequently become the
recipient of an Arts Council touring grant of £12,651,
ensuring even greater added value and legacy for Festival of
the Mind and the project itself.

Background and aims of

The Public Engagement and Impact Team (through Professor

this project:

Vanessa Toulmin) facilitated the match-making between
Professor Hadley and Point Blank theatre company with the
aim of bringing the fascinating story of a local man, Harvey
Teasdale to a wide audience through the medium of theatre.

Outcomes and impacts of

Two unique theatre performances have been created.

the case study:

A national tour has been funded.
The project has been performed at an AHRC conference and

held up as an example of excellence in public engagement.
Lessons learned from the

The quality of a strong partnership between academic and

case study:

cultural organisations can take many forms and in this case,
has levered in new funding streams and generated new
creative products.

Fairness on the 83 – Professor Alan Walker

Name of case

Fairness on the 83

study/project:
“Fairness on the 83” was one of the collaborative activities
within Festival of the Mind.
The University’s Festival of the Mind (FOTM) was a
collaboration between the city and the University of Sheffield
which brought together university research staff and cultural
and creative industries in the city, through a series of high
impact knowledge exchange partnerships. FOTM was open to
everyone - the general public, academic colleagues and the
professional and cultural quarter. By creating a platform for
collaborative research projects, high profile across the city the
festival created a change in culture by exemplifying the
importance of PE at the university, showcasing best practice
in engagement projects, developing collaborations and

creating greater access.
Organisations and groups

Opus Independents and University of Sheffield

involved in case study:
Quote:

‘To me, [fairness] means I treat people with respect, give
them time, be patient, be understanding’.

Job title or role of person

Interviewee

who gave the quote:
Short summary of project:

The project promoted the findings of Sheffield Fairness
Commission by focussing on the city’s 83 bus route, which
takes in some of the wealthiest and most disadvantaged
areas of Sheffield, with life expectancy falling by 8.1 years for
men and 9.4 years for women across its length.
Sheffield is one of the most divided cities in the UK in terms
of inequality. An independent report about fairness was
commissioned by Sheffield City Council and published in
February 2013, but its findings have received very little
attention since.
The project engaged people who use the 83 bus in
discussion about fairness and inequality in Sheffield and
filmed 12 short interviews which were interspersed with key
facts from the report. These videos were placed on a custom
Google Map which traces the bus route, encouraging the
public to explore the city and engage with equality and
fairness. The map is housed on a project website
(http://www.nowthenmagazine.com/fairnessonthe83/#targetmap) alongside information about the commission and its
aims. The event took two forms: an eleven day photographic
exhibition of interviewees alongside quotes about views of
fairness and a video exhibition which took place on one day
in a stationery vintage bus where attendees watched the
videos on tablet computer.

Professor Alan Walker is Professor of Social Policy and Social
Gerontology at the University of Sheffield and Chairman of
Sheffield Fairness Commission. His input was crucial in
exploring approaches to interviews and statistics from the
report, and he acted as a bridge between Opus and the
Commission.
.
Three key learning points:

Professor Alan Walker’s involvement allowed the data to be
interpreted and made available to a new audience
The project opened up a discussion about fairness in
Sheffield and particularly in areas where there is a broad
range in life expectancy.
It encouraged debate on important topics and exploring
what can be done to make Sheffield a fairer, less divided city.

Background and aims of

The primary aim was to engage a wider audience in debate

this project:

about issues related to health and wellbeing, employment,
crime, childcare, housing, environment and transport,
ultimately encouraging people from all backgrounds to think
about how they can change their city for the better.

Which public engagement

The project fulfilled the following aims:

priorities and objectives
does this work fulfil, and

•

Raised awareness of the Fairness report which had
gone unnoticed in the public domain

how?
•

By linking this to a popular bus route the information
was presented in an easy to understand way and the
website allowed easy visualisation for the interviewees
and wider public

•

The exhibition and video screening on the vintage bus
made the events high profile and both were popular
amongst the public.

What actually happened

The project developed as planned and the photographic

(including any outputs):

exhibition and video exhibition took place as part of Festival
of the Mind. Both appealed to the public and the vintage bus
particularly appealed to people who used to work on the bus
routes.

Outcomes and impacts of

•

the case study:

12 video interviews were produced featuring people
using the 83 bus route

•

Over 11,000 people attended the photographic
exhibition

•

180 people attended to watch videos on the vintage
bus

•

A website was produced which contains the videos
and information about the project

Lessons learned from the

The issue of fairness in Sheffield is a concern amongst the

case study:

interviewees and the project was able to provide a platform
to discuss the related issues.
Professor Alan Walker’s work enabled the Fairness report to
be made more accessible to a wider audience.
The 83 bus route is a popular route and it provided the
perfect example to show the range of experiences of
residents living along the route.
Having high profile venues was good to show the outcomes
of the project.

Next steps:

The project has been concluded.

The Alfred Denny Museum –
Professor Tim Birkhead & Dr Nicola Hemmings

Name of case

The Alfred Denny Museum

study/project:
Organisations and groups

Department of Animal & Plant Sciences & The Heritage

involved in case study:

Office

Quote:

“The public’s enthusiasm for the museum has been
inspirational. We’re thrilled to be able to open up the
museum for everyone. We’re so pleased that the public are
eager to learn more about the amazing world of nature and
there’s no better place to start than here at the Alfred Denny
Museum.” Professor Tim Birkhead
“Opened to the public for the first time during the Festival of
the Mind 2012, the fascination of the collection, especially
for families with children, was clearly demonstrated when
1,392 people visited the museum in just four days! Since
then the museum has gone from strength to strength,
opening to the public and visiting school groups on a

regular basis. It has become a very popular attraction with
around 4000 visitors per year - it is even rated "Excellent" on
TripAdvisor. The museum also offers unique volunteering
opportunities by training students to help with collection
management and public events at the museum, thereby
helping to develop the next generation of natural historians.”
Dr Nicola Hemmings
Job title or role of person

Tim Birkhead - Professor of Zoology, Department of Animal

who gave the quote:

& Plant Sciences
Nicola Hemmings - Post-Doctoral Research Associate,
Department of Animal & Plant Sciences

Short summary of project:

In 2012 the Alfred Denny Museum collection was
rejuvenated in preparation for the museum's first opening to
the public, which took place as part of Festival of the Mind
2012. The project was funded by the Wellcome Trust and led
by Professor Tim Birkhead with support from Dr Lynne Fox,
University Heritage Officer, and a team of student volunteers
led by post-graduate student Louise Heaton.
The museum contains high quality specimens from across
the globe from all major phyla including fossils and material
of extinct animals, which demonstrate the diversity of animal
life on earth. The collection includes a number of zoological
treasures, including venomous jellies, a 3-metre tall ostrich
and a selection of primate skeletons.
During Festival of the Mind 2012 the Alfred Denny Museum
opened its doors for two weekends. The popularity of the
museum exceeded all expectations and the tours ran at full
capacity throughout the four days.
Due to its success at the festival, arrangements were made
to open the museum up to the public on a regular basis.

Public tours now run every month along with a number of
other engagement and outreach activities that take place
throughout the year.
Background and aims of

The original zoological museum was established in 1905 and

this project:

named after the department's first professor of biology,
Alfred Denny. The collection had been used as a research
and teaching resource ever since, but until 2012 had never
been opened to the public.
In 2011 Professor Tim Birkhead and colleagues from the
University’s Heritage Office submitted an application to
Festival of the Mind for funding to renovate the museum
and open it up to the public during the festival.
The original aim of the project was to: “promote the unique
and important Alfred Denny Museum, a large zoological
collection in the Department of Animal & Plant Sciences…
[and] bring alive the history of the museum with images of
the objects, tales of the characters involved… This will
expand on the University’s history and provide a link to the
heritage of Sheffield.”

Which public engagement

This project fulfilled the objective of engaging the public

priorities and objectives

with natural history and the work of the Department of

does this work fulfil, and

Animal & Plant Sciences by providing a high quality museum

how?

experience and reaching a large number of people while
doing so.
This project fulfilled the objective of communicating the
research processes involved in zoological study by
employing knowledgeable guides to provide detailed,
descriptive and accessible museum tours.

What actually happened

The Festival of the Mind 2012 funding enabled work to bring

(including any outputs):

the museum up to an acceptable standard to open it to the

public and increase awareness of this valuable teaching and
research asset within the Department of Animal & Plant
Sciences and the wider university community.
The numbers attending the event demonstrated the huge
public interest in this museum but, more than that, the way
in which the Sheffield public engaged with the museum
recognised a real sense of value in being able to see the
museum in the company of knowledgeable volunteer guides
from the student body who added an essential dimension to
the visit.
Outcomes and impacts of

In just four days at Festival of the Mind 2012 the Alfred
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Denny Museum received 1,392 visitors. The visitor feedback
was overwhelmingly positive, here is a small selection of the
comments:
•

“This is a real part of Sheffield history that the city
should be proud of.”

•

“The best day out this year.”

•

“What a hidden treasure. It has been a real privilege
to be allowed to see it.”

•

“Thank you so much for allowing our kids to have a
taste of zoology.”

•

“Fantastic collection. Very lucky to have such
resources at the University of Sheffield. The university
needs to spend more on showcasing its collections.”

•

“This was a wonderful experience and I feel so lucky
to have seen it.”

•

“My 7 year old son thought it was great and
increased his passion of animals and insects. It might
encourage him to study here one day.”

However, it is the legacy of the museum that has proven to
be the greatest accomplishment of the project. Following the
success at the first Festival of the Mind, and in response to
public interest, Professor Tim Birkhead secured further

funding in early 2013 to open the Alfred Denny Museum to
the public on the first Saturday of every month. Since then,
the department have expanded the public programme to
include school trips, special festival events and University
open day tours.
The popularity of the collection has also continued to grow,
with the museum now receiving approximately 4,000 public
visitors, and a further 1,500 University open day visitors,
every year.
In addition to this, the collection is now used as a resource
for outreach activities organised by the Department of
Animal & Plant Sciences, including the ‘Be a Scientists for a
Day’ primary school programme.
Lessons learned from the

The main lesson was – the public have an insatiable appetite
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for museums and natural history! The huge success and
popularity of the museum has inspired the Department of
Animal & Plant Sciences to broaden their public engagement
aims, using different aspects of the museum to target
specific audiences, including expert talks on specimens of
interest (Festival of the Mind 2014) and the Young Explorers'
Club (Science Week 2015).
Another important consideration going forward is the
necessity of having an individual or group steering the
direction of the museum and its public engagement
programme - it is an excellent, highly valued resource and
the regeneration has given the museum a huge boost, but it
cannot run itself.

Next steps:

Dr Hemmings and colleagues are currently in the process of
applying for funding to make further improvements to the
museum, including new display cases to exhibit more of the
collection, and the restoration /conservation of certain

specimens. If successful, they hope to implement these
improvements in 2016.
The public engagement program is set to continue
indefinitely, with monthly public open days, regular school
visits and special festival events. The department are also
looking into the possibility of making the extremely popular
and oversubscribed Science Week 2015 Young Explorers'
Club a regular feature of the museum's public engagement
programme.

Life Festival 2014

Name of case

Life: A festival of health, from head to toe

study/project:
The Public Engagement Team have created a festival for
each Faculty which enables continuity of good practice,
create the stability of on-going external partnership, provide
the facility to experiment and ensure diversity within a
structured environment. Using this model of engagement
creates continuous added value to the vibrancy of the city
region in which the activities take place and changing culture
in the Faculty by providing a structure for engagement
Organisations and groups

University of Sheffield

involved in case study:

Sheffield Teaching Hospitals NHS Foundation Trust
Wellcome Trust
Sheffield City Council

Quote:

1. “I think it’s amazing that we can get to engage with
what’s going on in the university, I love the idea that
academic research is accessible to us, and any
opportunity for my children to learn from the real world.”
2. “[It was good] practice at explaining research in lay terms.
Feedback was that they valued and were interested in
what we are doing.”

Job title or role of person

1. Public event attendee

who gave the quote:

2. Academic

Short summary of project:

‘Life: A festival of health, from head to toe’ was a public
engagement platform which took place from Monday 19 to
Saturday 24 May 2014. The festival was the first large-scale
public engagement platform for the Faculty of Medicine,
Dentistry & Health.
The project delivered 42 events, which were open to either
the public or to school groups. The festival aimed to
showcase the research undertaken in the Faculty of Medicine,
Dentistry & Health at the University of Sheffield.
Most of the events took place in the Medical School; this was
a deliberate attempt to raise the profile of the School. Events
were also held in other University venues, the Hallamshire
Hospital and Northern General Hospital, and Barker’s Pool in
the city centre.
The festival was timed to coincide with International Clinical
Trials Day which takes place annually on 20 May.
International Clinical Trials Day is celebrated around the
world to commemorate the first clinical trial carried out by
James Lind on the deadly disease scurvy, and aims to raise
awareness of the importance of research in healthcare.

Three key learning points:

•

The evening events were by far the most popular. Look at

scheduling two events per evening back-to-back to allow
people to attend both if they wish. Lunchtime events
were also popular.
•

The café event worked really well and was very popular
but it got quiet about 7pm so consider 3-7pm rather than
4-8pm.

•

There was some drop-out on events – consider
overbooking to account for this.

Background and aims of

The festival was the first large-scale public engagement

this project:

platform for the Faculty of Medicine, Dentistry & Health.
The aims of the festival were to:
•

raise awareness of how the Faculty’s research is
improving lives locally, nationally and internationally

•

showcase the collaborative research that takes place
between the Faculty and Sheffield Teaching Hospitals

•

deepen relationships with the community, engender
pride in the Faculty’s work and build the Faculty’s
reputation in Sheffield and South Yorkshire

•

promote healthy living.

Which public engagement

The festival fulfils the objective to engage with the public

priorities and objectives

about the Faculty of Medicine, Dentistry & Health’s research

does this work fulfil, and

and to inspire the audience’s interest to find out more about

how?

the University and its research. It also encourages attendees
to visit the University and to help raise the profile of the
Medical School.
The festival also fulfils the objective to work in partnership
with Sheffield Teaching Hospitals NHS Foundation Trust.

What actually happened

Life festival consisted of 42 events which included lectures,

(including any outputs):

film-screenings, panel discussions, interactive workshops,
tours of hospital facilities, hands-on activities and health
checks.

The festival launch and close events featured external
speakers. The launch event on Monday 19 May – An
Audience with Dr Dawn Harper from Embarrassing Bodies –
aimed to attract public interest and provide an opportunity
to promote the rest of the festival. The close event on
Saturday 24 May was a lecture by Wellcome Trust Fellow, Dr
Erinma Ochu, and discussed the value of public involvement
in research.
All of the other festival events were led by University of
Sheffield staff or students. There was a diverse range of
events which attracted members of the public of all ages,
University staff and students, and NHS staff. Some events
were specifically targeted at families, with others only suitable
for audiences over 16 years old due to the nature of the
content.
Other events included tours of the Clinical Research Facilities
at Sheffield Teaching Hospitals, a film screening of local
young people sharing their experiences of life after cancer
with a Q&A, an interactive workshop to learn about the
skeleton, an inaugural lecture on dementia and a film
screening of the BBC documentary Inside the Human Body:
Creation, followed by a panel discussion with the film’s
director and the lead researcher. Juice, the University’s
health and wellbeing programme, ran free health checks and
a boot camp as part of the festival programme.
Events specifically targeted at families included a drop-in café
event for families with lots of hands-on activities (such as
extracting DNA from strawberries, viewing fluorescent
zebrafish, fighting cancer cells in a video game and
interacting with a robotic seal which used in dementia care)
and Teddy Bear Hospital, run by the medical student society,
which invited children to bring their teddy bear for a healthcheck and aimed to reduce children’s fear of attending

hospital.
Approximately 2,300 people engaged with events over the
course of the festival. 94% of attendees learnt new
information or facts about University of Sheffield research at
the festival.
Most academics who responded the feedback survey (18 out
of 23) were undertaking such an event for the first time.
Outcomes and impacts of

The festival website had a 19,425 page views, including visits
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from the USA, Spain and Saudi Arabia. There were 103 uses
of the festival hashtag #lifefestshef
The festival generated 13 media clippings and was featured
in Times Higher Education, University Business, Yorkshire

Post, Sheffield Telegraph, and Sheffield Star – which
generated an Advertising Value Equivalent (AVE) of £3,367.
Life festival was also featured on Radio Sheffield.
Five events were filmed at the festival and the recordings
were made available via the festival website
(www.sheffield.ac.uk/life) so that people who did not attend
can still access the content. Additionally, a montage film of
the whole festival has been created which will be used for
future promotion. A photo gallery of images from the festival
is available on the festival website.
Lessons learned from the

•
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Really useful to have volunteers to help provide support
directing and welcoming visitors.

•

Taking bookings was really helpful to get an indication of
numbers. Eventbrite was a good tool for this.

•

The timing of the festival wasn’t good for University
students and school students due to exams.

•

Next steps:

The University worked with Sheffield Teaching Hospitals NHS
Foundation Trust to run an event to celebrate International
Clinical Trials Day on 20 May 2015 called ‘Getting to the
Heart of the Matter: Improving Lives with Clinical Research’
(www.sheffield.ac.uk/ictd). There was a talk about the
importance of clinical research, a healthcare research
showcase with interactive stands about medical research and
tours of the clinical research facilities. Sheffield Children’s
Hospital also had a stand at the event which was a new
partnership.
The University is looking to run another Life festival in 2016.

ESRC Sheffield Festival of Social Science 2014

Name of case

ESRC Sheffield Festival of Social Science

study/project:
The Public Engagement Team have created a festival for
each Faculty in partnership with ESRC which enables
continuity of good practice, create the stability of on-going
external partnership, provide the facility to experiment and
ensure diversity within a structured environment. Using this
model of engagement creates continuous added value to the
vibrancy of the city region in which the activities take place
and changing culture in the Faculty by providing a structure
for engagement.
Organisations and groups

University of Sheffield

involved in case study:

Sheffield Hallam University

Quote:

“Participants were asked to contribute to the creation of a
sculpture symbolising a quilt of emotions. The event built on

an AHRC-funded project looking at the design of video
games for hospitalised children. The design of the sculpture
was produced by the designers to represent one of the key
themes from the project which looked at visual
representation of emotions. The event was attended by
adults and children many of whom were attracted by an
interest in the project's aims of designing for hospitalised
children. The event was considered a success with many
participants giving direct feedback on the original research
project.”
Job title or role of person

Dr Dylan Yamada-Rice

who gave the quote:
Short summary of project:

29 events took place during the festival which involved at
least one academic in each event. Some events also included
non-academics, typically policy makers, business
representatives or third sector organisations. Events ranged
from literacy, food justice and flood risk for businesses.
School events covered subject such as being an aid worker,
housing and survey data.

Three key learning points:

The University of Sheffield's event programme was large and
diverse, and so organisers had different objectives of
individual projects. The Festival in 2015 plans to have fewer
high profile events.
We have worked with the ESRC to improve the feedback
questionnaires given to attendees so that more meaningful
and consistent feedback can be collected.
Longer lead-in times to include school groups in events need
to be developed.

Background and aims of

The University took part in the annual ESRC Festival of Social
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Science between 1 and 8 November 2014.

Applications were made by academic staff and assessed by a
panel of staff including senior academics and knowledge
exchange/public engagement professionals. The criteria used
were:
•

Fit within ESRC audience steer

•

Quality of engagement plans

•

Quality of research upon which the event was based

•

Involvement of early career researchers

•
The University’s Public Engagement and Impact Team worked
with the ESRC to coordinate and programme the events,
undertake the promotion and marketing so that audiences
would be interested in attending. Approximately two thirds of
our events were held in off-campus venues in and around
Sheffield to appeal to general and business audiences.
A couple of events were jointly hosted with local businesses.
Some were hosted or involved third sector organisations.
Which public engagement

The University of Sheffield worked with the ESRC to achieve

priorities and objectives

its aim of promoting social science. To this end, the majority

does this work fulfil, and

of the University’s events were aimed at a lay audience.

how?
What actually happened

The Festival was well attended although some events had to

(including any outputs):

be cancelled due to lack of interest. This seemed to be due
to mis-programming or event descriptions not being
appealing enough. Work is being undertaken to improve
these.
Additional marketing was undertaken which was successful
and in 2015 we are also considering renaming the Festival to
open up the public appeal.

Outcomes and impacts of

29 Events took place during the festival with most events
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being aimed at a general audience.

Approximately 2000 people attended which was more than
expected.
Nearly £15,000 of in-kind costs was incurred by the
University.
The following media coverage of the festival occurred:
Sheffield Star, BBC Look North, Yorkshire Post and Sheffield
Live. The reach for Sheffield Live is 295,000 people.
Lessons learned from the

Securing school group attendance and involvement was
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sometimes difficult. TO overcome these issues some events
took place on school premises and some school groups
needed support to attend, usually through the provision of
transport.
Most events took place in on-university venues which helps
to broaden appeal to the public.

Next steps:

The Festival will take place again in 2015 and this year efforts
are focussed on a smaller number or high quality events.
Some lessons have been learned from previous years and the
impact of these are being fed into this year’s planning. This
includes a broader Festival Committee which has been
involved in at a much earlier stage with a longer lead-in time.

Sheffield Festival of Science & Engineering 2015

Name of case

Sheffield Festival of Science & Engineering 2015

study/project:
The Public Engagement Team have created a festival for
each Faculty in partnership with BSA and Sheffield Hallam
University which enables continuity of good practice, create
the stability of on-going external partnership, provide the
facility to experiment and ensure diversity within a structured
environment. Using this model of engagement creates
continuous added value to the vibrancy of the city region in
which the activities take place and changing culture in the
Faculty by providing a structure for engagement
Organisations and groups

University of Sheffield

involved in case study:

Sheffield Hallam University
Sheffield City Council
Sheffield Industrial Museum Trust
Museum Sheffield
Ignite Imaginations
Magna Science Adventure Centre
Earth Science Education Unit
Sense About Science

IBM
Institute of Engineering and Technology
Schools and Homes Energy Education Project
Institute of Physics
The Discovery Project
Atkins UK
c. 90 schools in South Yorkshire
Quote:

1. “The talk was absolutely superb, engaging, relevant and
student feedback was outstanding - thank you so much!”
2. “A wide range of events, different forms of presentation
and a reason to feel proud of Sheffield.”

Job title or role of person

1. Teacher, Wath Comprehensive School

who gave the quote:
2. Public audience attendee
Short summary of project:

Sheffield Festival of Science & Engineering 2015 took place
during March 2015. It was a joint festival led by the
University of Sheffield and Sheffield Hallam University in
partnership with a number of city organisations (listed above)
designed to communicate the fantastic science and
engineering in South Yorkshire.
The festival has two strands: a schools programme and a
public programme. For the schools programme, researchers
from the two universities and partner organisations go out
and deliver talks in schools to pupils of all age ranges. In the
public programme there was a wide range of free events
taking place which anyone could attend. Most events took
place on the university campuses, with some events around
the city or at partner’s venues.
The festival was timed to take place during British Week (1322 March) but due to the packed programme the festival

took place over the whole month. The festival built upon the
success of the first Sheffield Festival of Science & Engineering
which took place in March 2013.
Three key learning points:

•

The practical sessions for the public (e.g. hot glass
demonstrations, hands-on DNA workshops, museum
tours, science of brewing) were really popular so try to
encourage academics to run practical sessions where
viable.

•

Need to ensure academics understand what they are
offering to do when they say they will deliver a certain
number of schools talks.

•

The event description is really important to ensure that it
sounds appealing and accessible to both schools and
public audiences.

Background and aims of

The first Sheffield Festival of Science & Engineering took
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place in March 2013, led by the University of Sheffield and
Sheffield Hallam University. It builds upon the success of the
2012 joint event organised as part of National Science &
Engineering Week. The 2013 festival took place from 10-24
March 2013 to coincide with National Science & Engineering
Week. There were over 150 events delivered in schools across
South Yorkshire and 50 events as part of the public
programme, which were attended by 4000 people.
The 2015 festival aimed to build upon the success of the
2013 events. The aim was to celebrate and showcase
achievement in science and engineering research in Sheffield
and South Yorkshire. The festival aimed to increase the
number of talks given in schools and the number of
attendees to the public programme.

Which public engagement

The festival fulfils the objective to engage with the public

priorities and objectives

about the University’s science, engineering and medical

does this work fulfil, and

research and to inspire the audience’s interest to find out

how?

more about the University and its research. It also
encourages attendees to visit the University and permits
access to areas which are often not accessible, such as
science labs.
The festival also fulfils the objective to work collaboratively
with Sheffield Hallam University and partner organisations in
the city.

What actually happened

In total there were 179 talks given in schools across South

(including any outputs):

Yorkshire. There were 87 different talks on offer for schools
to choose from with talks suitable for all age ranges from key
stage 1 to key stage 5. Of the school speakers who
responded to our feedback form, 60% felt that they had
gained new skills from taking part.
There were 72 different events in the festival’s public
programme including talks, workshops, tours, museum
openings, art exhibitions, and walkabouts. The events took
place in university labs and lecture theatres, museums,
libraries, parks, cemeteries and even a brewery. Over 6600
people attended the public programme, a 65% increased on
the 2013 festival audience. 100% of visitors said they would
recommend the festival to a friend or colleague.
Discovery Night was a key event of the programme where
the University opened its laboratories and lecture theatres for
an evening of fun events for the whole family.

Outcomes and impacts of

In total there were 14,000 unique visitors to the website
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(www.scienceweeksy.org.uk). The hashtag (#sfose) was used
401 times on Twitter. The festival generated nine media
clippings. It was featured in the Sheffield Telegraph, Sheffield

Star and on myscience.com. It was also featured on Sheffield
Live TV station.

Nine events were filmed at the festival and the recordings are
being made available via the festival website so that people
who did not attend can still access the content. Additionally,
a montage film of the whole festival has been created which
will be used for future promotion. A photo gallery of images
from the festival will also be hosted on the festival website.
Lessons learned from the

We need to provide clearer instructions to schools and
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academics in the schools programme to ensure effective
communication for setting up the talks in schools.
The marketing was improved for the 2015 festival but try to
ensure the festival reaches the public in the city as effectively
as possible.

Next steps:

Due to its success, will look at whether there is budget to run
the festival annually and the festival will definitely continue
every two years. We will look to raise the festival’s profile
with the British Science Association and with national science
media correspondents.

