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‘We believe that the best education
has creativity at its heart.”

Background

Creative Partnerships was a government
funded programme set up in 2002 to
promote creative learning across the
curriculum through partnerships between
creative professionals, teachers and young
people. Initially managed by Arts Council
England, the programme has been run by
the independent charity Creativity, Culture
and Education (CCE) since 2008.

In the first phase of the programme, activity
centred on 36 areas of the country, working
specifically with schools in areas of social
and economic deprivation. From 2008,

the new Change and Enquiry Schools
programmes opened up opportunities to all
schools in England. Creative Partnerships,
Sussex and Surrey started in 2005, first
working in East Sussex before going on

to manage Change and Enquiry Schools,
across all of Sussex and Surrey.

The three year Change Schools programme
enabled schools to look at ways in which
creative learning can support and drive
whole school change. The one year Enquiry
Schools programme enabled a teacher

to work with a creative professional

on a focused enquiry to deepen the
understanding of creative learning and its
place in the curriculum. National funding
has now been withdrawn, with the last
programmes delivered in 2010-2011.

Themes of projects were determined by
schools, and faciltated by Creative Partnerships
project managers, known as Creative

Agents. They have covered a wide aspect of
educational concerns from the development

of new curricula to spaces for teaching

and learning and parental and community
involvement.

The Creative Partnerships model is noted

for its attention to the thorough planning

and evaluation of projects with the aim of
achieving impact and legacy. Each project is
the subject of ‘triangulated’ action research
giving the three main partners (young people,
teachers and creative practitioners) the
opportunity to comment on their own and the
other partners’ learning.

Vast research and data exists at a national
and local level. What follows are a selection
of findings organised under Ofsted’s school
inspection headings. The information has
been collated from the national Creative
Partnerships Project Database and draws
specifically on the Change Schools
programme data in Sussex and Surrey.
Specific attention is given to teacher and pupil
commentaries in this report. The impact on
creative practitioners in the programme can
be found in other national research.?

Full research findings and case studies for

both national and local programmes can be
found on the CCE website.3

1 Creative Partnerships and the Curriculum: Eleventh Report of Session 2006-07. House of Commons - Education and Skills Committee (2007)
2 Study of the Impact of Creative Partnerships on the Cultural and Creative Economy. Burns Owens Partnership, July 2006

3 www.creativitycultureeducation.org/research-impact



Creative Partnerships, Sussex and Surrey worked closely with partners in the four Local
Authorities to deliver the programme. Fig 1. shows the number of schools involved in each
Local Authority in the programme since 2008. 7 schools have been involved more than once.

(Fig 1.) Number of schools/settings involved since 2008

East Sussex (42) West Sussex (39)
Brighton & Hove (22) Surrey (37)

. Early Years - Primary - Secondary - Special

(Fig 2.) Total number of young people, teachers and parents involved between 2008 - 2011

National CP Sussex and Surrey
Young people involved 1,802,860 41,094
Teachers involved 139,742 3,404

Parents involved 162,489 5,952




Pupil achievement

National picture

‘Young people who have attended Creative Partnerships activities made, on
average, the equivalent of 2.5 grades better progress in GCSE than similar
young people in other schools.’*

79% of head teachers felt that their schools’ involvement with Creative Partnerships had led
to an increase in attainment. Head teachers most frequently attributed this to the new found
focus of both teachers and pupils on achieving high standards of work.®

Creative Partnerships, Sussex and Surrey

Involvement of children and young people and their teachers in the planning and evaluation of
projects is one of the cornerstones of Creative Partnerships practice. This has given us a clear
insight into the benefits of our projects to school pupils, who can be seen as our ‘clients’ but
who, because of the nature of our collaborative approach to teaching and learning, can also
be seen, along with their teachers, as our partners.

(Fig 3.) Perceptions of pupil learning with regards to achievement
% of young people and teachers rating good/high values to the following aspects of pupil learning

Problem finding and solving 88% 71%

The development and communication of new
skills, ideas, knowledge and understanding

Taking risks 92% 100%
Working as co-constructors of learning with
teachers and CP

Reflecting on learning 7% 67%

91% 71%

83% 90%

In addition to these aspects of learning, as indicated in the table, 77% of teachers rated pupil
achievement in relation to attainment in subject areas as ‘good’ or ‘high’ value and 83% said
that achievement beyond subjects was of ‘good’ or ‘high’ value.

‘Here’s what moved me most: that children who don’t
necessarily excel on a scholastic level were enabled to

succeed creatively and often confound preconceptions about
their abilities. Imagine how it must feel for children whose
exuberance and spontaneity is sometimes discouraged to
discover that these same qualities illicit praise and affirmation!’
Kevin Graal, creative practitioner

4 The longer-term impact of Creative Partnerships on the attainment of young people: results from 2005 and 2006. National Foundation for Education Research

(NFER), September 2008
5 Creative Partnerships: Survey of head teachers. Tara Mackey and Anna Ullman, British Market Research Bureau (BMRB Limited), April 2006



Behaviour and safety

National picture

Creative Partnerships is associated with ‘an educationally significant reduction in
total absence rates in primary schools’.° Ofsted also reports that ‘the outcomes
of programmes could be seen in changed attitudes and behaviours, and
the demonstration of creative approaches to work’.”

Creative Partnerships, Sussex and Surrey

Locally, one of the most significant project outcomes is the engagement and motivation of

both pupils and staff. The creative process, as woven into the projects by creative practitioners,
enables a level of enthusiasm and engagement in schooling that is lacking in more conventional
approaches. There have frequently been improvements in engagement, and therefore behaviour,
in projects in special schools and with marginalised pupils in mainstream schools.

(Fig 4.) Perceptions of pupil learning with regards to behaviour/safety

Young people

95%
95%

Engagement, enjoyment and motivation 93%

Developing social and emotional well-being 90%

‘We all got to know each other better. Getting out of school
was great. When we had lunch it wasn’t like kids and adults.

It was more like a team’
Student, Worthing High School

6 The Impact of Creative Partnerships on Pupil Behaviour. National Foundation for Education Research (NFER), July 2008
7 Creative Partnerships: initiative and impact. Ofsted, September 2006



Teaching quality

National picture

Creative Partnerships has teacher support and development at its core. Ofsted reported on
Creative Partnerships in 20068 and identified that involvement with a Creative Partnerships
programme had a continuing impact on teaching and learning after the programme had finished.
Research on the Continuing Professional Development (CPD) opportunities developed and
delivered by Creative Partnerships has shown that the level, breadth, innovative nature and
diversity of CPD cannot be matched in other major national policy initiatives.®

Creative Partnerships, Sussex and Surrey

Professional development of teachers is a key feature of Creative Partnerships practice. The
length of the projects (one to three years) allows for a genuine working partnership to build
between the teacher and creative practitioner. This, set in a framework of sound planning
and evaluation, enables us to give teachers a setting where their learning is as important
as their pupils.

(Fig 5.) Perception of teacher learning
% of young people and teachers rating good/high values to teachers’ involvement in Creative Partnerships projects

The ability to identify and address new . .
problems and challenges creatively 2% 84%
The development and communication of new . )
skills, ideas, knowledge and understanding 1% 87%
Taking risks 67% 86%
Co-construction of learning with young people| 62% 62%
Reflecting on learning 47% 63%
Establishing and maintaining positive ) .
relationships with young people 80% 69%
Increased enjoyment, motivation and . )
confidence in professional life 80% 89%

‘I have learnt to step back; the students are leading their own
learning. I have observed that sometimes they don’t need me
to keep them on task; their investment in the project keeps
them on task. The energy they are creating is incredible to be
around.’

Teacher, William Parker Sports College

8 Creative Partnerships: initiative and impact. Ofsted, September 2006
9 Creative Partnerships National Evaluation of Continuing Professional Development’. Westminster Institute of Education, Oxford Brookes University,
September 2005



Leadership and management

National picture

‘Creative Partnerships has invigorated me as a teacher, and inspired me to
be a leader as well.’"°

The in-depth study of 40 Change Schools!! found that the most successful Creative Partnerships
projects operated in schools that had, or that evolved, collaborative approaches to leadership and
management. This was more evident in small schools than in large and, therefore, more evident in
primary than secondary schools. The flexibility necessary to embed a Creative Partnerships’ ethos
has led to schools generally being more open to progressive cycles of well-planned and evaluated
change that carries the whole school staff.

Creative Partnerships, Sussex and Surrey

It is unusual for schools to deal with an outside agency that works over an extensive period

of time on one project — this contact can provide a valuable perspective on the running of the
school. The figures in the table show how long term, planned, and evaluated project work can
influence important aspects of school management over three years.

(Fig 6.) Changes in school leadership and management
% of schools rating themselves as (B) beginning’, ‘(P) progressing’ or (E) exemplary’ in the following areas of leadership

Start of Change End of Change
School Programme | School Programme

Which of the following best describes: B P E B P E
The school’s leadership ethos? 40% 60% 0% 6% 53% 41%
Leadership action in the school? 15% 75% 10% | 0% 47% 53%
The school in terms of distributed leadership

for creativity? 35% 60% 5% 6% 65% 29%
The school governors in terms of leadership

for creativity? 25% T70% 5% 29% 59% 12%

‘Throughout the project, teachers have fostered stronger links
in relationships with pupils. Because they see students in a
different light’

Teacher, Rye College

10 Evaluation of the nature and impact of the Creative Partnerships Programme on the teaching workforce. National Foundation for Educational Research (NFER),
December 2010
1 Creative School Change Research Project. Pat Thomson, Ken Jones and Christine Hall, October 2009



In summary

Whilst this data is drawn from the Change Schools programme, the findings are echoed across
the Enquiry Schools programme.

The model of partnership between artists, teachers and young people, working around a
specific focus, has proved highly effective in motivating individuals, instigating new practice in
the class room and in supporting wider changes in school management and ethos.

Equally, beyond the scope of this report, is the impact on the practice and approach of the 200
creative professionals and organisations involved locally in our programme. It is clear from the
evaluation that their experience has significantly changed the way in which they view their skills
and their approach to working in partnership with schools.

For detailed case studies on Creative Partnerships projects, please go to:
http://www.sussex.ac.uk/creativepartnerships/resources/publications

Creative Partnerships, Sussex and Surrey (September 2011)
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