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Bath and North East Somerset Council 

Equality Impact Assessment Toolkit


	Title of service, function or policy being assessed

	Sales, Promotion and Communication.

	Name of directorate and service


	Tourism, Leisure and Culture, Heritage Services

	Name and role of officers completing the assessment

	Pat Dunlop, Jon Benington, Lindsey Braidley, Tom Deller, Maggie Bone & users (via Museum Focus Group)

	Contact telephone number


	01225 477759

	Date assessment completed


	First draft 27th August 2008


	1. 
	Identify the aims of the policy/service/function and how it is implemented.



	
	Key questions


	Answers / Notes
	Actions required

	1.1
	Is this a new a new policy / function or service or a review of an existing one?  


	Review of existing function.
	Re-visit the last Equalities Audit (done)

	1.2
	What is the aim, objective or purpose of the policy/service/function?  


	To communicate the services we offer to all potential users.
	Objective of assessment: To avoid intellectual, physical or conceptual barriers to communication.

	1.3
	Whose needs is it designed to meet? Who are the main stakeholders?


	It is designed to meet the communication needs of potential visitors.  The main stakeholders are listed below.
	Consider all significant stakeholder groups in the assessment.


	Managers, staff and volunteers
	
	Councillors and Taxpayers
	
	Providers of other leisure services

	
	
	
	
	

	Suppliers of goods and services, including other Council departments
	
	
	
	Museum visitors & potential visitors

	
	
	
	
	

	Residents of the area &  close neighbours
	
	The trade: guiding agencies, travel agents, tour operators
	
	Providers of related services, eg hotels, restaurants, transport


	1.4
	Who defines or defined the policy/function?  How much room for manoeuvre is there?


	Communication policy is dictated by the Council’s corporate identity guidelines.
 The Council’s policy is the remit of the Communications and Marketing section of the Council, who will conduct their own EqIA.  
Heritage Services has the freedom to determine the content and communication channel.  It must follow the corporate identity guidelines, with certain exceptions as stated in writing by the Chief Executive.
 
	

	1.5
	Who implements the policy/ function?  Is it possible for bias/prejudice to creep into the process?


	All members of staff communicate with stakeholders.  
Sales and promotion is undertaken by the Commercial Team.  

	Sales and promotion channels are the main remit of this assessment.

	1.6
	Are there any areas of the policy or function that are governed by discretionary powers or judgement?  If so is there clear guidance on how to exercise these?
	The implementation of policy is governed by discretionary powers. 
There are clear accessibility guidelines and information on other language needs. 
	Make sure that those involved in sales and promotion have access to and refer to accessibility guidelines.

	1.7
	What factors or forces are at play that could contribute or detract from the outcomes identified earlier in 1.2?  


	20% of our museum visitors prefer to use a language other than English.  


Many potential visitors have a visual or hearing impairment (20% of the general population have a visual impairment). 
	Aim to include other languages and visual needs in relevant sales and promotional material.

	1.8
	How do these outcomes meet or hinder other policies, values or objectives of the public authority (this question will not always apply)

	n/a
	

	1.9
	How does the local authority interface with other bodies in relation to the implementation of this policy/ function?  (this question will not always apply)


	We work with the Chinese community to bring our services to Chinese people, because there is a significant Chinese community in Bath and currently 20,000 of our visitors per annum are Mandarin-speaking.
We work with our Audioguide supplier, our language translators and our website supplier to promote our other language services to potential visitors.  

We work with Visit Britain, the Cotswold Japan Partnership and the China Business Network to promote in other countries in their own languages.


	

	1.10
	Consider if any of the six equalities strands have particular needs relevant to the policy.


	Visual impairment.
Non-English speaking visitors. 


	

	1.11
	Taking the six strands of equalities, is there anything in the policy that could discriminate or disadvantage any groups of people?


	Use of English only in communications, use of small print, failure to use plain English.   Failure to represent a wide variety of our visitors in photographs.
	


	2. Consideration of available data, research and information



	
	Key questions


	Answers / Notes
	Actions required

	2.1
	What do you already know about who uses and delivers this service or policy?  


	Half of Roman Baths and Fashion Museum visitors are from overseas and 20% of Roman Baths visitors choose to receive their interpretation in one of the seven languages other than English that are available on the audioguide.  17% of Fashion Museum visitors choose a language other than English.
The Roman Baths attracts a representative cross section of ethnic groups in the UK, suggesting that there are no significant conceptual barriers to interest by users of different ethnicities.  (This is a positive situation and is not typical of heritage attractions in the UK.)  

	Work with Visit Britain and other agencies to promote the Service overseas.  
Translate relevant sections of the Roman Baths and Fashion Museum websites into other languages. 


	2.2
	What quantitative data do you already have? (e.g census data, employee data, customer profile data etc)

	We have evidence from website hits, audioguide download data and customer profile data gleaned during representative samples of exit interviews at each museum.
	Continue to commission relevant exit surveys at all three sites and continue use the data to improve accessibility to promotional material. 

	2.3 
	What qualitative data do you already have? (e.g results of customer satisfaction surveys, results of previous consultations, staff survey findings etc).

	We gather information on the effectiveness of our promotion from an annual Visitor Attraction Quality Assurance Service (VAQAS).  
This is particularly good at identifying accessibility issues and barriers for visually impaired people.
	Continue to subscribe to VAQAS.  Write action points on issues raised and implement these.
This year’s assessment identified visual accessibility issues with maps on the current Fashion Museum leaflet and on the Victoria Art Gallery and Roman Baths websites.  
These will be improved at the next leaflet print-run and as soon as changes can be made to the websites.


	2.4
	What additional information is needed to ensure that all equality groups’ needs are taken into account?  Do you need to collect more data, carry out consultation at this stage?


	The Museum Focus Group usually meets to identify accessibility issues with each leaflet before it goes to print.  This group includes at least one visually impaired person.
	The Group needs to look at the next Fashion Museum leaflet to ensure that the new map is accessible.

	2.5
	How are you going to go about getting the extra information that is required?


	Consult the Focus Group.
	


	3. Formal consultation (include within this section any consultation you are planning along with the 
    results of any consultation you undertake)



	
	Key questions
	Answers/notes
	Actions required

	3.1
	Who do you need to consult with?

 
	A focus group that includes visually impaired members.
	

	3.2
	What method / form of consultation can be used?  

	Group meeting.
	

	3.3
	What consultation was actually carried out as part of this EQIA and with which groups?


	Museum Focus Group member(s).
	

	3.4
	What were the main issues arising from the consultation?


	TBC
	


	4. Assessment of impact



	
	Based upon any data you have analysed, or the results of consultation or research, use the spaces below to list how the policy will or does actually work in practice for each equalities group. Identify any differential impact and consider whether the policy/function meets any particular needs of each of the six equalities groups.  Also include any examples of how the policy or service helps to promote race, disability and gender equality. 

	
	
	Impact or potential impact (negative, positive or neutral)

	4.1
	Gender – identify the impact/potential impact of the policy on women, men and transgender people


	Photographs in publicity are taken to make sure that we include both men and women.

	4.2
	Disability - identify the impact/potential impact of the policy on disabled people (ensure consideration of a range of impairments including visual and hearing impairments, mobility impairments, learning disability etc) 
	Photographs in publicity include disabled people, not just when describing facilities for disabled people, but when describing the core services for everyone.
Written material is designed to comply with the RNID’s accessibility guidelines.

Written material is available upon request in one of these formats: large print, Braille, electronic and accessible formats, on tape or in a range of community languages.  
We have used the Braille service and found it to be efficient and effective.
The websites include alt tags that can be read by a computer that is set up for blind people.  The websites were tested for Bobby compliance before they went live.  


	4.3
	Age  – identify the impact/potential impact of the policy on different age groups


	Photographs include people of all ages, not just young people.  This is monitored annually.

	4.4
	Race – identify the impact/potential impact on different black and minority ethnic groups 


	Photographs include people of various ethnic groups and this is monitored annually for new photographs. 

	4.5
	Sexual orientation - identify the impact/potential impact of the policy on lesbians, gay men, bisexual and heterosexual people 
	None.

	4.6
	Religion/belief – identify the impact/potential impact of the policy on people of different religious/faith groups and also upon those with no religion.
	None.

	
	Key questions
	Answers/notes

	Actions required



	4.7
	Have you identified any areas in which the policy/service or function is indirectly or directly discriminatory? If you answer yes to this please refer to legal services on whether this is justifiable within legislation.
	No.
	

	4.8
	If you have identified any adverse impact(s) can it be avoided, can we make changes, can we lessen it etc?  (NB: If you have identified a differential or adverse impact that amounts to unlawful discrimination, then you are duty bound to act to ensure that the Council acts lawfully by changing the policy or proposal in question).
	Moderate adverse impact on visually impaired people.

	Make minor alterations to the leaflets.


	4.9
	Are there additional measures that could be adopted to further equality of opportunity in the context of this policy/service/function and to meet the particular needs of equalities groups that you have identified?
	There is a new generation of websites that include visual accessibility as standard.  
	Migrate to the new generation of websites as soon as the roll out of new technology, time and finances allow.


	5. 


	Internal processes for the organisation – to be explored at the end of the mentoring process.

	Making a decision in the light of data, alternatives and consultations



	
	Key questions

	Answers/notes
	Actions required

	5.1
	How will the organisation’s decision making process be used to take this forward?


	A course of action will be assessed by those involved in producing publicity and promotion.  This will then be discussed at Management Team level for ratification.

	

	Monitoring for adverse impact in the future



	
	Key questions


	Answers/notes


	Actions required

	5.2 
	What have we found out in completing this EqIA? What can we learn for the future?
	The diversity of photographs for the service is not as wide as it was last year and some gaps in representation have appeared.
	Brief the in-house photographer to ensure that she takes a representative sample of visitors at each photoshoot. (Done)  

Monitor the result (ongoing).


	5.3
	Who will carry out monitoring? 


	Internal: Pat Dunlop & Maggie Bone, those undertaking publicity and members of Management Team.
External: VAQAS Assessor and Focus Group.


	Continue to be aware of the need to check diversity in photographs.  

Continue our relationship with these external bodies.

	5.4
	What needs to be monitored?


	Printed promotional material and websites.
	

	5.5
	What method(s) of monitoring will be used?


	Audit of printed materials and spot checks.
	Continue monitoring and address any weaknesses that appear.

	5.6
	How will the monitoring information be published?

	Access statements for this area will be included in Heritage Services access statements.  

Access to other languages, Braille, large print and electronic format will be promoted on promotional leaflets. 
	

	Publication of results of the equality impact assessment



	
	Key questions


	Answers/notes
	Actions required

	5.7
	Who will take responsibility for writing up the EqIA report?


	Patricia Dunlop, Commercial Manager
	Write up EqIA report.

	5.8
	How will the results of the EqIA be published?


	Circulated by e-mail
	Send draft by e-mail inviting comment.

	5.9
	Who will take responsibility for this?


	Patricia Dunlop, Commercial Manager
	


6. Bath and North East Somerset Council 

Equality Impact Assessment Improvement Plan

Please list actions that you plan to take as a result of this assessment (continue on separate sheets as necessary).  These actions need to be built into the service planning framework and targets should be measurable, achievable, realistic and time bound.

Title of service/function or policy being assessed:

Name and role of officers completing assessment:

Date assessment completed:
	Issues identified
	Actions required
	Progress milestones
	Officer responsible
	By when

	Fashion Museum map on leaflet not accessible enough.


	Design changes needed.
	New design September 2008 for printed leaflet October 2008.
	MB
	Oct 2008

	Victoria Art Gallery and Roman Baths maps on website not accessible enough.
	Improve Victoria Art Gallery and Roman Baths maps on website to make them as accessible as the Fashion Museum map


	New map designed, Oct 2008.  Checked for accessibility Nov 2008.  Uploaded Dec 2008. 
	MB
	Dec 2008

	Diversity of photographs (age, gender and race) is not as good as it was last year.  In particular, most of the photographs taken for the Roman Baths were of women and there are no pictures of other ethnic groups in the Hospitality brochure. 

	Brief the in-house photographer to ensure that she takes a representative sample of visitors at each photoshoot. 


	Monitor the result (ongoing).


	PD, TD
	(Done)  

	The Fashion Museum website has been translated into Spanish but this is not yet on-line.

	Migrate the Fashion Museum website to the new technology and then undertake when time permits, possibly bringing in extra assistance. 
	Website to be migrated in 2008-9.  Available for uploading by December 2008, uploading by March 2009.
	PD 
	March 2009.
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