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It’s not lost on anyone at Ecclesiastical Insurance  
that we’re fortunate to work with incredibly beautiful 
and special buildings, collections and art every day. 
It is a privilege to be able to help protect our clients’ 
most cherished treasures. And behind all the wonderful 
things we get to see, there are always passionate  
people with incredible insights on art, architecture,  
design and culture. 

In this edition of Review, we go from iconic 
Chatsworth, where we were delighted to speak  
with the Duke of Devonshire about The Masterplan,  
to Andalucía, where celebrated florist Kip Dodds  
gives advice on how to make your garden work for 
events. We have expert tips on jewellery valuations 
from John Benjamin, while Sheron Reynolds talks 
about the success of Art Out Loud and what makes  
an unforgettable event. 

Our own Dr James Lindow, Underwriting Director  
on the Art & Private Client team, shares his review 
of the art market and security experts Blackstone 
Consultancy advise on keeping your home safe.  
We even take a trip to the virtual world of arts and 
culture with a look at the Google Cultural Institute. 

We hope you enjoy reading this edition of Review  
as much as we enjoyed creating it.

Sarah Willoughby
Business Director, Art & Private Client



A SECRET GARDEN

In his teens, Kip Dodds broke ground in the 
concreted back yard of his home in Matlock, 
Derbyshire because it seemed a shame to him 

that all the potential and possibilities in the earth 
were wasted under that ugly slab of concrete. 

He had no idea that in that moment,  
he had started a journey that would lead him 

to Bella Sombra, a beautiful residence and 
enchanting garden in Andalucía, from which  

he now runs a small number of exclusive events. 

BELLA MACFARLANE 
UNDERWRITER, ART & PRIVATE CLIENT
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When he first started working, he tended 
the greens at Matlock Golf Course near 
Chatsworth, before moving to London where 
he opened his shop in Notting Hill Gate, 
called simply ‘Kip’s Flowers.’ His effortless 
style, natural flair and easy-going manner 
didn’t go unnoticed, and he soon became 
the florist of choice for many notable clients 
including Mick Jagger, Norman Foster,  
Paul and Linda McCartney and Diana, 
Princess of Wales. 
 While Bella Sombra is first and foremost 

a family home, Kip and his wife Eli use the gardens to run a 
limited number of exclusive events for the high society of Seville 
and beyond. The property is just eight kilometres outside the 
city but visitors are immediately transported to a beautiful  
and tranquil oasis. The garden has been cleverly zoned to 
create a variety of areas to accommodate many different types 
of event. A wisteria dining area, a charming veg garden with 
winding paths and the magnificent main lawn give intimacy, 
intrigue and wow factor – perfect versatility for a range  
of events.
 With a growing number of people opening their gardens, 
Kip shares some of his experiences and tips for creating a place 
that works as both a personal escape and a profitable events space.

MAKE AN ENTRANCE

‘At Bella Sombra, we welcome our visitors via the lavender 
walk, which not only creates a sense of anticipation as they walk 
slowly towards the main event area, but they also experience 
the fragrance of the sheer volume of lavender bushes we have 
there. And I guarantee you, 9 out of 10 people will reach out 

This love of the possibilities  
in nature, along with Kip’s 
vision and passion for 
landscapes, gardens and flowers 
has formed the foundations  
of a very successful career.
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and pull off some lavender, 
rub it between their fingers 
and smell it!
 We often do very 
beautiful and intricate floral  
centrepieces for the tables, 
but then at the lawn 
entrance we fill two big urns  
with nothing but simple 
branches, twigs and leaves 
from around the property – 
and it’s always the urns that 
make the most impact.

THINK VOLUME

People are always struck  
by volume. Think about 
the first time you saw row  
upon row of one type of 
flower – daffodils, carpets 
of bluebells or a field of 
sunflowers – it is something 
truly breath-taking. I use 
volume often, as it brings such a sense of magic – not to 
mention fragrance – for the visitors. Fill your pots, urns, vases 
and spaces with volume and people are just blown away.

MAKING MAGIC

I feel each garden has its own soul and whatever its size,  
you can always create magic. While there are certain practical 
things you need to think about for events, such as creating 
different areas for guests, catering, and access for staff, I would 
encourage you to think of yourself as the artist. 
 I like gardens with hidden areas and a hint of the 
unexpected. I have a winding path here that takes visitors 
from a veg patch, through a rose garden, a scented garden and  
a blue garden. It is a very tranquil walk with lots to take in for 
all the senses. We often find party guests sitting here having  
a quiet moment or intimate conversation. 
 Something I am enjoying at the moment, is planting 
vegetables in amongst the flower beds – anything from 
the onion family, leeks, artichokes and broad beans are all 
spectacular if you let them go to seed. All of these grow well 
in the UK. I love the crown-like flower on the leek, and my 
artichokes are well over six feet, creating a lovely feeling  
of structure at the back of the flower beds.' 

"
There is no right  

and wrong, your garden  
is your art, so just as an  
artist works – creating  

what they want  
– create your garden.

"
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NATURAL BARRIERS

‘There may be some areas of your garden 
that you don’t want to be accessible as part 
of the event, and using a natural barrier can 
be a great way to ‘rope it off’ in a beautiful 
way. For example, when we have a catering 
area on our lawn, we use a row of planters 
with small trees to create a path between 
the storage and the serving areas, so that 
the staff can move easily and the bins are 
out of sight.
 If you have enough land to create  
a car park, think about how you can make 
the natural features of your landscape 
work with other natural barriers and lights 
or lanterns. Remember, this will be the 
first view of the event, and if you have a 
beautiful, welcoming entrance, guests will 
be enthralled before they even leave the car.

PLANNING FOR THE WEATHER

Although I live in Andalucía now, I spent 
my whole career in the UK, so I understand 
the effect the unpredictable climate and,  
of course, rain can have on an event. 
 Your lawn is likely to be the focus 
of your event space and represents a lot of 
work and investment. Buying some good 
quality fake grass is well worth it. When a  
party comes together on a dance floor in  
a marquee, you have a great concentration of feet in one place. 
No lawn can thrive under this pressure, so putting down 
some fake lawn under your marquee will go a long way to 
protecting it. The grass will still need some TLC, but it may 
help you avoid extensive damage and having to completely  

 reseed and aerate after each event. Similarly, a good quality 
fake grass is ideal for high traffic areas such as around bars 
and areas used by caterers. If the lawn is wet, fake grass is 
a must for pathways – if not, your event could be looking 
like Glastonbury after a few hours and owners of beautiful 

stilettos will not thank you!
 Having adequate cover overhead is also 
key – I would recommend at least some covered 
areas to protect guests from the rain or sun.  
You can integrate these into the natural flow  
of your garden, perhaps creating those intimate 
little areas that people love.’ R

WWW.BELLASOMBRA.ES

With special thanks for photography to Jesús Aldebarán
www.aldebaranestudio.com
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DR JAMES LINDOW

UNDERWRITING DIRECTOR, ART & PRIVATE CLIENT 
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2017 proved to be a remarkable year 
for the art market. Undoubtedly, 
the event of the year was the sale 
of Leonardo da Vinci’s ‘Salvator 
Mundi’ (‘Saviour of the World’). 
Sold at Christie's New York in 
November, for a record-breaking 
$450 million, the sale challenged 
everything financial analysts and 
art advisors thought they knew 
about the international art market. 
The most unregulated industry 
had, once again, proved also to  
be the most unpredictable.

 Purchased by the Abu Dhabi Department of Culture and 
Tourism, the painting will be exhibited in the newly opened 
Louvre Abu Dhabi. The purchase price of $450,312,500, 
($400 million plus $50.3 million in fees), at more than two 
and a half times the price of any other painting sold at auction, 
marked the historic importance of this landmark sale. 

IS IT OR ISN’T IT? 

Say it very quietly, but the ‘Salvator Mundi’ is not the 
Renaissance master’s finest work. Dated to around 1500, 
if the painting is by Leonardo, it represents one of less than 
20 authenticated artworks by the artist although there is no 
documentary record of the artist ever having been involved in 
such a painting project.
 The painting has not been without controversy. 
Acquired in 2005, in poor condition, for just $10,000 at a US 
auction, it was later purchased for over $75 million in 2013  
by the Swiss dealer Yves Bouvier, in a private sale brokered by 
Sotheby’s New York, before being sold to Russian collector 
Dmitry Rybolovlev for $127.5 million. While the majority 
of scholars accept the painting is a genuine Leonardo, 
some experts have questioned the painting’s attribution, 
arguing that the extensive restoration of the work challenges  
an unequivocal conclusion regarding the work’s authorship.

FINANCIAL MASTERSTROKE

Christie’s took the marketing of ‘Salvator Mundi’ to a new 
dimension, presenting it as a ‘once in a lifetime opportunity’ 
to acquire ‘the last da Vinci in private hands’ and using an 
outside agency to advertise the artwork for the first time in its 
history. The painting’s celebratory status was further hyped 
by its world tour of the auction house’s principal offices – the 
ever-lengthening queues outside each stop-over, confirming 
the now worldwide interest in the work. Over 27,000 people 
viewed the painting before the auction which, according to 
Christie’s, represented the highest number of pre-sale viewers 
for an individual work of art. 
 The sale itself, at Christie’s New York headquarters, 
underscored the auction house’s claim of the enduring influence 
of the artist by positioning ‘Salvator Mundi’ as the headline lot 
in the Post-War and Contemporary evening sale. Including the 
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 Leonardo in the same sale as modern stalwarts of the auction 
scene, proved a financial masterstroke. Sales in Modern  
and Contemporary art have consistently outperformed  
Old Masters at auction in recent years, and the inclusion  
of the ‘Salvator Mundi’ opened up the painting to a wider 
section of the collectors’ market, with the widest potential 
purchasing power. The inclusion in the sale of Andy Warhol’s 
massive ‘Sixty Last Suppers’ (1986), based on Leonardo’s 
Renaissance fresco and sold for $60.9 million, provided a physical 
connection between the sixteenth and twentieth centuries.
 In addition to the Leonardo sale, a closer review of the 
art market indicates renewed confidence. As the Art Basel and 
UBS Art Market Report 2018 highlights, after two years of 
declining results, auction sales of fine and decorative art and 
antiques reached $28.5 billion in 2017. The rise in value was 

marked by strong sales at the high end. Several lots sold for 
in excess of $50 million, notably in the US and China. 
 The US and China dominated auction sales with a  
combined 68% share. The US accounted for 35% of sales, 
narrowly eclipsing China at 33%. The UK was the third 
largest market with 16% of global auction sales. 

SURPASSING EXPECTATIONS

Aside from the ‘Salvator Mundi’, two other works sold 
at auction during the year comfortably surpassing the 
$100 million mark. Prior to 2017, only nine works in 
auction history had exceeded this milestone. That 2017 
should see three works from distinct sections of the 
market (Post-War and Contemporary, Impressionist 
and Post-Impressionist, and Old Masters) break through 
this glass ceiling is significant. 
 The size of China’s share of the auction market 
underlines its importance as a powerhouse in the world 
of art sales. This status was reinforced in December by 
the sale at Poly Beijing of Chinese artist Qi Baishi’s 
‘Twelve Landscape Screens’ (1925) for $140.8 million. 
The sale represented the highest price ever paid for a 
work of Chinese art at auction and the highest price 
achieved in China at auction for a single lot. 
 In May, Sotheby’s New York sold Jean-Michel 
Basquiat’s ‘Untitled’ (1982) for $110.5 million to the 

Japanese collector and online fashion entrepreneur Yusaku 
Maezawa. The sale broke the previous auction record for 
Basquiat of $57.3m, paid by Maezawa himself in 2016, and made 
the painting simultaneously the most expensive work sold by an 
American artist and most expensive painting created after 1980.
 It remains to be seen during 2018 and beyond, whether the 
‘Salvator Mundi’ remains an outlier in the art market – a once in  
a generation sale, reaping a similarly unique price, the like of which 
will not be seen again. Or, is the Leonardo sale an indicator of 
marketing outweighing connoisseurship, as much as a reflection 
of the staggering amounts global collectors are willing to pay 
for art of perceived singular importance? Whatever the outcome,  
it seems likely that the impact of the Leonardo sale will have  
a long-term effect on the market. If 2017 has taught us anything, 
it is to expect the unexpected. R
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Salvator Mundi c.1500 (oil on panel), Vinci, Leonardo da (1452-1519)/Private collection



Portrait of the Artist, c.1665 (oil on canvas), Rembrandt Harmensz. van Rijn (1606-69) / The Iveagh Bequest, Kenwood House, London

HERITAGE AND TECHNOLOGY AREN’T ALWAYS 
SEEN AS COMPATIBLE. AFTER ALL, PRESERVING 

OUR HERITAGE USUALLY MEANS KEEPING THINGS 
AS THEY ARE, WHICH MEANS INNOVATION AND 

TECHNOLOGY TEND TO GET A BACK SEAT.  
NOT SO WITH ENGLISH HERITAGE, WHO’VE 

RECENTLY FORMED AN EXCITING PARTNERSHIP 
WITH GOOGLE ARTS & CULTURE. 

KARL CONSTABLE

UNDERWRITER, ART & PRIVATE CLIENT

CULTURAL
<
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Entrance hall, Eltham Palace, Greenwich, London

EXPLORATION
>
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nglish Heritage have looked to Google 
to help them attract a wider audience to 
engage with their properties and projects. 
By teaming up with Google Arts & 
Culture, they’ve thrown open the doors 
to their properties to people all around the 
world – without the need for them to leave 
their own homes. 

VIRTUALLY THERE

Launched at the end of 2017, so far 29 English Heritage 
sites are available to Google Arts & Culture, ranging from 
Tintagel Castle in Cornwall to Hadrian’s Wall. Through a 
series of stories, combining images, text, videos and ‘street 
views’ (360-degree tours), Google Arts & Culture enables you 
to see places not seen before, like gallery picture stores, as well 
as to examine familiar or hard-to-see sites in detail. 
 
FROM BANKSY TO BOLSOVER CASTLE

Alongside the 29 sites available to explore on the platform 
are editorial pieces covering a diverse range of subjects,  
from Banksy to ‘The Real Housewives of English Castles’. 

This resource is likely to attract a broad cross-section of 
individuals – from history enthusiasts to students. A whole 
class, for example, can visit a vast art collection or a historic 
house in the same lesson, with the ability to compare and 
contrast objects and places – something that so far has been 
restricted to books or presentations.

ENGAGING COLLABORATIONS

Clearly, these collaborations between tech companies and cultural 
organisations are a great way to engage with people – and to 
create new experiences for new audiences. Such is the success of 
the English Heritage and Google Arts & Culture partnership, 
that the UK government’s #CultureisDigital project cited it in 
their promotion of how heritage and the technology sector can 
work together to preserve, protect and engage. 

SPARKING IMAGINATION

While the benefits of partnerships such as these are beyond 
question – making art and architecture more accessible to 
more people – enabling you to see things wherever you are,  
whenever you want – they also raise obvious questions.  
If we visit these historical sites via our computer screens,  
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rather than in person, then do we lose the psychological effect of 
the building? Are we missing out by not experiencing the setting 
of these places – the smells, the sense of volume, the changing 
effect of light and all the other nuances you get when physically 
visiting a building? Certainly, some may argue, nothing beats 
‘being there’ and the two are by no means mutually exclusive. 
However, the possibilities for personal enrichment that come 
from taking things online are almost endless. 

WORLDWIDE WONDERS

Google Arts & Culture not only opens up ‘England’s Story’  
but also museums and landmarks from all over the globe.  
You can take a tour of the Taj Mahal sitting at your breakfast

table, and this kind of access means, even if you’re not able  
to visit the real place, you can still experience it online.  
And, of course, it can also spark a desire to visit and 
appreciate these wonderful places in person. By providing 
access to thousands of paintings, sculptures, historic houses, 
archaeological sites and just about every form of visual culture 
imaginable, more people than ever are becoming immersed  
in heritage, art and culture.
 This is an exciting time, watching the worlds of  
heritage and technology find their way together. And I 
believe, that it may well have a far greater impact on our 
experience of art and historic buildings than we can currently 
even comprehend. R

The Star Chamber, Bolsover castle, Derbyshire
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y clients often tell me that I have a very diverse 
and interesting job and, generally speaking, 
I think I probably do. I am lucky enough to 

maintain several different strands to my work and, whether it’s 
visiting private clients in their homes to undertake insurance 
valuations on their jewellery, or lecturing about antique jewellery 
in the UK and overseas, or appearing on BBC Television’s  
ever-popular Antiques Roadshow, it is the sheer variety  
of activities which keep me fully engaged and ‘on my toes’.

A MULTI-FACETED CAREER 

I began my career in 1972, as a callow seventeen-year-old 
apprentice at a small but celebrated antique jewellery shop called 
Cameo Corner, about 50 yards from the gates of the British 
Museum. In those far-off days, Bloomsbury was a fascinating 
part of London in which to work, and the abundance of goods 
on the market meant that the shop itself maintained a terrific 
stock of antique jewels, ranging from ancient gold collars  
and fibulas to Renaissance stomachers dripping with rubies and 
pearls and from 18th century parures to 19th century cameo 
brooches. Sadly, in 1974, the shop suffered a devastating armed 
robbery and much of the original stock disappeared, never 
to be seen again. Nevertheless, those early years at Cameo 
Corner gave me the best possible foundation to follow a career 
in the fascinating world of jewels and gems.
 After qualifying as a Fellow of the Gemmological 
Association, I joined the Jewellery Department of Phillips 
Auctioneers in Bond Street as a junior cataloguer. It was here 
that I really learned how to value diamonds and gemstones. 
Turnover of goods was rapid, to say the least – we held a  
250-lot jewellery sale every fortnight in the late 1970s 
and early 1980s. I stayed at Phillips for 23 years, ultimately 
becoming International Director of Jewellery, responsible for 
the auction programme in London and Geneva.
 In 1999, I left Phillips to set up my own independent 
jewellery consultancy, John C Benjamin Limited. I had 
always looked after all my clients on a strongly personal 
basis and I have used this guiding principle throughout 

my professional career. To put it bluntly, the vast majority 
of the public cannot be expected to understand and keep 
up with the ebb and flow of international jewellery prices 
where, for example, one diamond may be worth £20,000 
and another, seemingly identical in appearance, is worth 
five times the price. I see my role, therefore, as a ‘portal’, 
acting as a guide and giving impartial advice to the private 
client network on a broad range of jewellery topics – from 
the value of a Cartier brooch or a Fabergé hardstone 
carving to identifying the difference between natural  
and cultured pearls.

KNOW YOUR VALUE

The chances are, if you are reading this, that you will also own 
a collection of jewellery, which may be modest or significant. 
If you are fortunate enough to own a fine gem, such as  
a Burmese ruby or Kashmir sapphire, then you will probably 
know that prices for comparable stones at international auction 
have become positively stratospheric, with the best examples 
fetching hundreds of thousands of dollars per carat. The best 
diamonds, most notably the fancy blue and pink varieties, 
routinely make millions of dollars, while antique jewels by 
leading international designers such as Cartier, Lalique and 
Tiffany, attract demand from buyers all over the world. A good 
example of this ultra-competitive market was an elegant emerald 
and diamond pendant, which was offered for auction at Bonhams 
in Bond Street in April this year. Estimated at £150,000-200,000, 
it soared to fetch a staggering £1.3 million.
 Needless to say, the unprecedented demand for top 
jewellery at auction has a direct bearing on retail prices and,  
by extension, the value of your own collection. To put it simply, 
if you have not had your jewellery updated for insurance 
purposes at least within the past three years, your policy is 
out of date. In a fast-changing and increasingly complex 
market place for jewels and gems, it doesn’t pay to take the risk  
of being under-insured. R

A view from the

COALFACE
JOHN BENJAMIN FGA, DGA, FIRV

WWW.JOHNBENJAMIN.CO.UK



Gleaming gold windows are one of the first things that strike you about the newly 
restored Chatsworth House. But as the Duke of Devonshire, who lives in this 

17th century stately home explains, ‘the bling is the icing on the cake but it’s the 
cake that really matters.’ Following a 12-year, £32.7 million restoration project, 
Chatsworth is now in better condition than when it was first built by the Duke’s 

predecessors some 300 years ago. 

GLORY RESTORED

FAITH KITCHEN 
HERITAGE DIRECTOR
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t was back in 2004, that the Duke, and Duchess and 
various Chatsworth employees first began discussing 
the restoration project, known as The Masterplan.  
The scale of works planned was ambitious to say the least, 
and included conserving and restoring all external parts 
of the house, replacing most existing internal services and 
creating access for disabled visitors throughout the public 
parts of the house, as well as improving the visitor route. 

A CHALLENGING BRIEF 

Throughout the work, the Duke and Duchess, along with other 
family members, and Chatsworth employees, were to remain 
living in the house and, to make things even more challenging, 
the house was to remain open to its 300,000-odd visitors each year. 
London-based architects, Inskip and Jenkins, were appointed to 
take on the monumental restoration task. And amazingly, given 
the project’s sheer scale and historically unprecedented nature, 
it ran remarkably smoothly and achieved all its objectives.
 ‘We had no idea when we started it would last as long 
as this,’ admits the Duke. ‘I think if we had, I’m not sure 
whether we would have done it. With hindsight, if we hadn’t, 

it would have been a real 
wasted opportunity.’ Wasted 
indeed. Having shrugged off 
its scaffolding exoskeleton, 
Chatsworth now looks 

positively radiant. The freshly cleaned, honey-coloured 
stonework and newly gilded finials glow in the late afternoon 
sunlight against the backdrop of the Derbyshire hills.

BUILT TO SHOW OFF 

Talking about some of the more visible renovations,  
such as the much talked about gold window frames,  
the Duke explains: ‘This house was built to show off  
and the 1st Duke, who built it, wanted to let everybody  
know how important and successful – and indeed, how 
rich – he was. Gilding on window frames is quite a  
statement, so that’s where it started. In those days it was  
all about him. He had his name across the top of the 
house in four-foot-high gold letters, but now it’s much 
more about the house, which is entirely appropriate.’  
He continues: ‘What’s wonderful is that we’ve now put most  

of this house into physically 
very good shape indeed.  
It’s weatherproof, everything  
works and the services are 
in the right places.’ 
 At times, there were up 
to 100 contractors working  
at the house. Among the  
teams of highly skilled  
craftsmen and craftswomen  
were stonemasons, carpenters,  
decorators and gilders. 
Replacement sandstone  
used in the restoration  
came from the abandoned 
Burntwood quarry, used by 
the 6th Duke to remodel 
the 1st Duke’s house and to 
build his North Wing. And, 
such was the extraordinary 
level of detail, that dental 
tools were used to carve out 
some of the more intricate 
details on the decorative 
stonework. 
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SURPRISING DISCOVERIES

Invariably, a project of this scale throws up the odd 
surprise, as the Duke recalls. ‘One late afternoon, 
after the house had closed to visitors and the 
builders had gone home, one of our team heard  
a rather plaintive voice coming from under the floor.  
It was an electrician who had been left behind.  
It was just extraordinary that there should be room 
for an electrician to disappear completely in between 
two floors.’
 Hidden workmen aside, there were a number 
of other discoveries. ‘Fairly recently,’ the Duke says, 
‘we found a pair of different sized boots, which 
apparently were put in buildings to ward off evil spirits.  
More interestingly, from a historical point of view, Oliver 
Jessop, the resident archaeologist, found two parts of  
a William Cavendish initialled piece of terracotta. They’re 
now all on display in Chatsworth Renewed, the 2018 
exhibition showcasing the work of the last 12 years.’  
The Duke adds, with a smile, that they’ve also ‘hidden a few 
things for future generations.’ And, he continues: ‘We followed 
this old-fashioned thing of people signing their names on 
the wall, where it’s then covered up with fabric or wallpaper.  
All the people who work here, who we could get hold of, and 
friends of Chatsworth, all signed along the wall of the South 
Sketch Gallery, and now that’s all been covered with fabric.’

FINDING THE FUNDS

Funding for the restoration project came largely from the 
Chatsworth House Trust, the charity that was set up by the 
Duke’s father in 1981, which manages and promotes the house, 
garden and park for the long-term benefit for the public.  
As the Duke explains: ‘The charity had built up some reserves 
and the family was able to support those reserves with some 
financial support of our own. So, we were able to do more or 
less everything that we felt was necessary for the main house, 
the wing, the visitor route and the private part of the house.’

HOUSE PARTY

To celebrate the end of the work, the Duke and Duchess opened 
the private rooms that had been renewed, to all the craftsmen 
and restorers and the people who had worked on the pictures, 
the frames, the beds, the carpets, the furniture and the gilding. 
‘We had about 80 people for a walk around and a drink, and 
they were thrilled because they’d only seen the item in their 
studio and they couldn’t really imagine quite what it would  

"
A lot of the work 

is what I refer to as  
dentistry – it’s painful,  

it’s expensive and  
you don’t see any  

difference, but without it 
everything falls to bits.

"
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look like in situ. It was really lovely and you bumped into 
all sorts of incredibly expert people who knew more about 
making tassels than anybody. It was very interesting.’
 So, what was it like living at Chatsworth for so long with 
all those contractors on site? ‘We moved about quite a lot,’ 
says the Duke. ‘Two years in the attic, which was 80 steps,  
so you didn’t want to leave your specs upstairs. And we lived in 
various different bits of the house, which was great because we 
got to know it better. Living in the attics was lovely because 
there was a wonderful view but it was very nice to get the 
house back.’ That may well be something of an understatement 
but one thing’s for sure. Looking at the final result, it was well 
worth the wait. R





©
 C

ha
ts

w
or

th
 H

ou
se

 T
ru

st



22

CHATSWORTH HAS LONG BEEN 
FAMOUS FOR ITS ART COLLECTION 
AND THE DUKE AND DUCHESS OF 

DEVONSHIRE ARE WELL KNOWN FOR 
THEIR PASSION FOR COLLECTING, 
BUT IN THE PAST IT WHISPERED 
RATHER THAN SHOUTED ABOUT 
ITS ART CREDENTIALS. THAT ALL 

CHANGED IN 2014, WITH THE LAUNCH 
OF ART OUT LOUD AT CHATSWORTH.

ADRIAN JONES, GROUP HEAD OF PUBLIC RELATIONS 
WITH SHERON REYNOLDS

The art  
of events

Installation view, Lubaina Himid: Warp and Weft, 2017
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or centuries, Chatsworth House has been one of the UK’s 
favourite country house destinations, delighting visitors 
with its art, architecture and idyllic setting in the Derbyshire 
landscape. Its success has been founded on its ability to 
continually evolve and reach new people – and now the Palace 
of the Peaks is finding a new audience among the art world. 
 Art Out Loud at Chatsworth was conceived by the 
Duke to enhance Chatsworth’s reputation in the art world 
and its profile on the national stage has been rising ever since.  
The art-themed literary festival, held on Chatsworth’s famous 
South Lawn, has gone from strength to strength over the past 
four years, attracting some of the most prestigious names in the 
art world. And in 2018, it will celebrate its largest edition so far. 

SHIFTING THE FOCUS

The driving force behind the event is artistic director Sheron 
Reynolds, who worked with the Duke to make his vision  
a reality. After a year researching similar events around the 
country, she developed the idea of Art Out Loud. But as Sheron 
explains, persuading the art and literature worlds to swap 
the cosmopolitan confines of London for the Peak District,  
was a challenge. ‘We had a very clear idea from the start about 
what we wanted to achieve with Art Out Loud. But we knew 
that our geographic location was a challenge. We’re not in 
London, we’re not even that close to London, although it is 
less than two hours by train to the Peak District. We knew it 
would be difficult to raise the profile of Chatsworth without 
tapping into the London market, so we had to do something 
different and very special. I’m pleased to say, that’s what we’ve 
created with Art Out Loud.’ She continues: ‘Fortunately, the 
incredible location here at Chatsworth is a real selling point, 
so we knew we had something special to offer.’

 It’s helped that Sheron 
has been able to attract 
world-class artists to speak at 
the event including Grayson 
Perry, Conrad Shawcross 
and Lubaina Himid. ‘Many 
of the artists are aware that 
Chatsworth is famous for its 
art, so they want to come 
and speak here. We were 
fortunate to get Grayson 
Perry to the first event and 
that has helped to build 
momentum and attract other 
big names. He blazed a trail 

by being bold enough to put his name to it and since then 
we’ve been able to attract four or five major names every year.
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FRESH EYES 

While the London art crowd was a key demographic  
for the event, one of Sheron’s objectives was also to reach 
new audiences. ‘One of the things I’m most pleased about at  
Art Out Loud, is the diversity of people who attend every 
year. It’s great that we get people coming from London to 
see these world-class speakers but we’re also attracting people 
locally who wouldn’t normally attend an art or literary festival.  
It’s wonderful to walk around and meet people who haven’t 
been to an art event before. And that’s a draw for the speakers 
as well. Tristram Hunt, when he spoke here a couple of years 
ago, was delighted to be given the opportunity to spread the 
word about the V&A outside the capital.’

With the event now well established, Sheron’s vision for the 
future is to be more inclusive and to reach out to more people 
who wouldn’t normally interact with the arts. ‘We’d like to get 
greater diversity in our audience, particularly the under 30s 
and people from different socio-economic backgrounds. I was 
delighted a couple of years ago when Maria Balshaw, from the 
Whitworth Art Gallery, said that Art Out Loud was a great 
example of how you can include people who don’t really think 
art or heritage is for them.’ Sheron continues: Education is  
a big part of Art Out Loud, and we have a growing programme 
of talks with schools and universities. They hugely value being 
able to attend this without getting on a bus and travelling to 
London. By bringing new people to Art Out Loud, we can 
engage with people more widely in the arts and hopefully 
spark an interest that could last a lifetime.’ R

 

"
By bringing new  

people to Art Out Loud, 
we can engage with 

people more widely in 
the arts and hopefully 
spark an interest that 
could last a lifetime.

"

THE ART OF A GREAT EVENT

Thinking of planning an event at your 

property? Or looking for ways to boost  

an existing one? Here are a few points  

to consider.

•  Doing something original is extremely 

important. You have to try and understand 

what your audience wants. If it’s too niche, 

you won’t draw in the crowds. 

•  There’s a lot of competition for people’s 

time and money. Whereas a typical day 

out for a family, might have been visiting  

a period property and gardens, now there 

are so many more options. Just being  

a period property, for example, isn’t enough.  

You need to look at new ways to bring in 

new audiences. 

•   When it comes to diversification, 

Chatsworth is a master study.  

Its constantly evolving programme  

of events – from the Christmas fair  

to specialist events, its outdoor cinema 

programme to the RHS flower show  

– there’s every reason for visitors to return. 

•  Of course, that doesn’t mean you have 

to keep on diversifying. It may be that 

you need to look at what you do well and 

keep doing it better. The key is to offer the 

very best day out or the best Christmas 

experience that you can. 
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100 PLACES
A Historic England campaign, ‘Irreplaceable: A History of England in 100 Places’, 
sponsored by Ecclesiastical, asked the public to suggest places across ten categories. 
Out of 3,700 nominations, judges selected a final list of 100.
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The top ten from each category have been unveiled in a series of 
podcasts attracting over 50,000 listens and downloads. The campaign 
has attracted over 60,000 visits to the website, been shared by various 
media to an estimated reach of more than 115 million and followed by 
well over 11 million across social media channels. 
 An inspiring coffee table book, ‘Irreplaceable: A History of England  
in 100 Places’, tells the story of each of these places. Written by Philip 
Wilkinson and published by Historic England, it’s available from 
Historic England and major booksellers, RRP £20.
 Here, some of the members of the Ecclesiastical team pick their 
favourites from the shortlisted places.

Twickenham Stadium, 
Twickenham, Middlesex

Category:  
Sports and Leisure

Judge: Baroness  
Tanni Grey-Thompson  
– Parliamentarian  
and former athlete

Chosen by: Charlie Denman 
– Underwriter,  
Art & Private Client 

This stadium has been at 
the centre of the sport of 
rugby since its purchase 
in 1907 by the RFU. Since 
then, it has gone through 
many redevelopments, builds 
and extensions. England’s 
second largest stadium, with 
a capacity of 82,000 people, 
Twickenham has not confined 
itself to rugby alone and puts 
on a growing range of events 
each year. It’s a true example 
of building that has continued 
to adapt and grow with the 
times to become the world-
renowned venue it is today.

Blackpool Tower 
Ballroom, Lancashire

Category:  
Sports and Leisure

Judge: Baroness  
Tanni Grey-Thompson  
– Parliamentarian  
and former athlete

Chosen by: Sarah 
Willoughby – Business 
Director, Art & Private Client 

When you step inside you 
can feel the history. Built in 
1897 and designed by Frank 
Matcham, the Ballroom is 
a key destination for dance 
fans across the globe.  
In recent years, it has 
enjoyed a resurgence, 
thanks to the popularity  
of the BBC’s ‘Strictly Come 
Dancing’. As an avid dance 
fan, visiting the Ballroom is 
always a moving experience. 
I’m always awestruck by the 
splendour of the architecture 
and would love one day 
to dance on the infamous 
wooden sprung dance floor.

The Piece Hall, Halifax, 
West Yorkshire

Category:  
Industry, trade  
and commerce

Judge: Tristram Hunt 
– Director of the V&A 
Museum

Chosen by: Paul Beard  
– Underwriting Development 
Manager, Art & Private Client

When it was built in 1779,  
as a trading hall for cloth, 
this was a visible statement 
of the wealth and pride of 
the cloth manufacturers  
of Yorkshire. Its design was 
inspired by classic Roman 
and Greek architecture,  
and now, fully restored,  
it’s a world-class cultural 
hub and a great example of 
a regeneration. It’s a privilege 
being in such a beautiful 
building, with an incredible 
history, immersed in the culture,  
art and sculpture of the past 
and the present. R

Monument to the Great 
Fire of London, London

Category:  
Loss and destruction

Judge: Mary Beard  
– Historian and Classicist

Chosen by: Dr James 
Lindow – Underwriting 
Director, Art & Private Client

The Monument was built 
between 1671 and 1677 
to serve as a permanent 
memorial to the Great Fire 
of London in 1666 and to 
celebrate the subsequent 
rebuilding of the City. 
Designed by Sir Christopher 
Wren and Dr Robert Hooke, 
the Monument consists  
of a colossal Doric column 
surmounted by a drum and 
copper urn from which 
flames emerge. At 61 metres 
high, the memorial is the 
exact distance from the site 
in Pudding Lane where the 
fire began.
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Blenheim Palace, 
Woodstock, Oxfordshire

Category:  
Homes and Gardens

Judge: George Clarke 
– architect and writer

Chosen by: Faith Kitchen  
– Heritage Director

Blenheim is a masterpiece 
of 18th century Baroque 
architecture, set in more 
than 2000 acres of parkland. 
For me, it’s an amazing 
representation of our history, 
as well as a world-class 
modern visitor experience, 
offering a breadth of 
experiences and tours to 
capture the imagination. 
There is something 
particularly spectacular 
about Christmas Blenheim, 
with the woodland trail of 
lights that make a visit feel 
incredibly festive.
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THERE’S AN  
OFT-REPEATED 
PHRASE THAT  
‘AN ENGLISHMAN’S  
HOME IS HIS 
CASTLE’. 
So, where does this phrase come from? In ancient Britain,  
our ancestors would wall and fortify whatever was most 
valuable to them – their gold, the church, horses and livestock. 
When raiders and marauders came to attack, the people would 
get behind their barricade and fend them off, knowing that 
anything worth taking was safe.
 Invaders however, were nothing if not determined.  
As such, walls were built higher and thicker, and combined 
with moats and ditches. Gates were hardened and protected by 
guards with cauldrons of boiling pitch. Stone walls replaced 
wooden and soon, concentric rings of walls, each higher than 
the last, enabled archers to rain arrows down upon intruders. 
And this simple, yet effective, concept of ‘layered security’,  
is still relevant today.

CHALLENGING TIMES

Of course, while we removed our moats and put away  
our swords long ago, the threat from invaders remains.  
An ever-shrinking police service has resulted in a significant 
increase in the number of criminals targeting homes  
and private houses. For those living in urban areas, where  
a 5 – 10-minute response time is the norm, these changes 
might not make a visible difference. In the countryside 
however, these cuts might mean police not arriving for  
30 – 40 minutes. To ensure your property is as safe as possible, 
there are a number of steps you can take. 

A MULTI-LAYERED APPROACH

Just as the best castles had concentric rings of defences, each 
ring or layer, should serve a function. Firstly, it should ‘deter’,  
then ‘detect’ and finally ‘impede’ intruders. At the forefront is 
your perimeter. This can be a fence or video analytic cameras 
that ‘learn’ from their environment and create a digital perimeter 
that alarm if someone crosses into a defined field of view. 
Specialised landscaping and security lighting can help eliminate 

shadows and hiding places, allowing criminals to be detected 
before reaching your property. Once an alarm is sounded,  
an intruder has a limited amount of time before the police arrive. 

SAFEGUARD DOORS AND WINDOWS

Preventing easy access through doors or windows is critical,  
as 95% of burglaries use forced entry. Glass windows can be 
fitted with a protective film to make them shatterproof and 
there are various re-enforced door options which utilise 
automatic electromagnetic locks and multi-point locking 
systems. Safe-rooms can also be installed, to keep your family 
safe in the event of a break-in. 
 Alarm tags and multiple-rated safes can help protect 
your valuables, while a more obvious decoy safe, containing 
less valuable items, deters intruders from searching for your 
most precious possessions. Important artworks and sculptures 
can be fitted with artificial DNA microdots, which can 
enhance and expedite recovery. And simple measures, such 
as restricting visibility to your home’s contents, act as simple 
counter-measures. 

ONLINE SECURITY

Your social media profile can be a helpful advert to criminals. 
So, make sure it’s not possible to work out the date and 
location of information posted. If no-one knows where you 
are, or who you are, most criminals simply won’t notice you. 
The other key issue is your home router – the entry point 
for 90% of home tech. It’s important to change the pre-set 
password or, at the very least, remove the sticker on the back. 
If a criminal can access your router, they can potentially access 
all your other connected devices. 

BE PROACTIVE

Being proactive with your security is a state of mind, as much 
as it is a case of installing equipment. Ideally, security should 
stop a problem before it starts. Be aware of your environment 
and pay attention to things that change or the people nearby. 
Criminals often conduct a targeting phase to build up 
information on a property before moving in but they only 
tend to proceed if the homeowners are unaware. 
 Of course, sometimes it’s worth seeking professional help 
and advice on practical security solutions to help mitigate 
risk. And whatever you decide, it’s worth remembering, that 
most professional criminals understand security very well and 
know what to look for. If they see effective security measures, 
they may simply decide to go elsewhere. R

HARRY CHENEVIX-TRENCH

BLACKSTONE CONSULTANCY

WWW.BLACKSTONECONSULTANCY.COM
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Protecting. Enriching. Giving.

For 130 years,  
Ecclesiastical has been trusted to protect  

much of the UK’s irreplaceable heritage and art.  
From buildings, to their treasured contents,  

we understand the enriching effect  
these things have on our lives.  

And enriching lives is something  
we care about deeply. 

We exist to contribute 
to the greater good of society.  

We do this by managing an ethically run portfolio  
of businesses and by giving a significant proportion  

of our profits to our owner, Allchurches Trust,  
which donates independently to deserving causes.  

The only financial services group to do this,  
we’re proud to be one of the UK’s  

top five corporate donors*,  
having given over £100 million  

to charity over the last five years.

So, by helping protect what matters to you,  
we’re making a difference to others. 

 
For information, speak to your insurance broker  

or visit ecclesiastical.com


