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Our plan is to develop a brand new member-led collective 
in Bristol with the intention of supporting city residents. 

Focused on the continued development of Bristol’s young 
adult population, we want to create a space for people to 
come together and find the academic enrichment that may 
otherwise be lacking from their work & personal lives. 

A flourishing community of graduates, local residents and 
skilled makers all working together in the pursuit of social 
and mental fulfilment. 

Mission
Executive Summary

Vision

Our unique focus
This kind of transience is a very real 
issue for many of today’s school and 
university leavers. Unfortunately for 
most, the vast majority of early career 
jobs are unstimulating and often do not 
require or reward academic thought. 

This is why the CurioCity Collective has 
been formed. We believe that the best 
way to support today’s smart young 
people is to provide a space where 
they can continue to learn and develop 
in a relaxed and unpressured environ-
ment. 

Our philosophy revolves around the 
idea of learning for learning’s sake. 
We rally against the intense pressure of 
exam-focused education which de-
monstrably leads to a host of negative 
mental health outcomes. (3) We be-
lieve there is a clear need for an alter-
native form of social learning for those 
who do not thrive in such high-pressure 
environments. 

The CurioCity Collective has been 
created in response to the developing 
needs of today’s young adult popula-
tion. Our primary focus is to minimise 
the wasted potential of young people 
who are being ground down and dis-
enfranchised by unstimulating jobs. We 
want to reignite creative and academ-
ic passions and to ensure that the next 
generation of Bristolians are confident, 
engaged and connected. 

In the UK, over 50% of all young adults 
now go to university (2) and obtain a 
degree-level education. Even those 
that don’t are, on average, more ed-
ucated than their parents and grand-
parents. In such a climate it is increas-
ingly important that young adults are 
afforded the ability to continue learn-
ing and developing in order to satisfy 
their curiosity and to keep their minds 
sharp. 

The initial focus of this project was around supporting the development of interdisciplinary competence in 
university graduates. The aim was to help graduates to develop a skillset that could boost their employability  
and help them to reach their full potential. 

As the project developed however, it became increasingly clear that there were bigger and more important 
questions that needed to be asked. I began to look critically at the whole UK education system and to ques-
tion how well it was actually working for today’s young Brits. 

What I learned through interviews, questionnaires and by speaking with experts is that there is a huge dis-
parity between the aspirations of young adults, who increasingly desire to make a meaningful impact in the 
world, and the availability of opportunities to do so. 

The unfortunate reality is that there simply aren’t enough KBE (Knowledge-based economy) jobs available in 
the UK to meet the needs of our rapidly expanding knowledge worker population.(1) What this means is that 
a huge number of young Brits today study and absorb a great deal of knowledge that they ultimately have 
no use for in their working lives. 

These are the problems that I have set out to address. Firstly, can anything be done to minimise the wasted 
educational potential of today’s young adults? And secondly, can it be done whilst also boosting their sense 
of self-worth, fulfilment & happiness? 

I believe that it can and this is my proposal for how it might be achieved.

The CurioCity Collective is a kind of framework; a business plan for any group of young adults that might 
wish to pool together resources in the pursuit of shared learning goals. I have developed this business plan 
for Bristol, where I live. However I believe that this framework would work just as well in any number of other 
major cities. In the right hands this plan could be used to create a collective that can act as a powerful so-
cial tool, bringing together people that might not otherwise have ever connected or shared ideas in a place 
designed for collaboration and for innovative thought.
 

https://cgwstewart.com/2021/02/07/week-2/
https://cgwstewart.com/2021/02/25/feedback-from-stuart-and-further-research/
https://cgwstewart.com/2021/02/25/feedback-from-stuart-and-further-research/
https://cgwstewart.com/2021/04/08/week-9-and-easter-break-conversation-with-stuart-scaling-down-refocusing-and-more-research/
https://cgwstewart.com/2021/02/16/graduate-questionnaire-initial-results/


By design, the collec-
tive is able to adapt and 
change to the evolving 
needs of its’ members. 
There are many pos-
sibilities and potential 
future directions that the 
group might take but the 
guiding principle and 
purpose is to provide 
cognitive and social en-
richment through a cu-
rated series of in-person 
and online events. 

Each month members 
will pay a ‘subscription’ 
which will allow them the 
ability to vote on several 
key spending decisions 
undertaken by the group 

Concept

In recent years rapid expansion of 
student participation in UK universi-
ties has had a negative impact on the 
availability of opportunities for grad-
uates. (4) Today over 50% of British 
youngsters go to university, with the vast 
majority graduating into a job market ill 
equipped to accommodate them.

Market demands have failed to change 
at anything near the pace at which 
participation in HE has expanded. 
(5) As a result around 80% of the jobs 
available to graduates today are posi-
tions that 10 years ago would not have 
required applicants to have a gradu-
ate level education. (6)

What this means in essence is that most 
graduates are overqualified for the 
jobs that are available to them. 

On top of this, many major companies 
have restructured over the past decade 
eradicating many of the middle man-
agement roles that graduates tradi-
tionally filled. (7) Brexit has also played 
a role in this changing business land-

scape, as have geopolitical uncertainties 
caused by climate change, the rise of AI 
and automation. Today’s graduates are 
finding that traditional paths into stimu-
lating careers are becoming harder to 
find. (8)

Often referred to as knowledge workers, 
graduates are highly educated people 
and hold within them a lot of economic 
potential. When asked to work in under-
stimulating jobs however, much of that 
potential is wasted - sometimes for good. 

This is why we’ve chosen to focus on a 
graduate audience in particular. With-
out support and the ability to nurture their 
talents much of their potential can quickly 
disappear. 

Part of the problem is that there are very 
few informal opportunities to continue 
learning after graduation but we aim to 
change that. We want to support any 
young graduate that wants to continue 
learning, growing, and putting their fan-
tastic minds to use. 

across the subsequent 
weeks. Subscription funds 
are then directed into 
three main areas of focus 
- Support, Learning, and 
Enrichment. 

Within each area more 
specific questions about 
the services and events 
members would like to 
purchase as a group are 
then asked, allowing for 
decisions that benefit the 
most people to be made. 

New suggestions for pos-
sible events and servic-
es are welcomed from 
members and a small 
team of rotating, demo-

cratically elected ‘core 
members’ are respon-
sible for selecting the 
range of options avail-
able to be voted upon 
each month. 

For example, a month’s 
support funds might be 
used to pay a profession-
al counsellor to come & 
hold triage for members 
to discuss their problems 
around a certain issue.

In a nutshell, the group 
democratically decides 
each month what they’d 
like to spend their shared 
money on.

An interdisciplinary 
community of young 

adults pooling to-
gether resources in 

the pursuit of shared 
enrichment goals. 

Why focus on uni grads?



Non-graduates

We would like to also attract local city residents 
that have a high degree of knowledge in sub-
ject areas not traditionally taught at universities. 
This could be anything from conflict resolution 
to gardening. We believe that the best learning 
outcomes come from a melting pot of people 
with different kinds of intelligence and varying 
life experiences.

Overview

Measuring success

Main metric of success: 

Maintaining and growing membership.

How might it be achieved? 

• Tracking membership over time
• Regular recruitment drives
• Providing incentives for new members
• Treat days for current members

What does 
success look like?

1. Positive feedback at quarterly meetings;

2. Other organisations looking to learn from us 
and partner with us;

3. Sustained growth of membership & retention 
of current members;

4. Members forging new friendships and 
growing their social circles.

Our main target audience are university leavers between 
the age of 21 - 30, post-education but still early career. 
This can often be the most difficult period for young adults 
who lack a clear direction or the experience needed to 
find more fulfilling and engaging work. (9) Outside of that 
demographic we’re also interested in attracting other 
adults that are similarly under-stimulated that would find 
benefit from a learning-focused social environment. 

Graduates

We are primarily seeking graduates that have 
been unsuccessful at transferring from university 
into fast-track graduate work. This might for ex-
ample include grads working in low-level ad-
min, shops and other workplaces that minimise 
workers’ opportunities to meaningfully engage 
their brains. 

Market at a glance



Our audience broadly falls between three main groups:

New arrivals  - Graduates or young professionals that have moved to Bristol and that lack a 
social circle / who want to embed themselves into the city

Sad grads - Graduates living within Bristol that are unfulfilled in their work or home lives and 
that are looking for opportunities to rekindle their academic interests and passions

Local legends - Non-graduates from Bristol with a passion for learning or a deep 
knowledge of a non-academic subject or skill that they’d like to share. We would love to 
attract local mechanics, carpenters, gardeners, parents, community workers etc.

Adiwale

• Did not attend university and left school at 16
• Is passionate about local history and has written a 

book about it
• Wants to engage in discourse around history and 

politics
• Left-leaning but with some reactionary views
• Believes in self-actualisation and strongly backs 

community education
• Has strongly held beliefs formed through personal 

experience

Maggie

• Went to university in Durham but recently moved to 
Bristol for work

• Loves animals and studied marine biology
• Has worked as a barmaid since leaving university 

two years ago
• Eager for a fresh start
• Wants to find like minded people to discuss 

ecological issues with
• Has lost confidence in her abilities since leaving 

university

Huw

• From Cardiff but has studied in Bristol, graduating 3 
years ago

• Tried for a long time to get a job in accounting but 
has not succeeded

• Has worked several different low-level admin jobs
• Feels frustrated with his situation and lack of 

opportunities
• Many of his friends have moved away from Bristol, 

feels isolated
• Wants to regain confidence and put his knowledge 

to better use

Ruqayyah

• Born in Bristol, went to university in York but 
dropped out 

• Living back with her parents who are pushy and 
difficult

• Works in the family business as a waitress
• Did well in school but struggled with the pressure of 

university 
• Lacks confidence and seeks validation from 

people her age
• Interested in learning about sociology and 

women’s rights P
er
so
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s

Audience analysis

Audience

New arrivals:

• Diverse backgrounds
• Non-local perspectives
• Eager to fit in
• Looking for friendship
• May be overwhelmed
• A lot on their plate

Sad grads:

• May hate their job
• Financially challenged
• Lacking self confidence
• Often busy / at work
• Looking for escapism
• May feel isolated

Local legends:

• Wider potential age range
• May lack academic confidence 
• May be outspoken on certain topics 

and issues
• Eager to feel involved
• Worried about being left behind



Alumni support networks
 
When discussing graduate networking the 
first groups that many might think of are 
Alumni networks set up by universities. In-
deed, both universities in Bristol have their 
own.

From a university’s perspective these 
groups are a low-investment opportunity 
to retain links with past students that can 
later be leaned upon for charitable dona-
tions and sponsorships. 

Whilst events are usually held annual-
ly for willing alumni to attend, they tend 
to be more heavily populated by older, 
wealthier graduates and offer very little for 
younger members.  

Being alumni networks they are also very 
exclusive, only allowing graduates from 
their own university to attend and thus fail 
to offer any support to graduates moving 
to Bristol from other cities / universities. 

Whilst ostensibly these networks are social 
groups for graduates, the overlap between 
what they do and what we plan to do is 
almost non-existent. 

Creative & art-focused studio groups
 
Bristol is home to a great variety of differ-
ent creative studio spaces at a variety of 
scales. 

For young & graduate designers, artists, 
musicians and performers these can of-
fer a great deal of social support, shared 
academic discussion, professional devel-
opment and so forth. 

Unfortunately though, people from outside 
of the creative industries don’t tend to have 
a place here, and whilst the kind of sup-
port and engagement available in these 
groups more closely matches our aspira-
tions - the fact that most people are una-
ble to participate is what separates us. 

 There are also other issues with these kinds 
of spaces, even for people that on paper 
should fit in. Waiting lists for studio spaces 
can be extremely long in Bristol and often 
come with a hefty price tag, pricing out 
those that can’t afford to participate. 

Bristol Hackspace / Old Market Man-
or Makerspace / The Makershed / 
Hack Space (Makerspaces)

Bristol has a lot of handicraft and manual 
skills workshop spaces, each with their own 
specific focus. Broadly though they tend 
to focus on short courses and workshops 
delivered by local artists and professionals 
to interested amateurs. 

These spaces have been included be-
cause although what they and we offer are 
different, there is a lot of overlap in terms 
of the audiences we pull.

There is of course nothing to stop a mak-
erspace user also being a member of our 
collective though, and in fact there may 
be benefits to working proactively with 
these independent organisations to mutu-
ally promote and to partner up on certain 
initiatives. The 93% Club (National Charity)

 
The 93% Club is a charity run ‘by students 
for students’ dedicated to supporting and 
advancing social mobility for working class 
students through a series of workshops, 
talks and events. 

Despite their student and not graduate fo-
cus, there is a lot of overlap between what 
they do and what we plan to do and they 
may prove to be a valuable ally to have 
on-board. 
 
The 93% Club does tend to view the world 
through the specific lens of class analysis 
and social mobility though and as a re-
sult their primary focus is on maximising 
high-profile career attainment for working 
class students. 

Despite our support for this charity’s aims, 
our focus is slightly different as we plan 
on creating a supportive environment that 
enriches members’ lives regardless of their 
career choices, class backgrounds or fu-
ture aspirations. 

Evening Class (London/Global)
 
Evening Class is a design collective based 
in London with links to several other groups 
in countries around the world. 

Their democratic means of self-organisa-
tion have in part inspired the democratic 
framework that underpins our collective. 
Through grass roots organisation EC man-
age to pool resources to pay for speak-
ers to come and talk with them and to 
run workshops and events in their London 
space. 

Our collective is in a sense an attempt at 
bringing much of what has been tested on 
a small scale at EC to a wider audience 
here in Bristol. They have been a support-
ive voice thus far and we hope to continue 
to build a relationship with them over time. 

Industry 
Overviews



‘A Students’ Union for non-students’ 
One of the most valuable aspects of the university experience for many UK students is the 
access that it gives them to a Students’ Union and the wide variety of support services they 
employ. Consistently high demand for such services across the sector indicate that they can 
be a real lifeline for young people dealing with issues such as mental ill health, job hunting & 
housing. 

However not all young adults are able to attend university to take advantage of these 
services & even those that do lose all access once they graduate. Students’ Unions do a 
great job but for those unable to access them there is no real alternative out there.

 
The main USP of the CurioCity Collective is that we have aligned ourselves with the 
Students’ Union model but aim to provide a much wider level of access. We are essentially 
a peer-led facsimile presented in a format that is familiar to graduates whilst also being 
welcoming to non-graduates. 

Of course it would be false to suggest that a small self-funded collective would be capable 
of providing the same level of professional support that a multi-million pound university can, 
but we can begin to take steps in that same direction and as our membership grows our 
ability to implement more substantial programmes will increase. 

Our other USP is that we offer our members a unique 
opportunity to continue engaging with educated peers in a non-
work context which can often otherwise be difficult to do. For 
many this is a real issue and without stimulation, confidence and 
competence can wane over time. 
Our collective offers members a 
space where they can keep 
mentally active in a low-stakes 
way on a schedule that suits 
them.

The CurioCity Collective is an experiment in social learning that does 
not have a direct competitor within the city of Bristol. As outlined on 
the previous pages, there are other organisations working in similar 
spaces, however our closest direct competitors are more likely to be 
found primarily online. 

Competition

Learning alone with no 
peer support, lecture / 
tutorial format can be 
difficult to stick with, 
high user turnover, 
content creators often 
poorly treated.

Widely accessible, 
huge marketing 
budgets and 
extremely well known 
brands. Number of 
courses available is 
staggering. 

Vary from platform to 
platform but essentially 
these offer learning 
& development 
courses online via paid 
subscription or one-
time purchases. 

User has no say in what 
groups are available, 
some groups only 
exist online, only very 
few groups have a 
learning focus.

Well known, wide 
variety of groups 
available in larger 
cities like Bristol, 
minimum buy-in, easy 
to use.

A website set up to 
help people find social 
groups in their local 
area that they might 
like to participate in.

Online learning 
platforms 

Meetup.com
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Our USPs



We are keen to avoid the kinds of advertising that tend to turn 
our target market away such as paid ads and invasive marketing 
techniques. Our marketing plan reflects our desire to be 
understood as genuine and grass-roots instead of corporate and 
disconnected. 

Marketing

• Company is highly adaptable and agile, 
and can react quickly to changes in 
demand.

• Large potential market in a city which 
has the fifth biggest inflow of graduates 
in the UK. 

• Low overheads, largely operated by 
volunteers.

• Huge amount of expansion potential.
• Low risk, almost no start up costs.

• Main revenue stream is highly volatile.
• No physical infrastructure or physical 

assets such as property.
• Relies heavily on economies of scale, 

ability to implement wide variety of 
programmes reliant on large user base.

• Fragile structure, could easily fall apart 
if key members decide to leave. 

• Potential for rapid expansion under the 
right circumstances.

• In-house design capabilities can be 
leveraged for free.

• Many opportunities to collaborate with 
Bristol-based artists, influencers, social 
media accounts.

• Vulnerable to wealthy competitors 
moving into the graduate learning 
space.

• Negative press could really damage the 
group’s reputation & affect our bottom 
line by turning members away. 

• Lack of start-up capital could mean an 
agonisingly slow initial growth period.

• Coronavirus restrictions could render 
large parts of our face-to-face offer 
unviable for some time.

Murals / street art

We plan to develop relationships  
with local artists and creatives, 

hopefully eventually paying some to 
paint murals around Bristol that promote 

the group. 

There is a lot of precedent for this 
around Bristol; street art is very much 

part of the city’s identity and is a 
great way for us to demonstrate 

authenticity. 

Print marketing

Handmade flyers, posters and 
stickers will be produced advertising 
the group to prospective new mem-

bers. 

These will be placed around the city to 
attract new members and build aware-

ness. Linocut and physical print pro-
cesses will be used to create them 

giving each its own quirks and 
identity. 

Newsletter

A monthly newsletter will be pro-
duced with a collection of updates, 
info & links to other local groups that 

we support. 

It will also advertise different ways to get 
involved with what we’re doing. Even-

tually as we grow the newsletter will 
also include a schedule of our own 

events.  

Hype site

Our initial plan is to build hype 
through a microsite that we’ll create 

to outline our vision and beliefs. 

The aim will be to convert views and hype 
into participation and support. It will also 
be a home for our newsletter and mem-

bership information. Interested indi-
viduals can either donate their time 

or money to help get the project 
off the ground. 

Social media

We will curate an Instagram 
profile but will not pay for online ad-
vertising. Instead our focus will be on 

using it as a sharing tool to spread our 
message, deliver curated content and 

build our profile within Bristol. 

Having an online presence will also 
provide us with further opportuni-
ties to work with, and champion 

local artists and talent. 



Operational funds will be raised from two 
primary sources:
> Member contributions 
> Philanthropic donations & grants from local 
authorities / national charities. 

In general, as overheads are so low, daily 
operational costs will all be covered by members’ 
monthly fees. Grant applications will be submitted 
for more significant projects down the line, such as 

purchasing premises in order to expand our  
                                           operational scope. 

Our primary monthly income will be generated through a monthly members’ fee of £10. This fee can be 
reduced to £5 for members who are able to demonstrate that they are in serious financial hardship. Based 
on these figures some financial estimates have been drawn up for years 1 and 2 below:

As mentioned earlier in the report, the group’s operational scope is able to 
fluctuate, expanding or contracting in response to total membership contributions. 

In months where there is less income to work with we can easily reduce our output, 
focusing on the most important aspects of our social calendar. 
Similarly, should we see a sharp increase in membership we have robust plans in 
place for how to use that additional income to ramp up operations.
 
Below is a breakdown of different sections of our offer alongside the minimum 
membership level needed in order to facilitate them.

Revenue
Streams

Financial Goals

Low 
Estimate

5-10 
Members

£600 - 
£1,200

Low 
Estimate

10 - 20
Members

Monthly cost estimate

£20 - £40 per event
4 events pcm = £80-£160

£50 flat rate per talk
2 talks pcm = £100

£100 per event
2 events pcm = £200

£500 day rate
1 day pcm = £500

Social events

Year 1

Year 1

Year 2

Year 2

Guest Speakers

Educational Workshops

Support Services

Monthly member minimum

8 monthly members

18 monthly members
(10 additional)

38 monthly members
(20 additional)

88 monthly members
(50 additional)

£1,200 - 
£2,400

High
Estimate

25 - 50
Members

£3,000 - 
£6,000

High
Estimate

75 - 100
Members

£9,000 - 
£12,000

Revenue

Revenue

Revenue

Revenue

100% of operational costs will be 
covered by membership fees. 
The scale of our operations 
will expand or contract 
depending on the size of 
membership each month. 
The entire business is reactive 
and spending decisions are 
decided democractically. 

Grants and philanthropic donations will be sought 
to fund specific projects. We hope to eventually 
also be eligible for regular support from a 
national charity. 

10% of members’ 
contributions will 

be banked each month in 
a separate pot which will 
be used to pay for various 
larger members’ 

events throughout 
the year. 

Some of our events 
will pay for 
themselves through 
small contributions 
gathered from 
stakeholders. Over 
time we are also 

hopeful that 
agreements with 
certain local 
venues will be 
reached in which 
discounted rates 
will be given in 
exchange for regular 
business each week. 



Core members are volunteers that put themselves forward 
to perform that role for a set period of time (3 months). Each 
quarter a new group of members will be randomly selected to 
form the core group using an opt-in system.

At the end of their quarterly tenure core members are treated 
to a thank you event where other members show appreciation 
for the time and effort they’ve given to the collective. 

Core members can put themselves forward for consecutive 
terms should they desire to do so. Any member can raise a 
vote of no confidence regarding a core member which is then 
reviewed by the mediation team. Should several (3 or more) 
no confidence votes regarding a core member be raised the 
matter is put to a group-wide vote. 

Organisation
The group’s ability to operate relies on individuals stepping up to volunteer their time and skills to manage 
the planning and running of events and meetings. However not all members are willing or able to do so 
and this imbalance of input must be addressed. Our solution has been to create a fluid two-tiered system:

Standard member 

Able to vote on all key decisions but does 
not participate in the arranging of meet-
ups or delivery of workshops / events etc. 
Turns up to participate in events only. 

Core member 

Their vote carries the same weight as 
standard members but they volunteer 
their time to support part of the delivery of 
events and workshops. 

Core members may for example be asked 
to step in and run an event last-minute or 
to organise a talk by contacting and liais-
ing with the presenter.

In order to minimise friction, any new spending proposal put forward by members will need to 
meet a voter threshold of 30% of the total group size (rather than a simple majority of 51%). 

E.g. in a group size of 50, 15 total votes would be needed to secure funding for a new event. 

Core members

Opt in system - 

All members are able to 
put themselves forward 
but they must first opt in to 
be added to the list that 
core members are ran-
domly selected from. 



Torben Schmitt-Hansen (Graduate) “It sounds like exactly what I’ve been looking for for years, I’ve been to a 
handful of networking events but they’re always full of career-focused lads that just want to talk about their jobs and 
their cars”

Mark Winstanley (Graduate) “I really struggled moving to a new city after graduation, I didn’t know anyone 
there and the work friends that I’ve made didn’t want to talk about philosophy with me! I wish something like this had 
been out there for me yeah”

Jennie Henson (Non-graduate) “I didn’t go to uni but I have mates that did and I was always jealous of how fun 
it seems. I’ve had trouble with my mental health and depression over the past few years and I think a lot of it is be-
cause I feel quite inadequate compared to my mates. I would love to join a group where I could learn again without 
feeling pressured because I want to become more confident in myself”

Pete Edwards (Non-graduate) “I’m glad I never went to university. I set up my own business on my own and I 
didn’t need a degree for that. I think that some students do need to be taught common sense yeah so if that’s what 
your group is doing then it’s a good thing” 

Jalessa Bainridge (Graduate) “I know what you mean, work mates are sound but I have different conversations 
with them than my uni mates. I’m lucky that a lot of mine are still around but if you moved away I can see how you’d 
struggle”

Macjek Plinski (Graduate) “Why does everybody in UK disappear after university to have wife and kids man? It 
has been difficult to find people that understand my interests since then. I miss making films man, I cannot do this 
anymore! I would join the group for this reason” 

The majority of organisation and communication with members can be done easily online using personal computers and 
social media channels. We plan to set up Whatsapp groups, a Discord channel, Zoom and an Instagram account which 
between them will provide the majority of the tools we need to organise.  
 
As the group grows in size the need for a more reliable and permanent place to host events will become greater but this 
is not something we expect to have to worry about for a very long time. 

Throughout this project I have made key connections with several different groups around the city, many of whom are 
very supportive of the idea and who have offered cheap or free spaces for us to use. 

The collaborative and grass-roots nature of the collective means that for the most part we will be able to develop infor-
mal links and connections with different groups and resources within the city to meet our needs for things like printing etc. 

Testimonials

Technology & physical infrastructure needs

https://cgwstewart.com/2021/07/24/making-connections/
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