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3. Place Making

3.1. Introduction

Place Making is one of the key themes of Hull 2017, made up of one aim and its accompanying objectives.

· Aim 4: To improve perceptions of Hull as a place to live, work, study and visit
· Objective 7: Enhance the profile of Hull’s arts, culture and heritage offer through positive media coverage and marketing activity.
· Objective 8: Increase the number of Hull residents who are proud to live in Hull and would speak positively about the city to others.
· Objective 9: Improve external attitudes towards Hull.
Look Up will be evaluated referencing these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the aims and objectives specific to the project (see Chapter 1).

3.2. Knowledge of Hull UK City of Culture 2017

CPT Members, artists, and audiences were all asked questions that tested their prior knowledge of Hull UK City of Culture:

· All CPT members responding to the Look Up pre-project survey knew that Hull was UK City of Culture 2017 before they became involved in Look Up; and

· 11 of the 16 of artists responding to the Look Up pre-project survey knew that Hull was UK City of Culture 2017 before they became involved in Look Up.

This data shows that arts and culture professionals have a high level of awareness of Hull’s UK City of Culture status, suggesting that the Marketing & Communications activity in the lead up to and during 2017 have been working well at promoting the city and its status; and that a dialogue is being had within the sector about Hull.

3.3. Personal Changes in Perceptions of Hull

Three of four CPT members; six of 16 artists; and three of eight Peer Assessors had personal connections to Hull, though the extent of these connections varied by individual. Currently or previously working in Hull; and currently or previously living in Hull were the most likely connections that people had; whilst having family or friends living in the area were also significant.

As a result, some members of the CPT and artists already had a positive perception of the city. This was reflected in the fact that some were motivated to be involved in Look Up because of memories of the city and wanting to give back to Hull. 

“We had worked here before and have a real fondness for the city but are aware that others may have no idea what a unique and interesting place it is - come and visit.”
(Artist)
Those with limited experience of the city, prior to working on Look Up, would have described the city in ways that reflected on its past industries, civic history, geographical location, reputation linked to deprivation and its sense of identity.

“A post-industrial northern city that had suffered from the collapse of the fishing industry and had high unemployment.”
(Artist)

“I just heard from people that it was grim, one huge social housing estate and nothing there.”
(Artist)
“Great city, surprisingly civic, on the edge and independent, some parts a bit run down.”
(CPT Member)

“It is a really interesting city … It surprises people when they go there, how much more there is than their external perceptions … It is like a town version of a city and it is friendly and quite an accessible place.”
(Peer Assessor)
“One of the great Northern cities that has had difficult times, but is an extraordinary city and has a great sense of itself.”
(Peer Assessor)

Both at pre-delivery stage and the end of the year many CPT members, artists and Peer Assessors reported that as a result of working on or visiting Look Up they would speak more positively about the city to others: 

· All CPT members said they would speak about Hull more positively to others at pre-delivery stage and at the end of the programme;

· 13 of 14 artists said they would speak about Hull more positively to others at pre-delivery stage; 

· 13 of 16 artists said they would speak about Hull more positively to others post-event;

· Seven of eight peer assessors said they would speak about Hull more positively to others post-visit to Look Up.

Reasons for these changes linked to the impact of the public realm improvements; the enthusiasm of the Hull 2017 volunteers; the general atmosphere created by the level of activity happening in the city in 2017; the wider cultural offer; increased knowledge of the city and its past; and the way that residents had gotten behind the City of Culture.

“The public realm improvements have made a huge difference to the feel and experience of the city, plus the ongoing programme of Hull 2017 has created a definite buzz.”
(CPT Member)
“Although I have always liked Hull and been a frequent visitor, working on Look Up has given me a deeper knowledge and understanding of the city and its people.”
(CPT Member)

 “I saw Hull in that transitionary stage. It seemed very exciting, so much was being invested in the town there was a sense of optimism in a lot of things going on in Hull.” 
(Artist)

“The atmosphere the volunteers generate is great. I can see the conversation around art is changing how people talk to each other, and take ownership of the City of Culture programme.” 
(Artist)

“The audience reaction in Hull was very positive, the response was more positive than I had expected, there is a strong sense of place in Hull and that I think was why people responded so well.”
(Artist)

“Having spent time working in Hull in the lead up to the project’s launch I found a real interest in what we were doing and in the programme of events throughout the year – from the many volunteers who gave up their time, to passers-by in the street, there was a real feeling of enthusiasm and pride in staging the City of Culture and Look Up events. I enjoyed my time working on the project and would happily return to Hull for future projects as a result of my experiences.” 
(Artist)

“Everything was positive about the experience I had. The generosity of [the co-commissioner]; the open-minded people I met while working in Hull; the friendliness of the people; an attractive easily accessible city centre.”
(Artist)

“I thought the city was rather beautiful, the area around the marina was a hive of cultural activity, the architecture around the city is stunning and the people always had a story to tell.”
(Artist)
“I didn’t realise that Hull had such a rich civic and architectural history.”
(Artist)

“I popped in to see the Turner Prize and saw the Jason Bruges robotics … There were great ambitious things going on, which isn’t just about Floe and there is the transformative effect that City of Culture has had. I have said that to a few people since I went. Floe is the reason why I went, but I was very struck by the feeling of great work and creativity. The volunteer people were really enthusiastic so it felt really new and there was a different kind of energy in the city.”
(Peer Assessor)

“I had a great time. It was my first time in Hull, it was a beautiful day and I enjoyed working around the city … I even bobbed into a couple of museums. I had a great reception from the volunteers, who were very informative and helpful. I had high hopes and they were exceeded. I have recommended Hull to different friends since I got back.”
(Peer Assessor)

Where another answer was provided, it was always that they would not change the way they spoke about the city to others, as they already had a positive perception of it.
“Look Up gave me an insight into certain areas of the city’s history, I’m not sure if I would have spoken negatively about Hull in the first place though.”
(CPT Member)  

One member of the CPT also reflected on how Hull City Council and other partners had gone the extra mile to make Blade happen, which indicated an unprecedented scale of ambition within the city.

“Achieving Blade was very remarkable, people went the extra mile and out of their comfort zones to show what could be possible – their commitment made it possible.”
(CPT Member)
3.4. Changes in Regional and National Perceptions of Hull

As well as having their own perceptions of the city challenged, members of the CPT and artists spoke of their belief that regional and national opinion towards the city was changing because of Look Up.

All CPT members strongly agreed in response to the question:

Please mark a point on the scale that best represents your level of agreement with the following statement about Look Up: 

“Look Up has placed Hull nationally on the arts radar for the coming year.” 

Equally members of the CPT talked of how the scale and ambition of the programme, and the way it ran across the whole of the year are things that captured wider attention, including from the media.
“It’s not Hull doing art; it is a national commissioning arts programme that has successfully delivered quality projects.”
(CPT Member)
“It changes the iconography of the city. One of the papers was writing an article on renewables and it was a picture of Blade in the square that was being used. Great.”
(CPT Member)

Blade was also singled out as the artwork to have gained broader media coverage with attendees of the audience focus groups who mentioned they saw it on the BBC.

There was a sense also that Look Up had created a positive stance towards Hull’s future. Audiences were thinking about both the tangible and intangible elements of Hull’s future, with the development of the green energy industry; the changes in attitude towards Hull from residents and those outside the city; and the role that culture had to play moving forward.
 “I feel more positive about Hull’s future knowing we are heavily involved in wind turbine production, can host a major event such as 2017, and attract visitors from worldwide.”
(Focus Group Member)

“It has promoted Hull both nationally through the media and worldwide.”
(Focus Group Member)

The CPT and some artists commented upon the level of press coverage they had seen in response to Look Up, though it appeared that A Hall for Hull had been the only artwork to get a critical review.

“[Paper City] got G.F Smith front page in the Telegraph and third page in the Financial Times and this coverage and cash value is at least equal to the investment we made.”
(CPT Member)

“Press coverage was great and I think that has had a positive response on me and Paper City as a whole.”
(Artist)
“Look Up was meant to be a headline project for City of Culture. We wanted to be getting national press with it; we wanted to be getting peer review; and we wanted Hull to be seen as a place where serious art happens and I think we managed that by and large.”
(CPT Member)

 “[A Hall for Hull] got a great review in The Observer and a great picture and fantastic coverage in those trade presses like Dezeen - it got a very strong press profile.”
(CPT member)

3.5. Impact of Look Up on Audience Perceptions of Hull
Look Up’s core principles included asking artists to respond to selected places within the city centre; promoting Hull’s new public realm; encouraging people to explore the city; and encouraging people to interact with the city in a different way. 

“Each commission had a different focus … When taken as a whole the programme of Look Up was a 360 degree look at the city and its people through artists responding to the place and its stories.”
(CPT Member)

The CPT and artists therefore had several aspirations for Look Up related to place making and audiences, which they believed had been achieved: 

· To make people look at Hull’s buildings and public spaces in a different way; 

· To encourage people to discover a different experience of the city; 

· To present the ambitions and aspirations of the city now and in the future; and 

· To explore Hull’s contributions to the world.

“Give them a reason to go to different and new locations, provoke thought and examination about the place, show that Hull can be high profile national and international place … that Hull attracts leading practitioners.” 
(CPT Member)

“Did it create strong of moments of memory for people. “I was there”. Secondly, did it shift ways in which people see the city and value it and engage more with the city centre and I think people have, because Look Up is part of a bigger thing anyway, and clearly people have been exploring this city in a way that people haven’t been previously … you see them walking about with their maps.”
(CPT Member)

Audience feedback suggests that these aspirations were realised:

· 9 in 10 audience members agreed “Look Up provided me with a difference experience of the city”;

· 8 in 10 audience members agreed “Look Up made me think about Hull’s contribution to the world”; and

· Three quarters of audiences agreed “Look Up made me look at Hull’s buildings and public space in a different way” and “Look Up showed me that there is more to Hull than I expected”.

Look Up has therefore been successful across all four statements, but particularly in providing people with a different experience of the city and making them think about Hull’s contribution to the world. 

Table 29: Value Statements – Strongly Agree or Agree

	“Look Up…
	Look Up
	2016 Baseline
	All 2017 Audiences

	…made me look at Hull’s buildings and public spaces in a different way”
	75%
	N/A
	70%

	…provided me with a different experience of the city”
	89%
	74%
	57%

	…showed me that there is more to Hull than I expected”
	75%
	N/A
	81%

	…made me think about Hull’s contribution to the world”
	83%
	N/A
	70%



Compared to audience feedback during the 2016 Baseline research and All 2017 Audiences surveyed at events and activities throughout the year (see Table 34), Look Up’s impact appears to have been significantly higher across all indicators, except for “…showed me there is more to Hull than I expected”:

· 5% more of audiences agreed that Look Up “…made me look at Hull’s buildings and public spaces in a different way”, compared to all events asking this question in 2017.
· 15% and 32% more of audiences agreed that Look Up “…provided me with a different experience of the city”, compared to the 2016 baseline and all events asking this question in 2017, respectively.
· 13% more of audiences agreed that Look Up “…made me think about Hull’s contribution to the world”, compared to all events asking this question in 2017.

· 6% less audiences agreed that Look Up “…showed me that there is more to Hull than I expected”, compared to all events asking this question in 2017.

The above shows, that relative to the programme of events and activities happening across Hull in 2017, Look Up was hugely successful in creating a sense of place for Hull, and encouraging audiences to explore the city centre, proving that public art is a vital tool in place making.
When looking at the individual artworks within the Look Up programme (see Table 35):

· More than three-quarters of audience agreed that Blade, The City Speaks, Paper City and Floe had “…made me look at Hull’s buildings and public spaces in a different way”.

· At least 9 in 10 respondents agreed that Blade, The City Speaks and Paper City “…provided me with a different experience of the city”.

· More than three-quarters of audience agreed that Blade, Bleached, A Hall for Hull and This is a Freedom of Expression Centre had “…made me think about Hull’s contribution to the world”.
Blade was clearly the most successful artwork in creating a sense of place for residents and visitors that experienced Look Up, closely followed by The City Speaks and Paper City. As such, public art commissioners can learn from the example this artwork set. It created theatre as it was installed; created an intervention within an area of high footfall; and had a clear and tangible link to Hull and industry.

The participatory of The City Speaks physically changed the appearance of the tidal surge barrier, and was experiential in its nature, being described as fun, interactive, and accessible.

Paper City seemed to benefit hugely from being in an area that has experienced significant redevelopment. In providing audiences with access to normally in accessible buildings, it also created a unique opportunity for discovery. 

Washed Up Car-go scored significantly lower levels of agreement to other Look Up artworks for the statements “…made me look at Hull’s buildings and public spaces in a different way”; “…provided me with a different experience of the city”; and “…showed me that there is more to Hull than I expected”. Being housed within cars in the car park area of The Deep, and therefore not being in a building, or what people may define as a “public space” may be one reason for this. Equally, comments made within the audience focus group about the onsite information lacking detail may also have caused audiences to miss elements of the artwork.
In terms of the level of agreement with the different statements, when comparing a range of demographic factors, it is important to note that there was a significantly higher level of agreement with some statements from certain demographics (see Table 31):
· Younger audiences (aged 16-34 years) were more likely to agree that Look Up ‘made me look at Hull’s buildings and public spaces in a different way’ and ‘showed me that there is more to Hull than I expected’.
Table 30: Value Statements (All) – Strongly Agree or Agree

	Value Statement
	Blade
	The City Speaks
	Washed Up Car-go
	The Train Track and The Basket
	Paper City
	Bleached
	This is a Freedom of Expression Centre
	Elephant in the Room
	A Hall for Hull
	 Floe
	AVERAGE OVERALL

	…made me look at Hull’s buildings and public spaces in a different way”
	78%
	77%
	38%
	73%
	81%
	52%
	69%
	53%
	73%
	79%
	75%

	…provided me with a different experience of the city”
	92%
	90%
	70%
	78%
	93%
	76%
	88%
	-
	87%
	87%
	89%

	…showed me that there is more to Hull than I expected”
	79%
	65%
	62%
	71%
	73%
	77%
	81%
	65%
	76%
	70%
	75%

	…made me think about Hull’s contribution to the world”
	84%
	-
	-
	-
	71%
	-
	-
	-
	-
	69%
	83%

	…showed the aspirations of the City now and in the future”
	95%
	-
	-
	-
	-
	-
	-
	-
	-
	-
	95%


· Female audiences were more likely to agree that Look Up ‘made me look at Hull’s buildings and public spaces in a different way’ and ‘made me think about Hull’s contribution to the world’.
· Hull residents were less likely to agree that Look Up ‘provided me with a different experience of the city’.

· Audiences from Hull’s most deprived communities were more likely to agree that Look Up ‘made me look at Hull’s buildings and public spaces in a different way’ and ‘showed me that there is more to Hull than I expected’.

Table 31: Value Statements – Strongly Agree or Agree

	‘Look Up…
	Age
	Gender
	Area of Residence
	Deprivation

	…made me look at Hull’s buildings and public spaces in a different way”
	16-34 years 
79%

35-54 years 75%

55+ years 73%
	Male
71%

Female
77%

	N/A
	Most deprived 90%
2nd Most deprived 
74%
Least deprived 
68%

	…provided me with a different experience of the city”
	N/A
	N/A
	Hull 
87%

East Riding
91%

Rest of UK 
92%
	N/A

	…showed me that there is more to Hull than I expected”
	16-34 years 81%

35-54 years 75%

55+ years 74%
	N/A
	N/A
	Most deprived 82%
2nd Most deprived 
76%
Least deprived 
70%

	…made me think about Hull’s contribution to the world”
	N/A
	Male
80%

Female
84%
	N/A
	N/A



These findings suggest that public art programmes have a particularly strong impact, from a place making viewpoint, on younger audiences and those from the city’s most deprived communities. 
Despite not having access to audience feedback, Artists did reflect on whether they felt their project had achieved what they set out to do regarding their desired audience outcomes
: 

· Raise awareness of different parts of the city and its industries; 

· Think anew about the sites where artworks were located and challenge ideas about these sites in terms of other functions they could have, as well as what is possible within the public realm; 

· Use the site and artworks to provide audiences with an insight into the heritage of the location, as well as how it connects to its surroundings.

There was a general sense that many of them had, which seems to align with the audience findings presented above.
 “If nothing else, [the project] revealed an undervalued and underexposed part of Hull’s history.” 
(Artist)

 “I think people were totally surprised that there was this international paper company on their doorstep … that was a big surprise for locals more than anyone … It opened up discussion and awareness for them.”
(Artist)
3.6. Outcomes Explored

Responses provided within the audience focus groups provide reasoning for these the outcomes discussed in Section 3.5, as well as evidence around additional outcomes that relate to place making.
3.6.1. Look at Hull’s Buildings and Spaces in a Different Way

As mentioned in Chapter 2, Look Up strived to grow understanding and engagement with the city’s past. This was achieved through several artworks within the programme. Audiences stated having an increased awareness of Hull’s historic buildings and monuments; discussed how artworks had inspired them to engage with the built environment in a different way; and how artworks had brought unknown histories to the fore (see Section 2.3.1).  

“That odd mix, of something [Blade] completely out of place and modern against the wonderful old buildings.”
(Focus Group Member)

Beyond the history and heritage of the city, audiences reflected on how Look Up gave them access to buildings usually closed off to the public, as well as and how it challenged their preconceptions about the way buildings can be used. 

“I think Paper City did, I loved that. You got to see buildings that you wouldn’t ever see, the smokehouse and that. I love that.”
(Focus Group Member)

“I’ve realised that City Centre and particularly, Queen Victoria Square is actually an art gallery, and you use it as an art gallery and put works in it. You put the Blade in it, you put fountains in it. Before, it was just somewhere to walk from the centre of town to Whitefriargate, and now, since the Blade, it’s an area that you think of.”
(Focus Group Member)

 “The City Speaks … a chance to see my name in lights.”
(Focus Group Member)
“How areas could be used for other uses, not the normal use.”
(Focus Group Member)

3.6.2. A Different Experience of the City

Within the audience focus groups, the sense that the Look Up programme had been successful in providing people with a new and different experience of the city came across strongly.
“People look at the city in a different way.”
(Focus Group Member)

As highlighted in Sections 2.3.1 and 3.5.1, artworks had interrupted the norm of public spaces, animating them, and transforming them. In turn this created a different atmosphere.

“On my way to work, with my mind thinking, "I must get milk to take to work", at Tesco’s, I saw a chap come out of Tesco’s and look, and I just thought, "He’s probably looking for someone who’s stolen something." As I looked up, I thought there’s something not quite right there, but I can’t quite figure out what it is … It took me a while to get my head around it [Blade] … But to come on it, just out of the blue!”
(Focus Group Member)

 “My daughter’s 16 now and when she was little we used to do the fish walk regularly. And as she got older, she was no longer interested in walking round the Old Town every week. So I hadn’t been down Humber Street for such a long time.”
(Focus Group Member)

“It was just the buzz [of Paper City], a lot of people around, other things going on which again we’re never used to getting around here.”
(Focus Group Member)
Attendees also spoke of how Look Up had introduced them to new areas of the city that they previously did not know about, or had no reason to go to.
“I visited areas of Hull (C4Di building) that I wouldn’t normally have been to.”
(Focus Group Member)
“It made me notice areas of the city I’ve not previously paid much attention to.”
(Focus Group Member)
 “It made me appreciate more of Hull’s architecture and areas that I wouldn’t normally have visited.”
(Focus Group Member)
Equally, as highlighted in Section 2.3.1, attendees of the focus groups spoke of Look Up being a catalyst to attend other events and activities in Hull, as well inspiring them to change their attitudes and behaviours towards the city centre.

“[Look Up] certainly brought me to a lot of things that I would never have thought that I would’ve enjoyed. If somebody told me that there’d be a wind turbine blade in the middle of the top, I would’ve thought, "Yeah, okay."“
(Focus Group Member)
 “It made me go out and see cultural things more.”
(Focus Group Member)

“It might not be for everybody, but sometimes people go in and think, "Oh, I don’t know if I’m going to like it or not", and then think, "Oh, actually, that was terrific." Then they’ll go and see something else.”
(Focus Group Member)
“One thing that I would like to say about different experiences, is that, as somebody that doesn’t really go into Hull City Centre at night. I might have done forty years ago, but for a long time, and I’ve been into Hull City Centre at night more times in the last year, than probably in the previous twenty.”
(Focus Group Member)

“I found myself imagining myself as a visitor, and looking at it as a visitor instead of a resident. You take it for granted, and I think to myself, "I wonder what this looks like if you’ve never been here before”.”
(Focus Group Member)

 “2017 was our Silver Wedding Anniversary we spent the day in Hull and took great pride in telling people “Where are you going for your Silver Wedding Anniversary?”, and we would say “We went to Hull”, and they’d say “But you live there!”, and we’d say ““Yeah, but it’s better than ever, so we’re going around it”.”
(Focus Group Member)

“I don’t usually venture into the city centre after dark but I have visited several installations in the evening and had a great time.”
(Focus Group Member)

In discussing Blade, one audience focus group landed on the subject of the public realm improvements in the city centre. It seemed that Blade had triggered them to notice the redevelopment of the square and reassess previous thoughts they might have had in relation to this in the lead up to City of Culture year.

“I was one of the decriers about the city centre and all its paving and I remember my son saying to me … "You know mum if we get a really lovely city centre with really good paving for us, that would be great." If that’s the only thing we get out of City of Culture, I think we got so much more than that, but actually I walk round now and I think do you know we have ... it is a joy to walk around those streets. I know there was a lot of hassle beforehand and a lot of upset beforehand but that square, it’s one of the most beautiful squares in any city I’ve been to and that [Blade] in it was fantastic.”
(Focus Group Member)

 “Can I just say something on that? I think you’re absolutely correct … when they started doing [the town centre there was all these shops and people moaning about it and it was a mess, and it was a mess for longer than we thought it would be but I remember saying to my son, “One day this will look absolutely fantastic." And gradually it got better and better and then the fountain’s there and you see them and when it’s summer you see little bairns playing there … It’s such a fantastic thing.”
(Focus Group Member)
3.6.3. More to Hull Than Expected

Paper City was the most successful of the Look Up artworks in uncovering things about Hull people were unaware of. Discovering the history of G.F Smith and its place in the world today became a great source of pride.

“I enjoyed the sculpture … For me, it’s also learning about the paper factory in Hull, which I didn’t know about. That gave me that sort of pride in Hull. It’s quite a niche market. This is very high quality art paper that’s sold all over the world, which I hadn’t understood.”
(Focus Group Member)
Also, in reflecting on Blade audiences spoke of the feat of getting it installed and how Hull City Council had, in their opinion, broken form in helping make some of the artworks happen.

“I think some of the art things that have gone on, if you’d gone to Hull City Council five years ago and said, "We want to do this, and we want to put this on", they would just say, "Nah, it won’t work in Hull."“
(Focus Group Member)
3.6.4. Hull’s Contribution to the World

In reflecting on the Look Up programme’s relevance to the city, respondents spoke of Blade and Paper City being the two standout artworks. This seemed to link to the fact that both were overt in referencing products being made within the city that were sold worldwide.
“Blade showed Hull’s history in the beautiful old buildings of Victoria Square and the modern technological contribution to the future. Paper City taught me about the production of high quality art paper in Hull for over a hundred years – I know nothing about this – amazing!”
(Focus Group Member)

“The history of paper making described in Paper City was terrific – I was so proud that this high quality product has been made in Hull for over a century and is sold all over the world.”
(Focus Group Member)
 “I was aware that wind turbines were being made in Hull, but having seen the Blade was struck by the expertise necessary and the sheer size of it. Made me proud to think Hull was producing and exporting the product worldwide.”
(Focus Group Member)

“And I also thought it was fantastic the way Hull City of Culture was celebrating the local economy as well as the aspect of it. You know what is created in Hull.”
(Focus Group Member)

In addition to this, some attendees also reflected on historical industries that played a role in Hull’s lifetime, as well as The Deep’s role in attracting visitors from beyond the city.

“Maritime and trade, business, major local companies like Siemens, G.F Smith, and tourism to The Deep.”
(Focus Group Member)

 “I particularly liked the Smoke House in Paper City celebrating fishing industry.”
(Focus Group Member)

“Elephant in the Room brought back the whaling industry.”
(Focus Group Member)
One attendee also mentioned The Train Track and The Basket and how it provoked you to think about the people who had passed through the city in the past.

“Train Track and Basket resonated with me … migration being part of our past.”
(Focus Group Member)
3.6.5. Thoughts on Hull’s Future

As well as reflecting on the past, Look Up had been successful in inspiring audiences to think about the city’s future - attendees at the audience focus groups spoke of both the tangible and intangible:

· Future industries and the opportunities this offered;

· The shift in perceptions towards Hull internally and externally; and

· The role of arts and culture in the city’s future.

“I think it’s all about legacy. If you start with the Blade, and what I hope is the legacy of City of Culture, is jobs, and culture.”
(Focus Group Member)

“Positive opportunities through Siemens and things that are happening environmentally.”
(Focus Group Member)
 “I feel more positive about Hull’s future knowing we are heavily involved in wind turbine production, can host a major event such as 2017, and attract visitors from worldwide.”
(Focus Group Member)

“I think looking to the future, they’ve [people] now realised that a) it does work in Hull, and b) there’s a terrific appetite for it, because people have come along and have gone, "Oh, well actually, that’s quite good." I hope that people have woken up to that fact, and in the future we’d get more … I feel positive, that actually you can put on arty things … and people come and people like it in Hull.”
(Focus Group Member)

“My son, who wants to go into art and culture, he went off to an interview day [at the] Royal Central School of Speech and Drama … he sat down with budding actors, actresses, techies, prop builders … They sat them all down and said “Right, you’re going to go through your interviews … but first I’m gonna show you some of the places that our students have been working this week … The first slide to show them was the Blade … So my lad looked and thought “I might do alright here”. They know where Hull is, which is always a good start.”
(Focus Group Member)
3.6.6. Pride

An additional outcome that came through powerfully in comments made by focus group attendees was how Look Up, as well as the wider Hull 2017 programme, had created an immense pride within the city.
“It made people feel proud to be a part of the city, which I think is gonna be the major legacies of the City of Culture.”
(Focus Group Member)
This feeling of pride also extended to the Delivery Partners involved in Look Up.
“I think personally with … having been part of [Look Up] and just our building being used is a sense of pride there … That [project’s] gone nationally. So that’s something that we’re proud that we were part of, something that dramatic. I think it was a one off opportunity to be involved with that.”
(Delivery Partner)

One attendee spoke of how this pride had spilled out across the city, with residents playing an active role in making change.

“It’s all about pride and ownership … so you’ll just go up Chants Av, and Newlands Av, where they’ve reclaimed the wasteland and planted. People are actually starting to do that and take pride in their own areas. It’s all started to blossom near the estates as well.”
(Focus Group Member)

“There’s lots of things that are different in the city now, where people are taking their own responsibility for art, where people are willing to talk about something that wouldn’t be spoken about eighteen months ago.”
(Focus Group Member)
3.7. Media Coverage & Analysis

Cornershop (one of Hull 2017”s PR agencies), utilised TrendKite to undertake an analysis of media coverage and analysis for Look Up. 

The full report is provided in Appendix 25.

Overall, the level and tone of the media coverage has been beneficial for raising awareness and positive perceptions of the city. 
3.7.1. Coverage Volume

Look Up secured a total coverage volume of 3,026 across print, online and broadcast, which equated to a total readership of four billion and estimated AVE (Advertising Value Equivalent) of more than five million.

Editorial mentions of Hull UK City of Culture 2017 peaked in excess of 1,000 pieces of coverage in January, with 2,946 total mentions, due to the installation of Blade. A second peak in coverage, in December due to many end of the year round-ups featuring Blade and the Floe installation. 

Editorial coverage surrounding Look Up was neutral (52%) or positive (46%). Only 2% of the coverage generated has been flagged as negative. These pieces were largely related to Hull’s relationship with Brexit or BP’s sponsorship of City of Culture.

As an example, Dr Chris Garrard, composer and campaigner with Art Not Oil Coalition, wrote a blog on Huffington Post drawing comparisons between Blade and the blade Liberate Tate installed inside Tate Modern’s Turbine Hall to make a bold statement about BP’s sponsorship of the gallery. He went on to question the ethics of Hull, being one of the UK’s cities most at risk from rising sea levels, accepting sponsorship from a fossil fuel company.

Much coverage generated by Look Up was UK based, with some pieces appearing on US websites. A handful of articles also appeared in Ireland, Germany, Australia, The Netherlands, Canada, Italy, Spain, and China. These pieces were often foreign art sites covering the installations.

Blade proved to be the most covered Look Up installation by a long way with 2,342 pieces of coverage, helped by the repeated references back to Blade throughout the year and sparks of interest around Blade’s departure from Queen Victoria Square.

A Hall for Hull (197 pieces of coverage) and Paper City (110 pieces of coverage) followed in coverage volume, aided by the fact both projects were announced before they appeared in the city, with Paper City involving public engagement to choose the wining colour.

Editorial coverage of Look Up has been shared over 88,000 times, mostly on Facebook (77,827) but also on Twitter (6,975) and LinkedIn (2,996).

3.7.2. Print Highlights

There were 80 national newspaper pieces in print, including The Times, Daily Telegraph, The Guardian, Daily Express and i. Highlights include:

· A double-page spread in The Guardian by art critic Adrian Searle which cites Blade and The City Speaks among the visual arts highlights in Hull;

· A double-page spread in The Observer, showcasing A Hall for Hull alongside The Roman Singularity at Sir John Sloane’s Museum, London as examples of using the classical language to say something new;

· Floe in The Guardian Guide’s weekly Top 10 best in culture.

3.7.3. Broadcast Highlights

There were 1,370 mentions across TV and radio, with syndication across regional BBC stations.

Highlights include: 

· Live coverage of Blade installation on BBC News channel

· Blade artist Nayan Kulkarni interview on BBC Radio 4’s Front Row  

· Floe being used as the backdrop for the UK City of Culture 2021 announcement live on The One Show.
3.7.4. Online Highlights

There were 1,532 mentions across online news pieces including BBC, ITV, Mail Online, Independent, The Guardian, Daily Mirror, The Sun, Dezeen and Aestherica.

3.7.5. Website Traffic Generated

The www.hull2017.co.uk website received 2,934 click-throughs from online editorial.

3.8. Social Media Analysis

Social media coverage of “Look Up” has been analysed utilising Falcon Social. Due to the time limitations of Falcon reporting the period looked at the final season only and ran from 1 October 2017 to 31 December, using the search terms:

· Artist names; and

· Partner names.
Sources searched by the system are Instagram, Twitter, Facebook, Blog & Comments, YouTube, News, Wikis, Google + and Forums.

It should be noted that the social media analysis is reliant upon searches for terms in text within social media posts. As a result, it does not account for any photography that may have been shared by audience members who did not include the title of the piece or the names of the artist or partners involved. As a project which consisted of free visual art installations in the public realm, a significant proportion of posts are likely to fall into this category. 

3.8.1. Coverage Volume

The three-month period includes the final two weeks of the Elephant in the Room installation, the duration of A Hall for Hull and Floe, plus two weeks after the end of the last installation. 
During this time, The Train Track and The Basket, The City Speaks and the external signage from This is a Freedom of Expression Centre were also still in place. There was a total of 50 mentions, representing an average of 1 mention per day.

Over the time period analysed, there was a peak in mentions on the 20 November, which coincided with a Hull Daily Mail article about the final installation Floe. 

Blogs & Comments and News were by far the most active generators of mentions, followed by social media mentions focused on Twitter and Instagram platforms and with Forums generating very few mentions with these search phrases. 

3.8.2. Sentiment

Analysis of the mentions made suggests that the majority were positive mentions. The main peaks in positive mentions were on the 20 November: the release of information about the Floe installation. 

Comparatively, negative and neutral mentions were minimal, with only one mention categorised as each within the time period.

3.8.3. Reach

72% of mentions took place in the UK, with 17% in the USA. Other countries that appeared to be following proceedings included Germany, China and Singapore. 

3.9. SWOT Analysis – Place Making

In order to summarise the key learnings from the above evaluation of Place Making outcomes, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table 32).

Table 32: SWOT Analysis – Place Making

	STRENGTHS OF LOOK UP 
	WEAKNESSES OF LOOK UP

	Working directly on the project impacted upon positive perceptions towards the city, caused by the impact of public realm improvements; the enthusiasm of Hull 2017 Volunteers; the atmosphere and wider cultural offer in Hull; increased knowledge of the city and its past; and the buy-in of residents to Hull 2017.

The programme provided evidence that arts and cultural events can positively impact on place making amongst the public, sector professionals and the media.

The scale and ambition of the programme captured wider attention, including national and local media coverage (print, online and broadcast), a high proportion of which was positive.
The programme transformed the city into an art gallery, where artworks interacted with the new public realm and built environment, providing audiences with a different experience of the city.

The artworks successfully celebrated contributions that have been and are still being made to the world by Hull, bringing out known and unknown histories and celebrating current industries within the city.

The variety of locations introduced both residents and visitors to parts of the city they had not previously visited. 

Audiences’ preconceptions about the way buildings can be used were challenged, with them being able to see how they could be more than they were originally built for. 
Blade secured a significantly high volume of media coverage across all platforms.
	

	OPPORTUNITIES IDENTIFIED BY LOOK UP
	THREATS IDENTIFIED BY LOOK UP

	The high level of awareness of Hull’s UK City of Culture status amongst artists and creative professionals needs to be maintained through continued opportunities to deliver work in the city.
The willingness of Hull City Council to go outside their comfort zone to make artworks happen, especially in the case of Blade, proves that ambitious projects can be delivered in Hull, which in turn may invite further creative and challenging projects to the city.
The positive perceptions of Hull’s future amongst stakeholders, in terms of industry and the opportunities offered by them; the shift in attitudes towards the city internally and externally; and the role of arts and culture in the future, demonstrates a growing confidence amongst residences and a high level of buy-in for culture-led regeneration.
Look Up is believed to have placed Hull nationally on the arts radar, which is supported by the national and international media coverage secured, which in turn should help with any longer-term plans for a significant visual arts offer within the city and wider region.

Audiences’ experienced a change in behaviour and attitudes towards the city centre, visiting it both more frequently and at night, which in turn led them to engage with the night time economy. Sustaining this attitude and behaviour into the future will require high quality city centre programming to continue.
Audiences’ celebrated the public realm investment, particularly within Queen Victoria Square and the Fruit Market, some admitting a shift in opinion from their sentiments in the lead up to 2017. Capitalising on these positive sentiments through programming public spaces and maintaining them to a high level is vital for Hull’s future.
	Minor levels of negative media coverage linked to BP’s sponsorship of Hull 2017, which sought to undermine public perception highlights that there are still challenges directed towards the city that need to be managed.


� See Chapter 6, Section 6.2.2 for more details
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