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‘Made in Hull’: Evaluation Report
Chapter 6: Society & Wellebing


6. Society & Wellbeing

6.1. Introduction
Society & Wellbeing is one of the key themes of Hull 2017, made up of two aims and their accompanying objectives:

· Aim 7: Improve wellbeing through engagement and participation

· Objective 13: Engage volunteers from Hull and beyond through the Volunteering Programme

· Objective 14: Increase levels of happiness and enjoyment as a result of engaging with the arts and culture

· Objective 15: Increase levels of confidence and community cohesion among local audiences and participants

· Aim 8: Increase aspirations, abilities and knowledge of residents 

· Objective 17: Delivery of training and development opportunities to local residents through arts and culture initiatives.

‘Made in Hull’ will be evaluated in reference to 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).
6.2. Value Statements About ‘Made in Hull’
Audiences were asked to rate ‘Made in Hull’ and ‘In With a Bang’ against a variety of value statements, some that linked to a society and wellbeing (see Table 52). Other value statements have been dealt with in preceding chapters.
‘Made in Hull’, seems to have been particularly successful in creating an inspiring atmosphere, bringing people together, celebrating Hull-ness and the city’s stories, and sparking a real moment of community cohesion:

· Nearly all audience members stated ‘Made in Hull’ gave everyone the chance to share and celebrate together (98% vs. 89% for Place des Anges’ and 91% for ‘In With a Bang’);
· Nearly all audience members stated ‘Made in Hull’ placed the community at the centre (94% vs. 81% for ‘Place des Anges’); and
· Nearly all audience members stated ‘Made in Hull’ made them feel more connected to the stories of Hull and its people (94% vs. 87% for ‘In With a Bang’). 

‘Place des Anges’, appears to have been more successful than ‘Made in Hull’ and ‘In With a Bang’ in giving audiences the opportunity to interact with other people who they would not have normally interacted with (77% vs. 68% and 51%, respectively). It may be that the interactive element at the end of ‘Place des Anges’, where feathers were dropped on the crowds sparking feather fights, acted as a significant ice-breaker.  
Relative to both ‘Place de Anges’ and ‘Made in Hull’, ‘In With a Bang’ delivered to a lesser extent on all comparable outcomes areas, including the extent to which it made getting involved in a project as a volunteer look like fun.
Table 52: Value Statements – Strongly Agree or Agree

	
	Made in Hull

(n=600)
	In With a Bang

(n=820)
	Place des Anges

(n=357)

	…was an enjoyable experience
	98%
	97%
	98%

	…gave everyone the chance to share and celebrate together
	98%
	91%
	89%

	…placed the community at the centre
	94%
	N/A
	81%

	…gave me the opportunity to interact with other people who I wouldn’t have normally interacted with
	68%
	51%
	77%

	…made me think positively about people from other generations
	78%
	N/A
	N/A

	…has made me think that getting involved in a project as a volunteer looks like fun
	69%
	49%
	69%

	…made me feel more connected to the stories of Hull and its people
	94%
	87%
	N/A



Feedback from the Focus Groups provided some context to these responses with a sense that the event had really resonated with local people, demonstrated through the way that people reacted so positively to the event.

‘I think it’s brought a new lease of life to us all.’ (Focus Group Respondent: Made in Hull Audience)
Equally, Delivery Partners who attended the event, gave ‘Made in Hull’ high ratings against the same statements:
· ‘Made in Hull gave everyone the chance to share and celebrate together’: 100% (n=5) strongly agreed with this statement;
· ‘Made in Hull was an enjoyable experience’: 100% (n=5) strongly agreed with this statement;

· ‘Made in Hull made me feel more connected to Hull and its people’: 100% (n=5) strongly agreed or agreed with this statement;
· ‘Made in Hull placed the community at the centre’: 80% (n=4) strongly agreed with this statement;
· ‘Made in Hull gave me the opportunity to interact with other people who I wouldn’t have normally interacted with’: 60% strongly agreed (n=3) with this statement; and
· ‘Made in Hull made me think positively about people from other generations’: 80% (n=4) strongly agreed or agreed with this statement.
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 53). These findings suggest:
· Arts and culture events such as ‘Made in Hull’ are an effective medium through which to share the stories of previous generations to younger generations in a way that creates empathy, respect and awareness of the trials and tribulations they have faced.
· The Hull-centric focus of the event resonated particularly with the residents of Hull, which in turn increased the impact of the stories presented on these residents, and a breaking down of barriers between them and strangers.

· The way the event resonated with residents seems to have in turn inspired a greater interest in giving something back to the city through activity such as volunteering.

6.2.1. Emotional Response

The exploration of emotional response to ‘Made in Hull’ provides further insight into why people gave the scores they did to the value statements in Table 53. 

When being asked to describe ‘Made in Hull’, Focus Group respondents struggled to put it into words. However, there was universal agreement that it was extremely emotive as an event.

‘I think it’s…and I described it to others hoping to come, I think my main focus of it was just how emotional it actually was.’ (Focus Group Respondent: Made in Hull Audience)

‘The emotion and the pride it brought out and the sense of, actually, it’s good stuff here, and that’s what I use to describe it to others I think.’ (Focus Group Respondent: Made in Hull Audience)

 ‘And then I’m just left with a sense of wonderment at the…it’s making me cry…the success of it all. It’s great.’ (Walk and Talk Group Respondent)

Table 53: Value Statements – Strongly Agree or Agree

	‘Made in Hull…
	Age
	Gender
	Area of Residence
	Deprivation

	…has made me think more positively about people from other generations
	16-34 years (88%)

35-54 years (76%)

55+ years (79%)
	N/A
	Hull residents (87%)
East Riding residents (76%)

Other UK residents (66%)
	N/A

	…placed the community at the centre
	16-34 years (90%)

35-54 years (96%)

55+ years (97%)
	Female (97%)
Male (91%)
	N/A
	N/A

	…gave me the opportunity to interact with other people who I wouldn’t have normally interacted with
	16-34 years (59%)

35-54 years (69%)

55+ years (72%)
	N/A
	Hull residents (76%)

East Riding residents
(62%)

Other UK residents 
(57%)
	Most deprived (88%)

2nd Most deprived (69%)

Least deprived (78%)

	…has made me think that getting involved in a project as a volunteer looks like fun
	N/A
	N/A
	Hull residents (85%)

East Riding residents
(77%)

Other UK residents 
(75%)
	N/A


Among the Walk and Talk Group respondents, the three principal emotional responses were:

· Happiness;
· Surprise; and
· Anticipation.
Table 54 and Figure 5 show the full range of emotional responses experienced at each installation. 

Across the event, these emotions created a real sense of bringing both history and other events represented through the artworks to life. They created a sense of being there – reliving something that has been, at the same time as experiencing the atmosphere and vibe within the city at that exact moment in time.

We Are Hull in Queen Victoria Square generated one of the most varied range of emotional responses, which linked to the presentation of the Blitz, Triple Trawler Disaster, Hull Fair and We Are Hull montage.

‘I think seeing the fire and the flames coming out of all the buildings and then further on, highlighting the Hull Fair, the juxtaposition of those two, going from real lows to real highs and just being able to see it on all three buildings was pretty awesome.’ (Walk and Talk Group Respondent)

‘The bit which stood out for me was the air raid first of all, and that made me feel sad because I’ve got family connections when that happened and family being bombed out and so on. And then the next bit I guess which really sticks in my mind is Deano’s goal at Wembley, two thousand and eight. And I wanted to cheer again – I still can’t believe it went in.’ (Walk and Talk Group Respondent)

‘And the trawlers – unbelievably emotional. I mean really. You know the falling of the figures. That was incredible. It affected me a lot. Yeah I really enjoyed it. I liked the ending where it was really hopeful with all the lights and the streamers and the fireworks. It was brilliant. Really enjoyed it.’ (Walk and Talk Group Respondent)
Within the Focus Groups, this sentiment was echoed.

‘For me the light show and the emotions with the city with [Queen] Victoria Square, especially with the bombings and then the sinking of the Gaul, I think it just had everyone in tears didn’t it?’ (Focus Group Respondent: Made in Hull Audience)
‘I think it’s very personal as well for Hull. You know, I think we’ve all said we got quite emotional about it and I think people living in Hull seeing something like that would get emotional, it was quite personal I thought.’ (Focus Group Respondent: Made in Hull Audience)
Table 54: Emotional Response to ‘Made in Hull’

	INSTALLATION SITE
	HAPPI-NESS
	FEAR
	ANTICI-PATION
	DISGUST
	SADNESS
	ANGER
	SURPRISE
	TRUST
	TOTAL

	Queen Victoria Square
	48
	9
	30
	0
	30
	6
	35
	13
	53

	Whitefriargate
	22
	0
	13
	0
	4
	0
	23
	1
	35

	Zebedee’s Yard
	31
	2
	25
	0
	5
	0
	29
	1
	50

	Scale Lane
	6
	3
	16
	0
	34
	8
	21
	2
	50

	High Street Underpass
	8
	4
	12
	4
	4
	0
	22
	0
	43

	The Deep
	40
	1
	31
	0
	7
	0
	26
	13
	49

	Queen Street
	18
	0
	7
	0
	0
	0
	12
	2
	24

	TOTAL
	173
	19
	134
	4
	84
	14
	168
	32
	


Figure 5: Emotional Responses by Installation Location
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Arrivals and Departures at The Deep and (in)Dignity of Labour at Scale Lane were also seen as particularly emotive, even when with the latter audiences sometimes struggled to understand the key message of the piece.
‘We started off at the Deep, and I was in tears in about 30 seconds, but it was the emotion and the pride it brought out.’ (Focus Group Respondent: Made in Hull Audience)

‘[(in)Dignity of Labour] was the most overtly political, which I quite liked because of course Hull’s had and still has its fair share of inequality and obviously the whole thing about jobs disappearing and people are becoming nobodies. I thought that was very emotive.’ (Focus Group Respondent: Made in Hull Audience)

‘The first word I said to my wife was that [(in) Dignity of Labour] was extremely poignant. Absolutely.’ (Walk and Talk Group Respondent)

‘Quite sad really, I think [(in) Dignity of Labour] was a bit sad. Like disappearing people wasn’t it. I’m not sure.’ (Walk and Talk Group Respondent)

Amuse Agents, one of the Whitefriargate installations, and Hullywood Icons were singled out for their humour by the walk and talk group respondents. They seemed to have made a number of people laugh.
‘I love some of the signs in the window (amuse agents), so funny.’ (Walk and Talk Group Respondent)

‘The newsagents one is a bit interesting, it’s funny.’ (Walk and Talk Group Respondent)

‘I thought [Hullywood Icons] was quite fun, especially because you know it’s people from here as well and everyone’s got involved in that.’ (Walk and Talk Group Respondent)

‘Awesome, I love the Hullywood one, we’re doing one back at the University, we’re going to do a few of them. I think I’m doing Weird Science, Jurassic Park or Honey I Shrunk the Kids.’ (Walk and Talk Group Respondent)

6.2.2. Atmosphere & Shared Celebration
Focus groups respondent reflected on how the format of the event encouraged conversation amongst their own group, as well as with other people attending the event who they may not otherwise have talked to.

‘If you go to a concert, you know, as soon as it finishes, the lights come up and you then dive out as fast as you can to get to the car park… Whereas here there were areas where you saw something, you had something to talk about and then you were just all walking down to the next one.’ (Focus Group Respondent: Made in Hull Audience)

The atmosphere created by this was one of friendliness, positivity and welcome.
‘It was so nice that it didn’t matter what team you supported, or skin colour or race, or anything, I just thought everyone got on so well.’ (Focus Group Respondent: Made in Hull Audience)

‘There’s generally a good feeling about the place. It’s really positive. There’s nobody being naggy or aggy with people, it’s just you walk along. People with prams are brave people!’ (Walk and Talk Group Respondent)
This idea of shared celebration was explored further within the Focus Groups when looking at the value statements from the audience survey. The statement ‘Made in Hull gave people the opportunity to share and celebrate together’ was the principal value statement selected by group members, which again linked back to the emotion of the event.

‘For me it was the collective emotion in the square. I don’t know….when everybody clapped and cheered at the end, I think everybody was like – even though some of it was harrowing, it was uplifting at the end, everybody felt positive by the end of it.’ (Focus Group Respondent: Made in Hull Audience)
 ‘It just instilled in me just a sense of belonging you know - community.’ (Focus Group Respondent: Made in Hull Audience) 

‘It was an amazing atmosphere and it gave everyone from all walks of life, to come together and celebrate without being judgemental on where people have come from and what they do. You know it sort of just removed all that, and we were all from Hull.’ (Focus Group Respondent: Made in Hull Audience)

It was so nice that it didn’t matter what team you supported, or skin colour or race, or anything, you just thought everything, just got on so well. All people. There was an old lady dancing with a young kid, but he was giving it the moves and she was trying to copy and that was just amazing.’ (Focus Group Respondent: Made in Hull Audience)

‘I’ve got some friends that are teachers, in some of quite deprived areas of Hull, and they’ve come and told me stories of how the children were so excited, they’d never felt part of anything before, they’re from the areas that people look down on, and they came and saw it and felt like they were part of the city, everyone was part of it all together...’ (Focus Group Respondent: Made in Hull Audience)

Equally, ‘Made in Hull was an enjoyable experience’ was selected by many respondents within the group as one they most associated with their experience of the event.

The installation 105+dB at Zebedee’s Yard was singled out by many respondents in the focus groups as being one that created a sense of excitement, anticipation and being in the moment.

‘Zebedees Yard was brilliant, because of the atmosphere what was in there, you know, I mean, I’m not a football fan, but it’s like being at a football match for me.’ (Focus Group Respondent: Made in Hull Audience)

‘The one that’s missing on the emotions is elation. Happiness doesn’t cut it really. Certainly that’s the feeling. It’s like primitive isn’t it. That’s very very authentic I would say.’ (Walk and Talk Group Respondent)

‘​​I just got spine tingles every time they cheered. And my hair just tingled, I just felt so happy. Just a good place to be if you close your eyes you definitely feel like you’re in there, you feel it.’ (Walk and Talk Group Respondent)
‘Eighty thousand people singing and shouting, the noise is incredible. You can feel it as well, do you know what I mean? You don’t just hear it you feel it.’ (Walk and Talk Group Respondent) 
‘For me, there was a lot of separate images that I thought were quite powerful, like the building of the wall which was… the idea you were building a wall on a wall, was quite clever. And the idea that towards the end and the main figure breaks through that wall. And clearly the theory that there’s sort of a sense of alienation early on in the video, particularly when you see the pictures of all of the people in a row right at the beginning. So yeah I mean I just might be misinterpreting it entirely, but for me it’s a sort of sense of alienation, a sense of distance.’ (Walk and Talk Group Respondent)
6.2.3. Anticipation for Year Ahead
Audiences, via email, the Walk and Talk Groups and Focus Groups, spoke of how ‘Made in Hull’ had set a tone for the year ahead. It had caused excitement about what was to come and was already impacting on how people were engaging with the city.

‘If this is the start of it I am really looking forward to what else is going to be happening during the coming year.’ (Audience Email)
‘I think that it will actually encourage them to think ‘well actually, once the Ferens has been reopened again, I’ll go in and have a look and I’ll look at that’, you know.’ (Focus Group Respondent: Made in Hull Audience)
‘It’s made my dad more willing to come with me.’ (Focus Group Respondent: Made in Hull Audience)
 ‘I don’t do art but I’ve been to the Ferens.’ (Focus Group Respondent: Made in Hull Audience)

‘The things we’ve seen so far, I hope they just continue. I mean it can’t be on this scale, you don’t expect marvellous things every night, but I think some of the things have been…you know, you’re excited for what’s coming next.’ (Walk and Talk Group Respondent)

‘It gives you a feeling that there’s a lot more to come. Anticipation is the feeling I’m left with. Yeah, there’s a lot more gone on than I realised, you can see how much effort’s gone into it as well.’ (Walk and Talk Group Respondent)
‘Just really excited now to think what might come in 2017. I hope they live up to it – I’m sure they will, but I think everybody wants to know what’s next.’ (Walk and Talk Group Respondent)
One focus group respondent also talked of how they hoped the year ahead would act as a positive stimulus for young people, and really change their opinions about the future and where they come from.
‘…And I think that’s really good for children that have had bad starts in life. This could be a year which really can make them positive, give them ambition…show them that they’re living in a good city.’ (Focus Group Respondent: Made in Hull Audience)
6.2.4. Personal Memories

A number of the ‘Made in Hull’ installations also brought up personal memories amongst respondents. These were recounted both amongst focus groups respondents and those taking part in the Walk and Talk groups (see Chapter 3, section 3.3).
6.2.5. Intergenerational Communications

The event, as well as encouraging people to do further research into the history was that presented in the artworks, also talked to elderly family members and acquaintances to discover more. This was reflected in the audience survey, where 80% of audiences agreed or strongly agreed that ‘Made in Hull’ had inspired them to talk to people from other generations about the stories presented (see Chapter 3, section 3.3.1). It was also discussed amongst respondents in the focus groups.

‘I’ve spoken to my grandchildren and my kids even, and I never thought they had the faintest interest in Hull at all. You know, all ‘I wanna go work away, I wanna do this and I wanna do this’, but since all this happened, we’ve had many a conversation about ‘oh I’m taking the kids into town today, I’m gonna show them the whale in the maritime museum’. You know and usually it would be I’m taking them to Jumpy Billy’s or something.’ (Focus Group Respondent: Made in Hull Audience)
‘I spoke to my mum about her wartime experiences and stuff but not in very great depth, so I think it encouraged me to ask a little bit more and find out that actually hey were bombed out - they weren’t in the house at the time luckily, but they were in the shelter, but they lost loads of things in the blitz and then had to split up. And it was interesting, I said what did you do, and she said half of us went over to my auntie in one side of Hull and half of us went to my auntie and this…and little things – I didn’t know that. You know, how they coped with the fact that they were basically made homeless.’ (Focus Group Respondent: Made in Hull Audience)
‘I’ve got some elderly neighbours and I did sort of ask them about what it was like for them during the war and their experiences, and I’ve been round and had a cup of tea with them, which I would never have done normally. And I work in a shop, so I’ve asked some of my customers about things. So yeah it’s inspired me to try and find more.’ (Focus Group Respondent: Made in Hull Audience)
Equally, many people had spoken to strangers on the night of their attendance and learned about their direct experiences of what was being represented through the installations.

‘I was talking to an old chap who was actually stationed at an airfield up at Bransholme where the shopping centre is now, and the stories he was telling me were just amazing. Because it was a barrage balloon thing and I never knew that was going on. And some of the things what was going on in Hull, it just opened my eyes. It made me feel so humble.’ (Focus Group Respondent: Made in Hull Audience)
‘One night I was stood behind a very old couple who were there, it’s quite odd because it’s sort of eght o’clock at night and a very elderly couple were there watching it and they started talking to me and saying “Oh well you don’t remember the Blitz”, and I said “No”, but then they started telling me their stories, and they were really pleased with the way it had been portrayed on the buildings.’ (Focus Group Respondent: Made in Hull Audience)
6.2.6. Community Cohesion & Interaction
In addition to discussions about intergenerational communications, Focus Group respondents also talked of how ‘Made in Hull made me feel connected to Hull and its people’ and ‘Made in Hull gave me the opportunity to interact with other people who I wouldn’t have normally interacted with.’
‘And all the people you were interacting with and people were talking you know- “What do you think of that?” - and that was really good because you were just talking to someone random like we said earlier. And people was all experiencing it as a group feeling really and a certain swell of a group emotion I thought.’ (Focus Group Respondent: Made in Hull Audience)

‘And I actually had someone I’d never met before say, “Why can’t it always be like this?”’ (Focus Group Respondent: Made in Hull Audience)
You know, I spoke to some random strangers you know when you’re kind of sat next to them watching these displays, you’d form this little conversation and it was lovely that kind of joint interest, you know.’ (Focus Group Respondent: Made in Hull Audience)

‘I talked to a lot of people in [Queen] Victoria Square and particularly next to The Deep. Conversations I never expected to have about all sorts of things.’ (Focus Group Respondent: Made in Hull Audience)

‘Speaking to people that I probably wouldn’t normally speak to on a Wednesday night. And I mean it’s generated so many conversations in my workplace, and within my social networks as well.’ (Focus Group Respondent: Made in Hull Audience)

Some of the installations had also made respondents in the Walk and Talk Groups reflect on the experience of others, as well as reference other times in their own lives where they had faced struggles.
‘I think we’ve all been there. Not just looking for jobs, but we’ve all been there in times of our lives, and we’ve all been down, so you can relate to people who are down. It’s like ‘don’t stay down, get yourself up, there will be people around that will help you get up’. And it’s that, there is people there to help you.’ (Walk and Talk Group Respondent)

‘And sometimes because of the city it’s hard for [young people]. It’s hard when there’s other things – it’s all out of their control isn’t it? And that’s sad because they want to be there doing things and everything seems to be against them doesn’t it.’ (Walk and Talk Group Respondent)
‘That was just good but quite sad. But then it gets you annoyed. Because, I don’t know, occupation and things around here to me means that kids do have trouble getting jobs and that gets you angry.’ (Walk and Talk Group Respondent)

‘Yeah, the hours you put in, the dole queue going down. People just going out there getting jobs in production just to make ends meet. It’s like individualism as well isn’t it, it’s all quite different. I could see it was all quite moving.’ (Walk and Talk Group Respondent)

Other installations had presented the importance of people working together and finding commonalities, as opposed to focusing on our differences.

‘You know when they’re all coming together, holding hands and everyone’s united. And they all start singing perils at the sea. I think it’s everyone coming together and it’s just like one big teamwork. You know, just like one big thing and we all get each other, we all understand each other.’ (Walk and Talk Group Respondent)
‘The music right at the end got me and I like the bit where all the people came together and held hands. It was quite united. It was almost like it’s one big teamwork, one big team, we’re all in it together, doing this amazing thing. It’s just awesome.’ (Walk and Talk Group Respondent)
6.3. SWOT Analysis – Society & Wellbeing
In order to summarise the key learnings from the above evaluation of Society & Wellbeing outcomes, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table 55, Page 133). Interestingly, only strengths and opportunities seem to be have presented the theme of Society & Wellbeing.

Table 55: SWOT Analysis – Society & Wellbeing
	STRENGTHS OF ‘MADE IN HULL’ & ‘IN WITH A BANG’

	Created a friendly, positive and uplifting atmosphere of shared celebration

Brought people from all walks of life together, in a way where their differences were forgotten and they only saw their commonalities

Hull residents attending the event, in particular, felt a sense of community and pride, and that the event was for them

Younger people, in particular, saw and felt the contribution that previous generations had made to the city

Successfully connected with audiences on an emotional level, through enabling people to empathise with experiences from the past and make new discoveries about their city, principally creating feelings of happiness, surprise and anticipation (though a range of other emotions also)

Brought back personal and family memories, which audience enjoyed sharing with one another

Encouraged broader conversation between family and friends during the event

Brought families and acquaintances together post-event, inspired by a desire to find out more about the stories presented, and people’s lived experiences, and in turn deepening their connections 

Successfully presented ideas of working together and being accepting of all people, which many audiences reflected on

	OPPORTUNITIES OF ‘MADE IN HULL’ & ‘IN WITH A BANG’

	Many audience members, especially Hull residents, are inspired to consider volunteering

Anticipation was one of the principal emotions generated by the event, which represents an opportunity to increase the frequency of engagement and participation amongst audiences with other Hull 2017 activities and events

Audiences new to such events have a greater level of interest and confidence in trying more arts, culture and heritage events and activities

Highlighted the potential for arts and culture to create community and social cohesion
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