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4. Place Making

4.1. Introduction
Place Making is one of the key themes of Hull 2017, made up of one aim and its accompanying objectives.
· Aim 4: Improve perceptions of Hull both internally and externally

· Objective 7: Enhance positive media coverage of Hull’s arts and heritage offer
· Objective 8: Increase in Hull residents who are proud to live in Hull and who would speak positively about the city to others
· Objective 9: Improve positive attitudes towards Hull as a place to live, study, visit and do business.
‘Flood’ 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).

4.2. Knowledge of Hull UK City of Culture 2017

100% (n=2) of Artists responding to the ‘Flood’ post-event Artist survey knew that Hull was UK City of Culture 2017 before they became involved in ‘Flood’, and 100% emphatically agreed that it had completely influenced their decision to work on the project.
Furthermore, around one in five respondents said they had attended ‘Flood’ because of Hull’s status as UK City of Culture.

This data suggests that both arts and culture professionals, and the general public choosing to attend arts and cultural events in Hull, have a high level of awareness of Hull’s UK City of Culture. This also appears to be a key factor in attracting artists and audiences to projects and events.
4.3. Personal Changes in Perceptions of Hull
All CPT members who answered the in-delivery survey had personal connections to Hull: one was currently living in Hull, and the other had previously done a show in the city. 

The CPT generally had a positive perception of the city, and one of the motivations to be involved in ‘Flood’ was to challenge the more widely held misconceptions about Hull.
Neither of the artists had any connections to Hull and had a rather negative perception of the city.

Both at pre-delivery stage and post-event the majority of CPT members and artists reported that as a result of their involvement in the project they would speak more positively about the city to others. 

2 of 2 CPT members said they would speak about Hull more positively to others at in-delivery stage;
1 of 2 CPT members said they would speak about Hull more positively to others post-event. The other said they already spoke positively about Hull, but they were now more inclined to talk more often about the city.

‘I’ve always loved Hull but it’s undergone such a beautiful revolution that it’s great to talk to people about it.’ 

(Member of CPT)

‘Seeing such ambitious work take place in Hull changes the way I feel about the city.’ 

(Member of CPT)

2 of 2 artists said they would speak about Hull more positively to others at post-event stage.

The reasons for the changes in the artists’ attitudes to the city stemmed from their experience of meeting local people and witnessing the galvanising effects of the City of Culture work.
 ‘Spending a great deal of time in Hull allowed me to meet a lot of local and the pride they had in the city even prior to the events of last year made me consider it in a different way.’ 
(Artist)
‘The work put in by the Culture team really did feel like it started to have a positive effect on the atmosphere of the city and the aspirations of some of the people in it.’ 
(Artist)
Neither of the two Delivery Partners who completed a survey said they had any connections to Hull, and both admitted to having a negative perception of the city before their involvement in Flood. 

However, both stated they would speak more positively about the city as a result of working on ‘Flood’, which was driven by their experience of visiting the city, seeing its architecture and witnessing the high level of engagement with the arts.
‘The 2017 City of Culture project has clearly been a great profile raiser for the city around the UK and beyond but more importantly seems to have created a genuine city wide engagement with cultural activities as a positive force in the community.’

(Delivery Partner)
Audiences also reported how ‘Flood’ particularly had opened their eyes to what Hull had to offer:
· 60.0% of audiences responding to the ‘Flood’ post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’; and
· 43.1% of audiences responding to the Hull Truck post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’.
There appeared to be a great sense of excitement about what was already happening in the city in 2017 and what could be in store. Residents, audience members and community cast members all talked about other cultural events and activities they had attended, and there was widespread support for the City of Culture programme.
4.4. Changes in Regional and National Perceptions of Hull
Respondents in the audience Focus Groups spoke of how the live performances had raised the profile of the Victoria Dock community. Some had never even heard of it before they heard about Flood.

‘We didn’t know where we were going because we’re not from Hull, we didn’t even know that area of Hull even existed.’ 
(Focus Group Respondent: Flood Audience)
Amongst residents there was a sense that Flood audience members, who might not have visited Hull before, would have been left with a positive perception of the city.

“People who don't live in Hull, it's brought them to a residential area. Dare I say it, a nice residential area whereas some of them might have only heard of some of the more negative residential areas of Hull. Like the more famous ones, like Bransholme and ones that make the news or Jeremy Kyle.”
(Focus Group Respondent: Flood Resident)
Respondents in the residents focus groups also talked about how Slung Low had drawn attention to the Victoria Dock area with their regular social media updates. They were also active supporters of other City of Culture events which had helped to raise the profile of the programme and the city in general. 
Amongst the artists and the CPT there was a sense of disappointment and frustration that the project had received little attention in the national press or within the arts industry as a whole. 
“It's the National Theatre. I think we made the biggest show of the year, and therefore at some point you go, whoa, you should be following this.” 
(Member of CPT)
 “The people who talk and write and speak about our culture, that class are more comfortable going to New York than they are Hull.”
(Member of CPT)
4.5. Audience Response 
One of the wider objectives of the project was to improve perceptions of Hull, both internally and externally, and specifically to increase a sense of civic pride.
Theme 1: Pride

The focus groups with residents of Victoria Dock suggests that local people were proud to have hosted one of the most significant projects of the Hull2017 programme.

“I felt quite protective of it as well...I mean, it was a pride in that it had come to our area. If anyone was criticizing it, I felt quite defensive about it, which surprised me. 'Cause even though I do live in the area, I've not really got anything to ... Well, apart from being on the shift, but I was just proud of it really, I guess.”
(Focus Group Respondent: Resident)
Theme 2: Putting Victoria Dock in the spotlight

There was also a feeling that Flood had generated interest and challenged negative perceptions of the Victoria Dock area. It was mentioned that audience members who were first-time visitors were more likely to be left with a positive perception of the city as a whole.

“It's opened up the dock to a lot of people who really didn't know what it was about...”
“There is all that sort of stigma attached to Victoria Dock. Hopefully it's just going to make people realize it's just an area that's got a lot to offer.”
(Focus Group Respondent: Residents)
The project has also encouraged residents to explore other ways to celebrate the history and heritage of the local area. 
“There's an awful lot of history on the dock that could be developed, isn't there?”
“You feel as though something else can happen [on Victoria Dock]”
(Focus Group Respondent: Residents)
Theme 3: Community Cohesion

A number of respondents in the residents focus groups talked about there being a strong sense of community in Victoria Dock before Flood, but the project has brought together the disparate groups and strengthened the sense of community across the whole estate. 
“What Slung Low did was bring everybody together. We were a community, but that bit was over there, that bit was over there...so it brought everybody together in the one place.” 
(Focus Group Respondent: Resident)
4.6. Media Coverage & Analysis

Cornershop (one of Hull 2017’s PR agencies) have undertaken a detailed analysis of the media coverage for ‘Flood’. The full report is provided in Appendix 31.

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

4.6.1. Coverage Volume
‘Flood’ secured a total coverage volume of 247 across print, online and broadcast, which equated to a total readership of 630 million and estimated AVE (Advertising Value Equivalent) of more than £780,000.
The largest amount of coverage throughout the year was in December when ‘Flood’ was repeatedly chosen as a highlight of the year and celebrated for its ambition and scale. These mentions appeared across the BBC network as well as in local media. 
The second largest spike in coverage took place in August around the time of the BBC2 Performance Live broadcast of Part Three: To The Sea with guest blogs by Alan Lane appearing in The Big Issue North and Broadway World, television previews in The Times and the Guardian, as well as key local arts features in The Yorkshire Post and The Hull Daily Mail.
Volume of coverage grew steadily throughout the year, peaking around the four performances and/or broadcasts, culminating in a large amount of coverage at the end of the year when ‘Flood’ was selected as a highlight of 2017 on the BBC News Channel.

Editorial coverage around the time of ‘Flood’ was largely neutral with 25% positive. Flood has often been praised for its community inclusivity and accessibility, as well as ambition and scale.
93% of all coverage originated from the UK although there was also a large amount of coverage and shares in the US by Broadway World accounts. There were also mentions in South America and Australia. 
Flood creative team members were all credited in the official press materials, along with key partners. 

4.6.2. Coverage Highlights

There were 14 newspaper pieces in print, including national publications such as The Guardian, The Sunday Times, The Times, Daily Mail and TV Times. Within local news publications (print and broadcast), there were 52 articles including the Hull Daily Mail, The Yorkshire Post and The Yorkshire Evening Post.
Print highlights include:

· A double-page spread in The Guardian, previewing Part 2 and featuring an interview with Artistic Director of Slung Low, Alan Lane;

· TV previews of Part 3 in The i, The Guardian, The Daily Telegraph and The Sunday Times (Critic’s Choice), and; 
· A full-page review in The Observer.

· Flood was described as ambitious and ground-breaking.
4.6.3. Broadcast Highlights
There were 121 mentions across TV and radio, with syndication across regional BBC stations.

Broadcast highlights include coverage by regional BBC radio stations in the local area as well as nationally on Radio 4. 

4.6.4. Online Highlights
There were 112 mentions across online news pieces including BBC News, The Observer and The Times.

Online highlights include large images of Part 4 in The Guardian and Exeunt Magazine. Positive quotes include:

“Lane and Phillips know it’s an old dream they’re presenting, but they do so with such profound commitment that by the end I wasn’t just gripped, or absorbed, but humbled.”, 
(Maddy Costa, Exeunt Magazine)
“Slung Low’s show impresses with its technical mastery.”

(Will Ramsey, The Stage)
4.6.5. Website Traffic Generated
The www.hull2017.co.uk website received 936 click-throughs from online editorial content related to ‘Flood’. The website had 33,506 page views of ‘Flood’ content.

In addition, a dedicated microsite was developed for ‘Flood’. This contained a range of audiovisual digital content such as news articles, interviews, behind-the-scenes footage, podcasts and ticketing information.

The ‘Flood’ microsite was visited 21,526 times by 16,423 unique visitors. The average time spent was 59 seconds, and the most visited page with 736 views contained a video summary of the story so far (http://flood.hull2017.co.uk/flood-the-story-so-far). 

4.6.6. Video Engagement
Both the Hull2017 website and the ‘Flood’ microsite directed visitors to the video for ‘Flood: To The Sea (Part One)’ on Youtube. In total the video had 19,948 hits.

The video was also hosted on Hull2017’s Facebook page, where it reached 110,840.
The total reach was therefore 133,788.

4.7. Social Media Analysis

Social media coverage of ‘Flood’ has been analysed, utilising Falcon Social. The period looked at ran from 9 August 2017 to 9 November 2017 using the keywords:
· Hull 2017;
· Slung Low; and

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

4.7.1. Coverage Volume

Over this 3 month period, which includes the announcement of ticketing information and performances of Part 2: Abundance and the Parts 2 & 4 omnibus, and the BBC2 broadcast of Part 3: To The Sea, there were a total of 291 mentions, representing an average of 3 mentions per day.

Over the time period analysed, the peaks in mentions coincided with the BBC2 broadcast of Part 3: To The Sea and both the live performances at Victoria Dock.
Social media channels were by far the most active generators of mentions, with Twitter accounting for 73% of all mentions during this period. 17% were from Instagram. 
4.7.2. Sentiment

Analysis of the mentions made suggests that 58% of mentions were neutral and 40% were positive. On the first four days of the omnibus screening (4th – 7th October) positive mentions peaked above neutral mentions, whilst on the last day neutral comments slightly outperformed positive mentions.

Comparatively, negative mentions were minimal, with less than 2% overall.

4.7.3. Reach

The vast majority of mentions took place in the UK, although it was also mentioned in the USA, Spain and Australia.
4.8. 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 40, Page 103).

Table 40: SWOT Analysis – Place Making
	STRENGTHS OF FLOOD 
	WEAKNESSES OF FLOOD 

	· Successfully introduced both residents and visitors to a part of the city that they had previously not visited.

· The project has led to increased community cohesion and a sense of pride amongst the residents of Victoria Dock. 

· Residents say they now feel part of the Hull2017 story.
· The television episode reached a significant, national audience, which raised the profile of Hull and the City of Culture programme.

· Most audience members report having discovered that there is more to Hull than they thought.

· Stakeholders would all speak more positively about the city as a result of attending Flood.
	· National press coverage was limited, despite the ambitious and innovative nature of the production
· The project received little recognition within the arts sector.

	OPPORTUNITIES IDENTIFIED BY FLOOD 
	THREATS IDENTIFIED BY FLOOD 

	· Victoria Dock residents have been galvanized by the experience; there is a real appetite to be involved in similar projects moving forward.
· Generated interest in the history and heritage of Victoria Dock.

· Generated interest in the City of Culture’s wider artistic programme, encouraging residents to explore Hull.

· Media coverage has brought some national attention to the area.
	· The reluctance of arts critics to travel outside London.
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