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5. Economy

5.1. Introduction
Economy is one of the key themes of Hull 2017, made up of one aim relevant to ‘Made in Hull’ and its accompanying objectives:

· Aim 5: Strengthen Hull and East Riding economy 

· Objective 10: Increase visitor numbers to Hull

· Objective 11: Delivering economic benefits for the city and city region. 

‘Made in Hull’ will be evaluated, referencing these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the project’s specific aims and objectives (see Chapter 1).
5.2. Motivations to Visit Hull City Centre
Compared to ‘Place des Anges’, where the event itself was the main reason why 9 in 10 visitors to the city centre were in Hull, ‘Made in Hull’ and ‘In With a Bang’ were slightly less likely to be the main motivation for being in Hull. 
In the case of ‘Made in Hull’ the difference is approximately 3%. For ‘In With a Bang’ the difference was even greater (13% less than with ‘Place des Anges’ and 10% less than with ‘Made in Hull’).
Table 41: ‘Made in Hull’ as Reason for Visit to Hull City Centre 

	
	Made in Hull

(n=600*
	In With a Bang

(n=830)
	Place des Anges

(n=357)

	Mainly
	88%
	78%
	91%

	Partly
	10%
	17%
	7%

	Not at All
	2%
	5%
	2%

	*Visit 1



When comparing the extent to which ‘Made in Hull’ was the cause of people visiting Hull city centre on the day they attended the event by demographics, the main influencing factor appears to be age.
Those in the younger age groups were less likely to have come to the city centre just for ‘Made in Hull’.

Table 42: ‘Made in Hull’ as Reason for Visit to Hull City Centre 

	
	Age
	Gender
	Area of Residence
	Deprivation

	Mainly
	13-34 years
(77%)

35-64 years
(91%)

65+ years
(91%)
	N/A
	N/A
	N/A



In terms of specific reasons for the visit ‘Made in Hull’ was the main reason that 3 in 5 visitors were in Hull, whilst 1 in 5 stated it was because of the city’s ‘City of Culture status’. It is difficult to directly compare this with the answers for ‘Place des Anges’ as the categories changed slightly in the 2017 questionnaire. However, of note is that amongst ‘Place des Anges’ audience, general leisure purposes and taking in some arts/heritage/culture generally were significantly more likely to have motivated the visit. 
Table 43: Main Reason for Visiting Hull

	
	Made in Hull

(n=600)*
	Place des Anges

(n=164)

	Just for this event
	59%
	75%

	Because Hull is UK City of Culture 2017
	21%
	N/A

	Here for general leisure purposes – shopping and eating out
	5%
	10%

	To visit friends and family
	4%
	6%

	To take in some arts/heritage/culture generally
	2%
	9%



When comparing answers to this question amongst ‘Made in Hull’ audiences by demographics, City of Culture status seems to have a greater influence amongst older audiences than younger ones; whilst visiting friends and family seems to have a greater influence amongst people that live outside Hull & East Riding.
Table 44: Main Reason for Visiting Hull 

	
	Age
	Gender
	Area of Residence
	Deprivation

	Because Hull is UK City of Culture 2017
	13-34 years
(13%)

35-64 years
(20%)

65+ years
(25%)
	N/A
	N/A
	N/A

	To visit friends and family
	N/A
	N/A
	Other UK residents 
(17%)

East Riding residents
(2%)

Hull residents
(1%)
	



These results have several implications:

· They indicate that people are coming to Hull city centre in 2017 to engage with multiple City of Culture events and activities, which was not part of the offer with ‘Place des Anges’.

· A proportion of younger audiences (16-34 years) are potentially more likely have engaged with ‘Made in Hull’ because they were brought to the event by friends and family members, or because they came across the event when coming to the centre for other reasons. This suggests that the promise of the event did not engage many young people. If this age group are to be engaged there is perhaps a need to programme events with a greater focus on their wants and needs.

· Hull, in 2017, is aligned more than ever with City of Culture status, and less so for art, culture and heritage generally. This signals City of Culture status is doing what it set out to do, but also highlights the need to focus on legacy and how in 2018 the loss of City of Culture status does not negatively affect visitor motivations. 
· The VFR (Visiting Friends and Relatives) market is a significant one, so finding ways to encourage residents to sell “What’s On” to friends and family could be a key way of increasing awareness and likelihood to visit. It is likely that this section of the visitor market may miss the more traditional marketing materials accessible to visitors that stay in hotels, B&Bs or come specifically to experience the city and its offer.

However, the above should be treated with a level of caution, as these questions were also asked of Hull residents within the ‘Made in Hull’ survey, to inform motivations for visiting the city centre amongst Hull residents living outside the area. As such, a level of bias may have been introduced.
5.3. Visitor Profile – Non-Hull Residents
For ‘Made in Hull’ the percentage that did not reside in Hull, and are therefore classed as visitors was 47%. For ‘In With a Bang’ visitors made up 50% of the audience. This compares with 46% for ‘Place des Anges’ in 2016. 
Analysis of the visitor data from all three events (see Table 45), shows that the breakdown of staying visitors vs. day visitors has remained roughly the same from 2016 to 2017, though there is a significant difference in regard to ‘In With a Bang’ vs. ‘Made in Hull’ and ‘Place des Anges’. It is not clear why this is so, but may link to the combination of fireworks and New Year’s Day – ‘Place des Anges’ took place in the summer, and ‘Made in Hull’ was on for seven days, as opposed to one.
Table 45: Main Reason for Visiting Hull

	
	Made in Hull

(n=321)*
	In With a Bang

(n=)
	Place des Anges

(n=422)

	First-time visitors 
	4%
	N/A
	2%

	Repeat visitors
	96%
	N/A
	98%

	Day visitors

	89%
	86%
	90%

	Staying visitors
	11%
	14%
	10%

	*Visit 1


5.3.1. Staying Visitors – Length of Stay

Despite ‘In With a Bang’ attracting a slightly higher number of staying visitors than ‘Made in Hull’, the staying visitors for ‘Made in Hull’ were likely to stay more nights than those who came for the fireworks. There has also been a significant increase of 1 night from the ‘Place des Anges’ audience in 2016.

Table 46: Staying Visitors - Length of Stay

	
	Made in Hull

(n=)*
	In With a Bang

(n=)
	Place des Anges

(n=422)

	Mean no. of nights 
	3.01
	2.48
	2.00

	Mean no. of days
	3.47
	3.12
	2.75


This suggests that now 2017 has started, visitors are coming to the city with the mindset that there will be more events and activities to engage with then previously, or that they are aware of more events and activities than was previously possible.
5.4. Visitor Satisfaction 

Visitors to Hull were asked to rate a series of statements linked to Visitor Satisfaction. Overall, very little seems to have changed regarding visitor experience in Hull since ‘Place des Anges’, except for city centre signposting and quality of accommodation:

· City centre signposting has significantly improved in 2017, suggesting that, with most public realm works finished, way-finding has become easier. As the remainder of public realm works complete in Season 2, this bodes well for the city.

· Quality of accommodation appears to have significantly worsened in 2017 - though base numbers for these ratings are low so are not based on many individual experiences. It will be necessary to monitor this statistic via future audience surveys to identify if action is needed.

Table 47: Visitor Satisfaction with Hull Offer

	
	Made in Hull (Strongly agree or Agree)
	MiH
n
	Place des (Strongly agree or Agree)
	PdA

N

	Overall value for money
	96%
	
	96%
	137

	General visitor welcome
	89%
	
	89%
	151

	Places to eat and drink
	69%
	
	70%
	112

	City centre signposting
	68%
	
	57%
	99

	Public transport
	75%
	
	77%
	53

	Quality of accommodation
	76%
	
	86%
	14



The relatively low score for places to eat and drink was an issue that came up within the Focus Group research for ‘Made in Hull’. Respondents had broad discussions about the lack of facilities available to people, particularly in terms of food and beverage. 
This was disappointing for them, as they expect this kind of wrap around offer at arts and cultural events. Some respondents also viewed it as showing a lack of opportunism amongst local businesses in the area. They felt that either the businesses had just been surprised by the numbers, or had not been sufficiently briefed about the what to expect. Either way, it was something that should be addressed for Hull to succeed as a cultural destination. 
‘There was one place to get a drink on Whitefriargate and that’s it!’ (Focus Group Respondent: Made in Hull Audience)
‘Yeah I think someone missed a massive opportunity there.’ (Focus Group Respondent: Made in Hull Audience)
‘It didn’t detract, but I think people would have spent more money in Hull wouldn’t they.’ (Focus Group Respondent: Made in Hull Audience)
‘On the opening night we walked round like everybody else did, and the only place you could get something to eat was McDonalds. Even the Costas were shut, everything was shut! And then by the time we’d walked round to the Deep and come back, I needed to go to the loo and went into the toilet and they’d shut all the toilets in Victoria Square. So there was nowhere you could go…there was no facilities anywhere.’ (Focus Group Respondent: Made in Hull Audience)
‘I think the point about the businesses…not being prepared for the volume of people and knowing that they could actually do very well out of it as well, because obviously that’s one of the objectives of the whole thing…I mean the thing was great but maybe they could have been better prepared, a bit more forewarned.’ (Focus Group Respondent: Made in Hull Audience)
As a result of this, Focus Group respondents suggested that pop up stalls, akin to those available at Christmas markets and music festivals, might have been a useful addition to the event planning.
‘It’s like if you go to Leeds you’ve got the German market there from well before Christmas to well after Christmas, and it’s fantastic and if they could have that down at the bottom end of Kind Edward Street or somewhere, or even on outside Holy Trinity Church.’ (Focus Group Respondent: Made in Hull Audience)
‘On a cold night like that, it’s nice to have a warm drink or a bag of chips or something isn’t it…I expected there to be some sort of vendors there or at least more coffee shops to be open. Because it’s nice if you’re stood with all that atmosphere going on around you, with like a nice hot chocolate in your hand. It just adds to it. Because it was freezing wasn’t it?’ (Focus Group Respondent: Made in Hull Audience)
5.5. Visitor Spend
Average visitor spend seems to have increased significantly in 2017, with both ‘Made in Hull’ and ‘In With a Bang’ showing a higher average spend on accommodation and other spend than for ‘Place des Anges.’
It should be noted, however, that the prompts of spend category were not provided for ‘Place des Anges’ audiences, which may have seen visitors to this event forget some areas of spending.

Table 48: Average Spend
	
	Made in Hull

(n=x-588)*
	In With a Bang

(n=x-693)
	Place des Anges

(n=16-162)

	Accommodation
	£60.00
	£69.00
	£44.13

	Food and drink
	£25.87
	£27.71
	N/A

	Shopping
	£7.01
	£3.09
	N/A

	Travel and transport
	£5.67
	£6.91
	N/A

	All Other spend
	£1.69
	£3.62
	N/A

	Total spend (not including accommodation)
	£40.24
	£41.33
	£22.90



As would be expected, the average total spend was significantly higher amongst other UK residents, than for East Riding residents and Hull residents:

· Other UK residents estimated spend = £88.34

· East Riding residents estimated spend = £42.10

· Hull residents estimated spend = £31.64.
This higher spend by other UK residents is predominantly on food and drink, shopping, travel and transport and accommodation. All these categories (except for accommodation) are also significantly higher among East Riding residents when compared to Hull residents.
This supports the widely held belief that the staying visitor market represents a great opportunity for Hull, and that cultural regeneration can result in significant economic benefits. Investment in the tourism infrastructure and tourism marketing is therefore going to be of paramount importance for the remainder of 2017 and beyond.  

Staying visitors from the ‘Made in Hull’ audience principally stayed with friends and family (58%), with 38% staying at a hotel and 4% at a B&B. This again reinforces the importance of using Hull’s residents as ambassadors and marketers for the city within their own circles.

5.5.1. Substitution – Activity and Spend

As detailed in Appendix 12, substitution is defined by the HM Treasury Green Book as the substitution of one activity for a similar activity. Audiences for ‘Made in Hull’ and ‘In With a Bang’ were both asked to state what they otherwise might have done and spent if they had not attended the event. This was not a question asked of ‘Place des Anges’ audiences in 2016.
The results show that ‘Made in Hull’ was much more likely to have inspired a visit to Hull City Centre than the fireworks. 

Table 49: Substitution Activity

	
	Made in Hull

(n=600)*
	In With a Bang

(n=)
	Place des Anges

(n=164)

	Would have come to Hull City Centre on day of ‘Made in Hull’, if ‘Made in Hull’ was not on
	18%
	23%
	N/A

	Would not have come to Hull City Centre on day of ‘Made in Hull’, if ‘Made in Hull’ was not on
	82%
	77%
	N/A

	*Visit 1


For ‘Made in Hull’, those in the 35-64 year age group, those from East Riding, or those from the least deprived parts of Hull were much more likely to not have come to the city centre on the day they visited, had it not been for the event.
This suggests that younger audiences, Hull residents and tourists from further afield, and those from Hull’s most deprived communities are audience groups that can be captured in a more opportunistic way. Events and activities that intercept the spaces where they normally visit or “hang out” are likely to engage these groups in ways which other programming or marketing methods fail to achieve.    

Table 50: Substitution - Activity 

	
	Age
	Gender
	Area of Residence
	Deprivation

	Would have come to Hull City Centre on day of ‘Made in Hull’, if ‘Made in Hull’ was not on
	16-34 years
(24%)

35-64 years
(14%)

65+ years
(19%)
	N/A
	Other UK residents (23%)
East Riding residents
(13%)

Hull residents
(21%)
	Least deprived (17%)
2nd Most deprived (20%)

Most deprived (33%)



Had they not come into Hull city centre to see ‘Made in Hull’ most audiences would have stayed at home (45%). This was particularly true of Hull residents (72%) and East Riding residents (70%).

Had they not come into Hull city centre to see ‘In With a Bang’ the majority of audiences would have stayed at home (88%).
5.5.2. Estimated Economic Impact: Audience Visitor Spend

Formal spend resulting from ‘Made in Hull’, will form part of the economic evaluation of the City of Culture year.  The audience estimates and spend figures from this research will assist in this. 

As an initial estimate, the audience of 327,324 people and 213,178 individuals had an estimated total spend of nearly £3 million (£2,916,723). Considering substitution (spend that would have occurred on activities instead of attending ‘Made in Hull’), the results show additional spend (additionality) of just over £1 million (£1,021,241) for the week-long event.  
It should be noted that these figures do not include any multiplier effect.
5.6. Local Businesses
Despite Hull 2017 working closely with Hull BID to encourage local businesses to make the most of the opportunity that ‘Made in Hull’ offered them, a great proportion of businesses chose not to change their opening days or hours in response to the event – 69.4% had not changed their opening hours.

Where businesses did respond, this was predominantly on the 1 January to coincide with the fireworks, and then later in the week (presumably in response to the high footfall that ‘Made in Hull’ attracted).
Of all the businesses, those within the visitor economy offer (bars, fast food, cafes, hotels and visitor attractions) were 25% more likely to have stayed open longer ours or opened more days
. Retail businesses were 4% less likely to have stayed open longer hours or opened more days. 

This may reflect a belief amongst businesses that visitors to the event were more interested in eating and drinking, than they were shopping. 

This backs up what many of the Focus Group respondents fed back, about there not being sufficient facilities, and food and beverage offers available to people attending the event (see Section 5.4).

5.6.1. Impact on Businesses

Overall, the positive impacts on all businesses of ‘Made in Hull’ appear to have far outweighed the negative:

· 44 out of the 67 (50.8%) businesses responding to the question (5%) said it had a positive or very positive impact on their business; 

· 8 out of 67 (11.9%) businesses responding to the question, said it had a negative or very negative impact on their business.

For those visitor economy businesses, the positive impacts were even greater:
· 12 out of the 18 (66.7%) visitor economy businesses said it had a positive or very positive impact on their business.

Increased footfall/passing trade, increased trade/sales, the positive atmosphere in the city; and increased awareness/diversification of their businesses customers, were explanations given for this positive impact.

Negative impacts on businesses seemed to predominantly be about the ongoing works in the city centre preventing customers from accessing their business, or traffic congestion. 

One visitor attraction had experienced significant negative impact, as the road closures for ‘Made in Hull’ meant they could not operate.

Turnover & Profit

· 37.3% (n=25) of all businesses reported an increase in turnover, compared with January 2017;
· 26.9% (n=18) of all businesses reported an increase in profit, compared with January 2017;

· 20.9% (n=14) of all businesses reported a decrease in turnover, compared with January 2017;

· 16.4% (n=11) of all businesses reported a decrease in profit, compared with January 2017;

· 50.0% (n=) of visitor economy businesses reported an increase in turnover, compared with January 2017;

· 50.0% (n=) of visitor economy businesses reported an increase in profit, compared with January 2017;

· 22.2% (n=) of visitor economy businesses reported a decrease in turnover, compared with January 2017;

· 16.7% (n=) of visitor economy businesses reported a decrease in profit, compared with January 2017.
On average, where businesses chose to share figures:

· Turnover increased by 81%, with the largest percentage increase being 567%, and the largest percentage decrease being 100%;

· Turnover increased by £6,115 in actual terms;

· Profit increased by 146%; and 

· Profit increased by £645.50
.

Staffing
· 40.3% (n=27) of all businesses said they had given staff extra hours:

· 14.9% (n=10) had given staff between 1 and 10 hours extra

· 6.0% (n=4) had given staff between 11 and 20 hours extra

· 9.0% (n=6) had given staff between 21 and 30 hours extra

· 11.1% (n=3) had given staff between 31 and 40 hours extra

· 7.4% (n=2) had given staff between 71 and 80 hours extra

· 7.4% (n=2) had given staff 101 or more hours extra

· 40.7% of the businesses giving extra staff hours were in the visitor economy: 14.9% (n=10) had given staff between 1 and 10 hours extra

· 27.3% (n=3) had given staff between 11 and 20 hours extra

· 18.2% (n=2) had given staff between 1 and 10 hours extra

· 18.2% (n=2) had given staff between 21 and 30 hours extra

· 18.2% (n=2) had given staff between 71 and 80 hours extra.
Footfall & Booking

· 28.4% (n=19) of all businesses said ‘Made in hull’ had coincided with an increase in customers and room bookings;

· 14.9% (n=10) of all businesses said ‘Made in hull’ had coincided with a decrease in customers and room bookings;

· 38.9% (n=) of visitor economy businesses said ‘Made in hull’ had coincided with an increase in customers and room bookings;

· 22.2% (n=) of visitor economy businesses said ‘Made in hull’ had coincided with a decrease in customers and room bookings.
5.6.2. Arts & Culture Sector and Visitor Sector

Despite the existence of negative impacts on some of the city’s businesses, the overwhelmingly positive impact on most businesses should hopefully be enough to inspire further buy-in from others, especially those operating in the visitor economy. 

There appears to be a need for a significant “cultural” shift amongst many local businesses, to act in a more entrepreneurial and opportunistic way, and see how closely intertwined the success of the arts and culture, visitor and retail sectors are. Each can benefit from the growth and accomplishments of the other.

5.7. SWOT Analysis – Economy
To summarise the key learnings from the above evaluation of Economy outcomes, the key strengths, weaknesses, opportunities, and threats have been identified and placed within a SWOT Analysis (see Table 51, Page 117).
Table 51: SWOT Analysis – Economy
	STRENGTHS OF ‘MADE IN HULL’ & ‘IN WITH A BANG’
	WEAKNESSES OF ‘MADE IN HULL’ & ‘IN WITH A BANG’

	Significant “puling power” demonstrated by both events amongst local, regional and national audiences
Compared to 2016, visitors to the events stayed for a longer average period of time
Slight, though not significant, increase in first-time visitors compared to ‘Place des Anges’

Predominantly positive economic benefits brought to the city, with many businesses reporting increases in footfall, awareness, turnover, profit and staff hours
	Younger age groups (16-34 years) not inspired to come to the city centre just because of the events, relative to older audiences 

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

	City of Culture status is a significant driver in attracting visitors to the city centre, which for 2017 represents an opportunity that should be exploited in attracting both first-time and repeat visitors
The VFR (Visiting Friends and Relatives) market represents a significant market for Hull currently and could be capitalised upon if ways were find to encourage residents to act as ambassadors and marketers for the city

The increased average length of stay suggests and openness or greater intention amongst visitors to engage with multiple events and activities in the city

The staying visitor market represents an opportunity for significant economic benefits if it can be increased

The new public realm could be significant in repositioning the city and improving visitor satisfaction

Audiences for arts and culture in Hull could be diversified (particularly younger age groups, visitor and residents from the most deprived areas of the city) through events and activities that are interventions in a public space where they already frequent  

Local businesses buy into how intertwined the success of the arts and culture, visitor and retail sectors are, and get behind the year to ensure that post-2017 people see Hull not only as a place for arts and culture, but also a city with a great wrap around offer 
	City of Culture status is a significant driver in attracting visitors to the city centre, which for 2018 onwards represents a threat to the city, when it no longer is City of Culture

Accommodation quality, if not significantly improved, could negatively impact on visitor satisfaction and the likelihood of repeat visits and Hull’s vision to be a world-class visitor destination




� It should be noted that the sample size of visitor economy respondents is small at 18, so results should be treated with caution


� Not all respondents chose to share their % or actual change in turnover and profit, so results should only be used as suggestion of impact in this area.
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