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Chapter 2: Process Evaluation


2. Process Evaluation 

2.1. Introduction

To inform the planning, development and delivery of future projects, a series of questions were asked linked to the process of Made in Hull. Respondent groups targeted with these questions were:
· Core Project Team (CPT);
· Artists;
· Delivery Partners; and

· Audiences.
A full write up of the research and consultation undertaken with these groups is provided in Appendices 1, 5, 12, 16 and 18.

In terms of these respondent groups, the focus of the Process Evaluation included the following:
· Motivations;
· Concept and Creative Development;
· Project Management;
· Production Management; 
· Marketing & Communications

· Audience Satisfaction;

· Accessibility; and

· Legacy.
2.2. Motivations 
The status ‘UK City of Culture’ was clearly a significant motivation for many creative professionals, potential partners and audiences, when choosing to work on or attend Made in Hull. 
In terms of working on Made in Hull this was particularly true of the CPT members. For Artists and Delivery Partners, UK City of Culture status had an influence with some, however, with Artists it was often the concept and subject matter being interesting, and growing their profile that were more important.
With audiences, 25% of respondents to the post-event survey stated that their main reason for attending Made in Hull was ‘Because it’s part of Hull UK City of Culture 2017’, most closely followed by ‘Other’ (20%); ‘General Interest in this type of event’ (16%) and ‘It’s a unique experience not to be missed’ (14%). 
Those selecting ‘Other’ were asked to specify their reason. The most commonly stated reasons were to specifically see the Queen Victoria Square installation; recommended by others to go; and being there for the Fireworks, which meant they could take advantage of also going to see Made in Hull. Several respondents also stated the event itself and curiosity as motivators to attend.  
Focus group respondents, in providing their reasons for attending, stated that there had been a building of anticipation since winning the bid, and a general curiosity about what events would be like. Some even went as far as to say they came to see City of Culture fail, but Made in Hull had forced them to reassess this viewpoint.
‘Basically I just wanted to see what it was all about and I’m proud to be part of Hull and everything that’s going on because it’s done wonders for Liverpool, so I thought maybe it might do the same for Hull.’ (Focus Group Respondent: Made in Hull Audience)
‘I was anticipating this event really, from hearing that we’d won this...I felt very proud, I’ve lived in Hull all my life so I was really looking forward to these events, so obviously once I knew what was going on, I was visiting the website and what have you, and planning my excursions into town really.’ (Focus Group Respondent: Made in Hull Audience)
‘I was one of the city of culture’s sceptics, and I wanted to see how…because I was expecting it to fall flat on its face and I have been so, so turned around it is unbelievable. I’m so proud of it.’ (Focus Group Respondent: Made in Hull Audience)
In addition to UK City of Culture status, the calibre of the other individuals working on the project was a significant deciding factor in CPT members and Artists choosing to be involved, as was being personally invited; personal connections with Hull; a desire to challenge negative perceptions of Hull, or champion the city; and to share specialist skills and expertise.

‘I was very happy to think that at last Hull could be recognised as a city of some worth and not just a city to be ridiculed at every opportunity in the media.’ (Artist)

Delivery partners also talked of their role in researching and providing content for the event, and the opportunity to raise their profile.

As with the artists, a desire to get behind the city and, challenge the negative perceptions held towards it motivated audiences to attend, alongside celebrating the city with friends and family.
‘We’ve got a 3-year-old little girl, so I really wanted to take her to the main event, show her the fireworks and just can’t wait for this year to be able to show her the city that she’s been born into, and all the events that are planned.’ (Focus Group Respondent: Made in Hull Audience)
‘Born and bred in Hull. I’m quite proud of being from Hull anyway with its history and its heritage and everything else, despite what the sceptics say about it being you know the worst place to live and everything else.’ (Focus Group Respondent: Made in Hull Audience)
Some audience members also wanted to feed their interest in the history and heritage of Hull.

‘I’m interested in the history of the Hull area and wanted to see how it was being represented really.’ (Focus Group Respondent: Made in Hull Audience)
2.3. Concept and Creative Development

Hull’s history and heritage was the driving force behind the concept and creative development of Made in Hull, and a decision was made to be unashamedly “Hull-centric”.

In focusing on the last 75 years, the event also chose to appeal to as wide an audience as possible, being an exploration of events and situations that can be remembered by people still alive today. This naturally meant that some aspects of the event went further back into the past than others, which in turn meant they were more explicitly “historical” than others, and led to all but one of the artists saying they had developed their piece to ensure they engaged with Hull’s rich history and heritage. 
This was reflected in the consultation with Delivery Partners, several who provided archive content - including film, maps, books, and images. The type of content being sourced was principally the result of group discussions with the Artists, and then individually focused work in follow up to this, particularly in terms of Arrivals and Departures.

The desire to reach a broad audience certainly challenged a few artists, who had to ensure that the artwork they delivered also met this aim. 
As an additional layer, Made in Hull purposely chose not to just present a factual retelling of the city’s memories and stories. It had a desire to interpret the history in a way that gave people new perspectives and stirred within them an emotional response.

‘We didn't want to tell the dry history but the lived history. We want to express how that history has brought us to 2017.’ (Member of CPT)
To achieve this, the CPT and Artists approached the histories in a variety of ways. This is illustrated within Figures 1 and 2 (see Pages 14 - 15). 

Figure 1: Approach to Subject Matter by CPT
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Figure 2: Approach to Subject Matter by Artists
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The CPT also engaged with several heritage institutions and professional historians to augment their own existing knowledge of this period, as well as to uncover hidden aspects of the city’s past that could be shared with audiences.

Once the initial concept was sufficiently developed, a series of creative briefs were developed for up and coming, and local artists known to the team. These creative briefs were purposely kept loose to provide artists with the opportunity to undertake their own research into the history they had been asked to respond to.

For the artists this was both exciting and challenging, and all reported feeling that they had been given the necessary freedom to explore a wide range of ideas. A few artists built upon the partnerships developed with heritage institutions and professional historians, by working directly with them to discover, source and supply archive content for their work; to inform the development of their piece with historical facts and information; and to check the accuracy of what they presented. They also let the history lead the art, rather than the art lead the history.
‘We were asked to include archive video footage in the piece but research proved that there was very little to find - so we switched to the use of archive photography instead.’ (Artist)
As such, the creative briefs were universally accepted as key successes of Made in Hull. They were the moment that the project began to come alive; energised further by the discoveries of Artists during their Research and Development (R&D) phase and the influence of their own artistic practice. These latter inspirations challenged any preconceived ideas the CPT may have had about how best to communicate and present the stories. The CPT in turn were then there to challenge and support the Artists in the further development of their full proposals.
Equally, as proposals came forward from the artists following their R&D phase, the CPT began to question their original ideas about where to locate the event. In response to the need for architectural canvases that had more relevance, gravitas, and appeal than Ferensway; as well as a need for an area where crowds can naturally congregate, Queen Victoria Square was selected as the starting point for the event. A ‘natural’ trail was then identified as other locations were explored. 

‘First of all we were going to use Ferensway because we could see it was crying out for love. But people will naturally congregate on Queen Victoria Square, so we moved it there and the rest of the trail just seemed to fit together perfectly.’ (Member of CPT)
In turn, the creative process of Artists was affected, as they responded to the locations selected for their installation. The form of the building dictated the artistic approach in several cases.

‘The two main contributing factors [to the artistic concept] were the actual form of the building we were to project onto and the nature of the history.’ (Artist)
This collaborative approach to the concept and creative development of Made in Hull was a key strength to the project, enabling:

· Greater focus on the ideas at conception stage;

· Links to be made to necessary advice and resources; and

· Delivery on time and on budget.

Certainly, where a greater level of collaboration took place between the CPT and Artists, the results were felt to be most successful; as were the instances where artists had chosen to challenge themselves. 
One area where collaboration could have been improved was between the Artists themselves. Some artists felt the overall narrative of Made in Hull would have benefitted from closer cooperation, as concepts could have been adapted slightly to ensure a greater synthesis. 
2.4. Project Management

Project Management for Made in Hull was successful in the main, with communications with Hull 2017; development meetings; contracting; cross-team communications; access to information, resources, and people; and the overall explanation of the Made in Hull project (concept, aims and objectives) being given strong average ratings by all.
Variations in the level of these average ratings, however, seemed to exist amongst respondent groups:

· Communications, were seen to have worked well in the main, though within the CPT and amongst Delivery Partners there were felt to be occasions where communications slipped. This appears to be linked to a lack of connection between those creating the overall narrative having sufficient access to the commissioned artists, and a lack of knowledge about delivery timescales and the overall project;
‘Changes in project management, lack of significant funding, an unclear idea of requirements from some artists, and changing timescales made delivery quite difficult.’ (Delivery Partner)
· Development Meetings, including frequency and quality; and contracting, including the explanations of roles and responsibilities were given a slightly lower score by the Artists. 

The lower score for contracting by Artists appears to link to concerns over the lack of clarity on project milestones. Some Artists also struggled with the level of paperwork required by the project. This may signal a need to manage expectations more clearly with Artists from the start about what will be expected of them regarding project administration and input in Monitoring & Evaluation (M&E), i.e.:

· These aspects must be specifically discussed, outlining individual roles and responsibilities at contracting stage, so they do not come as a surprise; and in turn
· It should be clearly explained that where a project is in receipt of significant funding from public funders, which in turn pays their fees, there is a level of accountability for all involved.
In addition to the above, key learnings from the CPT, Artists, and Delivery Partners, regarding Project Management were the need for clear leadership, communications, and time:

· Leadership: there should be one leader, with strong leadership skills, who takes control of the project and is the reference point for the team;
· Communications: there must be clarity about the communication channels within the project to ensure effective sharing of information and support, both between individual members of each group and between each of the groups
; and
· Time: there must be sufficient time across the whole project, from initial concept development, through project planning and development, to project delivery (this is true of the project and for the individual commissions making up the project).
2.5. Production Management

Production Management for Made in Hull was considered successful across all respondent groups. The CPT seemed to be slightly more favourable than the Artists, when rating the lighting, sound, and installation of the event, though Artist opinion did link specifically to their own artwork, rather than the event as a whole.

Artists reasons for the slightly lower average scores were attributed to a lack of communication and understanding about technical needs, which in turn led to them needing to make last minute alterations. Some artworks were also not ready for the launch, suffering delays because of technical issues, the fault of which was seen to lay with Production, as opposed to the Technical & Operations Crew. Artists widely praised the latter, saying they were knowledgeable and responsive, though this was not the viewpoint of every artist consulted.

These delays and last minute alterations to locations were not lost on all audiences. Within the focus groups some expressed their disappointment in not being able to see all the installations.

 ‘Well we spent 10 minutes looking for Hullywood Icons, walking down the street walking like this ‘am I missing something?’.  Until you find someone in a purple t-shirt, like “You’re a bit lost aren’t you?”, “A little bit, where is this?”, “No, it’s not on”.’ (Focus Group Respondent: Made in Hull Audience)
The CPT, were less favourable towards the Technical & Operations Crew, with a number describing them as inexperienced. 

These apparent differences in opinion of the Technical & Operations Crew, perhaps signals the need for:

· A greater level of communication between each player (Artists, CPT, Production and Technical & Operations Crew) in the lead up to installation and live delivery; 

· A greater lead-in time to plan for delivery of the live event, and enable greater levels of communication, so that all necessary information is disclosed; and  

· A greater level of clarity on the roles and responsibilities of each player (Artists, CPT, Production, Technical & Operations) within the planning and delivery phases of the live event.
Despite difficulties behind-the-scenes, in terms of the installations themselves, audiences reflected on the production quality of many of the installations, both through the Walk and Talk Groups and Focus Groups. Both the approach taken and the “production value” (see Chapter 3, section 3.5.2) of the artworks were praised. 
‘It’s all different ways of getting the information across that you don’t normally see. Not just text to read, it’s stuff to see and look at and watch.’ (Walk and Talk Group Respondent) 

‘It’s nice to see the shop windows filled, and using the spaces we’ve got rather than leaving them empty. And just interesting bits.’ (Walk and Talk Group Respondent)
2.6. Marketing & Communications

Word of mouth and media coverage were the principal ways that audiences found out about Made in Hull, most closely followed by digital platforms. In order to put this into context, Table 3 presents comparable data from both In With a Bang and Place des Anges (Hull 2017’s test event in 2016) audiences:

· Particularly significant with Made in Hull was the influence of TV coverage, relative to both In With a Bang and Place des Anges - 36% vs. 19% for In With a Bang and 12% for Place des Anges.
· Both Made in Hull and Place des Anges seemed to gain a good level of coverage in the printed media - 25% and 23% respectively, compared with 17% for In With a Bang.

· Advertising and printed promotional materials generated much greater awareness for Made in Hull and In With a Bang than for Place des Anges - 20% and 17% respectively, compared with 17% for In With a Bang.

· Particularly significant with Place des Anges was the influence of word of mouth recommendation, in person - 46% vs. 37% for Made in Hull and 23% for In With a Bang.

· Particularly significant with In With a Bang was the influence of digital platforms linked to Hull 2017, with 49% being made aware via www.hull2017.co.uk and Hull 2017 social media, vs. figures in the teens for both Made in Hull and Place des Anges.

Table 3: Marketing & Communications 

	
	Made in Hull

(n=600)
	In With a Bang

(n=830)
	Place des Anges

(n=357)

	Family/friends/colleagues told me in person
	37%
	23%
	46%

	TV


	36%
	19%
	12%

	Newspaper


	25%
	17%
	23%

	Advertising and printed promotional materials
	20%
	17%
	6%

	Radio


	18%
	15%
	10%

	Hull 2017 social media


	15%
	30%
	15%

	www.hull2017.co.uk

	16%
	49%
	12%

	Family/friends/colleagues told me by email
	15%
	15%
	10%



The principal difference between the three events was that Made in Hull received significantly more media coverage than the others, particularly at a regional and national level. As such, awareness via TV, newspapers and radio was evident. In turn, this demonstrates the advertising value that editorial coverage brings to an event.

The impact of ‘Family/friends/colleagues told me in person’ for Made in Hull vs. In With a Bang suggests that within the delivery year for a UK City of Culture, events that have a longer run than just one night, have the opportunity to build an audience via personal recommendation. This is explored in more detail in Section 2.7 (see Page 24). 
Equally, the greater awareness of advertising and printed promotional materials for the events that took place in 2017 vs. the 2016 Place des Anges event, suggests that the Marketing Campaigns for these projects has been significantly more effective. Comparing these Marketing Campaigns, to identify the key differences in terms of the marketing collaterals generated and distribution approaches used is advisable. 
Some Focus Group respondents fed back they found the Hull 2017 website difficult to navigate - they feel it works fine if you know what you are looking for, but seems less intuitive if you want to browse events. This may provide some explanation as to why Made in Hull audiences were less likely to select Hull 2017’s digital platforms as a way they found out about the event.
‘It’s not user-friendly, it’s not exciting, it doesn’t make me want to explore. You almost use the website once you know what you wanna do, which is to some extent the wrong way around. You know you should be browsing it, thinking that’s exciting, I’ll follow that up.’ (Focus Group Respondent: Made in Hull Audience)
Finding the right language to communicate what an event is, more clearly, was also mentioned in the Focus Groups. There was a sense that the description of Made in Hull, within the marketing materials, had not fully communicated what an exciting and emotional experience it would be. Had people been solely reliant on this in their decision to attend, it was felt that potential audiences could have missed out.

‘Also the descriptions were of images being projected onto buildings. Like my mum and dad, that really put them off, they couldn’t grasp it, so they didn’t want to take part. Whereas I think, by the time we’d been and I was telling them it’s an amazing experience, it was too late for them really to jump on board. So I think the way it was described wasn’t brilliant.’ (Focus Group Respondent: Made in Hull Audience)
It was also felt information about the format of the event could have been better (i.e. what the length of each installation was and predicted start times), as well as more accurate information about the installations themselves. 

For Made in Hull there was a significant difference in how a range of demographics affected the way that people had heard about Made in Hull (see Table 4, Page 22). 

Table 4: Marketing & Communications

	‘Made in Hull…
	Age
	Gender
	Area of Residence
	Deprivation

	TV
	55+ years
(45%)

35-54 years
(31%)

16-34 years
(25%)
	Male (40%)

Female
(32%)
	Other UK residents (43%)

East Riding residents (40%)
Hull residents
(29%)
	Least deprived
(32%)
2nd Most deprived (30%)

Most deprived
(22%)

	Newspaper
	55+ years
(37%)

35-54 years
(20%)

16-34 years
(10%)
	N/A
	Other UK residents (14%)

East Riding residents (27%)

Hull residents
(28%)
	N/A

	Radio
	55+ years
(24%)

35-54 years
(19%)

16-34 years
(5%)
	N/A
	Other UK residents (8%)

East Riding residents (21%)

Hull residents
(19%)
	Least deprived
(20%)

2nd Most deprived (20%)

Most deprived
(11%)

	Friends/family/ colleagues – via social media/ email
	55+ years
(7%)

35-54 years
(18%)

16-34 years
(7%)
	N/A
	Other UK residents (7%)

East Riding residents (13%)

Hull residents
(19%)
	Least deprived
(19%)

2nd Most deprived (17%)

Most deprived
(24%)

	Friends/family/ colleagues – told me in person
	55+ years
(37%)

35-54 years
(38%)

16-34 years
(47%)
	N/A
	N/A
	N/A

	Advertising and printed promotional materials
	N/A
	N/A
	Other UK residents (20%)

East Riding residents (19%)

Hull residents
(25%)
	N/A


These findings suggest that:

· Men, non-Hull residents, and those living in more affluent parts of the city are more likely to find out about events via TV;
· Older people and non-Hull residents are more likely to find out about events via the newspaper or radio;

· Those from the most deprived parts of the city and of an age where children are likely to still be living at home, are more likely to find out via friends and family sharing information online; and

· Young adults are more likely to find out about events via friends and family sharing information in person.

These aspects should therefore be considered when developing future marketing campaigns. Should any of these be a target audience, then the most appropriate methods of communicating with them should be selected, e.g. a young adults’ ambassador scheme, run in collaboration with the University of Hull, local colleges and youth groups; identification of community gatekeepers in deprived areas of the city, who can be invited to previews / dress rehearsals / events and encouraged to share information within their neighbourhoods and via their social media; or high profile media campaigns to attract visitors and older people.
Audiences for In With a Bang were also asked whether they had prior knowledge of Made in Hull before arriving into the city centre on 1 January, as well as if they had seen some of the event when in the city:

· 91% were aware of Made in Hull before arriving for In With a Bang;

· 85% saw some of Made in Hull when they came to the city, and of these:
· 94% saw the installation at Queen Victoria Square

· 60% saw the installations at Whitefrairgate

· 60% saw the installation at Zebedee’s Yard

· 53% saw the installation at The Deep

· 32% % saw the installation at High Street Underpass

· 31% saw the installation at Silver Street

· 29% saw the installation at Scale Lane

· 15% saw the installation at Humber Street.
This suggests that any cross-promotion of the two linked events was effective, and that the key message being pushed ahead of 1 January – that Made in Hull was the opening event for Hull 2017 - was heard and taken on board by the public.
2.7. Audience Satisfaction
Likelihood that audiences would recommend a similar type of event to friends and relatives was extremely high for all Hull 2017 events presented in Table 5, though significantly more likely for Made in Hull than both In With a Bang and Place des Anges. 
Table 5: Likelihood to Recommend 

	Score out of 10
	Made in Hull

(n=600)
	In With a Bang

(n=830)
	Place des Anges

(n=357)

	Very likely (9-10)
	90%
	86%
	87%

	Likely (7-8)
	9%
	9%
	11%



Local businesses were also asked to provide an overall rating of the event. On average businesses awarded the event 4.5 stars out of 5, even where they had reported perceived negative impacts on their own business.
This high level of audience satisfaction was seen to be a key success of the project amongst audiences, with Focus Group respondents feeling Made in Hull very much benefitted from positive word of mouth. The longer run (i.e. not being “one night only”) was seen to be key in enabling the event to capitalise on this. The week long duration of the event was also praised for enabling people the opportunity to attend on a variety of days and on multiple occasions.

‘I think it was an excellent idea it was on for the week. Because it created a snowball effect didn’t it. Word of mouth.’ (Focus Group Respondent: Made in Hull Audience)
‘I think it was good that it was on the week because like you said, you missed a couple of things so you could go back couldn’t you.’ (Focus Group Respondent: Made in Hull Audience)
‘I think a lot more people went later…I think that it just felt like a big wave.’ (Focus Group Respondent: Made in Hull Audience)
‘Because lots of people at work had seen it through the week and I didn’t go until Thursday, so there was a real building of anticipation for it.’ (Focus Group Respondent: Made in Hull Audience)
Audiences were also asked to feedback on staff and volunteer welcome (see Table 6 below). Across both events all were praised.
Table 6: Satisfaction with Staff and Volunteers 

	Strongly Agree or Agree
	Made in Hull

(n=600)
	In With a Bang

(n=830)

	Felt welcomed by staff
	92%
	90%

	Felt welcomed by Hull 2017 volunteers
	94%
	94%



Satisfaction with staff and volunteers was also high amongst delivery partners that attended the event.

· 60% (n= 3) strongly agreed or agreed that they felt welcomed by staff;
· 100% (n=5) strongly agreed or agreed that they felt welcomed by volunteers.

The implication from these findings is that both staff and volunteer training, as well as the briefings provided to both sets of Hull 2017 ambassadors, have been effective.

Focus Group respondents provided more insight into these attitudes, praising the stewards and volunteers for managing the flow of people so well, and for how informative they were.
‘I just thought [the volunteers] were so good and they were so informative, you know, they were just great. And I had several conversations that night with various people…They’re so enthusiastic and so positive.’ (Focus Group Respondent: Made in Hull Audience)
‘I was so impressed with the volunteers more than anything to be honest, and I spoke to three or four of them and they were absolutely fantastic.’ (Focus Group Respondent: Made in Hull Audience)
2.8. Accessibility
Within the Focus Groups, one respondent talked of their disappointment that social media had not been used as an additional delivery platform for both Made in Hull and In With a Bang. Though clips had been uploaded, it was felt that an opportunity had been missed to engage more young people and individuals with a disability or ill health, through live online broadcast.

‘I live in a world of Facebook and Twitter and it’s difficult to share some of the stuff that went on in a deep and meaningful way. We couldn’t go to the fireworks, my nephew wasn’t well…so we’d gone straight to the YouTube channel to try and watch it and it was s*!t… If we are genuinely gonna take this forward as a generational thing, that’s how the generations these days’ function. It is online.’ (Focus Group Respondent: Made in Hull Audience)
Despite these reflections on online access, there was praise for the variety of the installations presented, and how this made the event accessible to people of a range of age groups, as well as backgrounds.

‘I really like the fact that it was good for children.’ (Focus Group Respondent: Made in Hull Audience)

‘It was very much like a history of the working class really wasn’t it. It wasn’t elitist, and I think that is very powerful, I think that’s what makes people feel.’ (Focus Group Respondent: Made in Hull Audience)

2.1.1. Parking & Public Transport

Anecdotally, there was feedback that using public transport had been challenging. This included reports that Park & Ride users had been unable to get a return bus because of the volume of people. This had forced them to take a taxi to their car, at significant cost.
Feedback within the Focus Groups seemed to suggest that crowded buses for the return journey within the city were also common, though whether people saw this as a positive or negative varied. One respondent pointed out that, even with the difficulties using the buses, it was still a better option than driving. They had also heard from others about congestion at the larger car parks like Albion Street and Princes Quay.

‘We walked into the interchange and there was a bus in every bay. The full lot – I’ve never seen it ever…and the bus never left until there was standing room only…There was people saying “I’ve been sat on this bus 20 minutes!”. Well yeah, but you’re gonna get home a lot quicker because my daughters went in car, and they was an hour in the car park waiting to get out.’ (Focus Group Respondent: Made in Hull Audience)
Those who drove experienced issues to those using public transport, i.e. getting into the city had generally been ok if you knew where to park and came in early enough, but getting out had been a different matter.
‘I've got problems walking far and one comment would be for the maps to show parking.’ (Audience Member Email)

‘It was more getting out than coming in, I think if you wanted to come in, that wasn’t a problem, but it was when it had all finished and everyone was making a beeline to get back home and I thought it was murder.’ (Focus Group Respondent: Made in Hull Audience)
‘I came in twice with two lots of different people, and the first time it was horrendous trying to park – we ended up in Albion Street. But even then it took us about twenty minutes to find. The second time we took a group of friends that we went in earlier because we had a toddler with us so we came earlier, and we parked outside Trinity and it was fine. But you tried to get in about half seven, it was horrendous.’ (Focus Group Respondent: Made in Hull Audience)
However, those Focus Group respondents who were stuck in traffic said there was very little ill-feeling about this because of the ‘feel-good’ nature of the event.
‘It was a completely different feeling – if that had have been outside a football stadium or a concert hall, there would have been bibbing horns and effing this and fingers up in the air and all sorts, but there was none of that at all. It just felt right. It was weird. Well not weird, nice.’ (Focus Group Respondent: Made in Hull Audience)

2.1.2. Access Provisions at In With a Bang
In order to extend understanding around accessibility for Hull 2017 events, telephone interviews were also conducted with individuals who had attended In With a Bang, who had specific access needs.
Those interviewed had made use of the following official access provisions at In With a Bang:
· Blue badge parking;

· Audio description; and

· Seated area.

Information on Access Provision

The principal ways they had found out about access provisions available at the event were:

· Information Pod at Hull Paragon Interchange; and
· Word of Mouth.
One respondent stated that his and his wife’s visual impairments mean they find it difficult to use www.hull2017.co.uk, which is why they chose to use the Information Pod at Hull Paragon Interchange. They were subsequently given a number to call by volunteers, to try and book tickets. However, this had been an incorrect number and they missed out on tickets as a result, until a contact at Hull City Council was able to put them in touch directly with the Hull 2017 team. The respondent mentioned how well the team had done in putting things right when they went wrong, which was greatly appreciated.
This same respondent also mentioned how they frequently search for audio-described events on www.hull2017.co.uk, but that all the results tend to be for events that have already happened. One way around this could be to opt-in to emails specifically about events with different types of access provision, when registering on the website, so people receive this information directly to their inbox.

This same respondent’s experience finding out about the Made in Hull audio described tour reinforced this. It was only in attending In With a Bang, whilst returning their headset, they discovered this was on offer.

‘If we hadn’t have met the guy, we wouldn’t have known anything about it.’
The other respondent found out about In With a Bang access provision by HERIB, which is also where they got their ticket.

This same respondent had heard about the Made in Hull event generally, but chose not to attend as they had no one to accompany them (their PA was on holiday). Had there been a group visit arranged by Hull 2017 they said they would have gone, suggesting that the information about the audio-described tour had not been known to them.

As such, there is an implication that more needs to be done to make both the marketing and booking process more accessible for those with visual impairments, as well as be more proactive in developing targeted digital communications to those with access needs.
Pre-event Communications
Overall, pre-event communications were adequate, and respondents felt they were armed with the information needed. One aspect that could have been included within the communications that was not there, was information on where to get food ahead of the event.

Quality of Access Provision

Getting into the site for In With a Bang, accessing the headsets and finding a spot within the seated area were all praised for being straightforward. The seated area was also reported as providing a great view of the event.

‘It was very simple to get in actually, we just showed our tickets for our area and were directed to Area A. It was no problem whatsoever, we were guided through great.’ 

The audio-description of both In With a Bang and Made in Hull drastically improved respondent experience of the events, helping them to feel part of it and providing that extra “something”. For In With a Bang the description of the colours and the shapes of the fireworks were singled out for their excellence.
‘You can hear the bangs and feel the booms and stuff, but seeing fireworks doesn’t really do anything for the likes of us [visually impaired]. You’ve got to say, the lady that described it, the colour, the way they were going off in the sky…I can’t really express the difference it makes. It allows you to feel part of it. Makes you feel like you’re actually fully immersed in the experience.’
‘The lady that did the description, I don’t think she could have described it any better really. The way that she described it was really immersive, it really enriched the experience.’
‘I was really glad I got the headset because the lady who did the talking, explained all the different colours, when to me they were all just fireworks. So I was able to appreciate the colours of them as well, which obviously I couldn’t see by looking at them.’

 ‘The guy on the night [of the Made in Hull audio-described tour] even mentioned that Pluto was in the sky that night. For him to say that, you can’t put a value on that really.’

The soundtrack that accompanied the fireworks at In With a Bang did infringe a little on the experience, due to its volume, but moving further away from the speakers counteracted this. Providing such instruction to attendees using these provisions in future, at the point of giving over the headset, may therefore be advisable.

In terms of future considerations one respondent mentioned how for those with visual impairments, tactile aids can heighten the experience even further. For example, a friend of one respondent was given a model wind turbine at a talk on Siemens, which meant she could better imagine what ‘Blade’ looks like.

Impact of Provision on Intentions to Attend
Although not the sole motivation to attend an event like In With a Bang, for one respondent the provision of audio-description does increase likelihood to attend.

‘The attraction of having the audio description makes you want to attend it, rather than think ‘maybe we will, maybe we won’t.’

This extends into respondents’ future intentions to go to Hull City of Culture 2017 events. If they know in advance that audio-description is available, they are likely to make the effort to attend.

‘My only trouble at the moment is finding the events that are accessible.’

‘Now I feel that you would get looked after and you’re not left to your own devices, that’s obviously a big plus.’

For the other respondent, without audio-description, they would simply choose not to attend an event like In With a Bang.

‘I couldn’t have gone just to be hustled and bustled in the crowd. If we hadn’t gone as a group and in a special area, I don’t think I would have gone.’
In addition, respondents feel that simply by offering audio-description and tours, it shows that Hull 2017 is thinking about people with disabilities, when lots of other events or organisations fail to do so. 
Hull 2017 events do seem to be setting a precedence in the city regarding access provision. Thus, it seems that those with disabilities now have increased expectations for arts and cultural events, and will now proactively ask about access where they might not have before. The potential for dissatisfaction is therefore greater if the city’s cultural institutions and organisations do not consider this. 

2.9. Legacy
There was a desire expressed amongst Focus Group respondents to see Made in Hull again, or have some way to access its content. This in turn led to considerations around legacy, and the collective desire to see negative perceptions towards the city change. 
‘Is it going to come again, have they got any plans to reshow it?’ (Focus Group Respondent: Made in Hull Audience)
Respondents want to see increased investment and visitor numbers to the city, but recognised within their discussions that the success of this also depended on Hull’s businesses - particularly the retail, and food and beverage businesses - upping their game and providing the wrap around offer that visitors and local audiences for arts and culture expect.

‘Other people will think more positively about us, because other people have this negative image of Hull people. I mean like the Sun newspaper, after New Year’s Eve…’ (Focus Group Respondent: Made in Hull Audience)
‘Hopefully bring more business in because we do need the regeneration.’ (Focus Group Respondent: Made in Hull Audience)
‘I’m not a great fan of shopping, but the shopping experience is shocking. You know, so I’m thinking – will people come back next year? Bearing in mind perhaps a good percentage of those want to shop.’ (Focus Group Respondent: Made in Hull Audience)
‘And what Hull needs to think about is extending its hours so people have a reason to come into the city centre and that will have a knock on effect then, businesses will be drawn in, so I’m just hopeful that all of that continues and that next year, we’re actually left with a city that works for everybody and you know, is buzzing all the time and not just on a Saturday night, or whenever it is. It doesn’t just shut down.’ (Focus Group Respondent: Made in Hull Audience)

Table 7: SWOT Analysis – Process Evaluation
	STRENGTHS OF Made in Hull & In With a Bang
	WEAKNESSES OF Made in Hull & In With a Bang

	Clear explanation of roles and responsibilities provided to all involved

Clear explanation of the concept, aims and objectives of the project

The collaborative approach of the CPT, Artists, and Delivery Partners
Each member of the CPT having an area of expertise, which focused their input, strengthening the artistic vision of Made in Hull and giving clarity on how to deliver different aspects of the project 
CPT members and Artists resident in Hull provided strong personal connections and an understanding of the city, its people, and its key histories

CPT members and artists not resident in Hull helped provide a variety of perspectives that were seen to enrich the project
Clear and logical commissioning process, which allowed the right artists to be picked and artists to be sufficiently briefed
Adaptability and confidence within the project team to respond to a variety of influences, including the availability of content, individual artistic approaches

Collaborative approach amongst the CPT and Artists to concept and creative development

Allowing the histories uncovered to challenge preconceptions about what to present to audiences and how to present it, i.e. the history leading the art, rather than the art leading the history
A creative brief that allowed artists to have sufficient freedom to explore, respond to and challenge the ideas of the CPT 

City and its architecture guiding the layout and locational choices for the event

Focus of the history being within living memory (defined as last 75 years)

Focus to not just “retell” stories, but to think about their emotional impact

Focus on being Hull-centric within the artworks and narrative created
The duration of the event, over a week, which meant people had a good length of time in which to visit, could visit on multiple occasions to make sure they saw it all, and meant that word of mouth impact could build audiences
Audio-description of both events added real value for those with visual impairments, ensuring they felt part of the event

The combined use of historical content and modern artistic approaches, as well as the incorporation of some of the cities heritage buildings 

Utilisation and animation of empty shops

Level of media coverage secured by the event locally, regionally, and nationally

Impact of advertising and printed marketing materials significantly increased

Excellent level of customer service from staff and Hull 2017 Volunteers
	Lack of clarity of who was the “Project Lead” – sense that this was the responsibility of more than one individual
Communication channels between members of the CPT and each other, and members of the CPT and Artists sometimes failed, resulting in some artworks being less relevant and linked into the overall narrative than others
Lower level of engagement with some Artists meant that the focus and narrative was not as strong in some artworks, which impacted on audience engagement with these pieces 
Lack of reflection throughout the process, which would have built the confidence of the team
Time and budgetary constraints in general

Lead-in time was too short for the CPT, Artists, and several Delivery Partners

Level of detail within interpretation panels for many artworks was seen to be lacking
Relatively inexperienced Events Crew and Technical & Operations Crew, which had knock-on effects
Communication of individual roles and responsibilities not consistent, with some team members being unclear about what was expected of them, particularly regarding project milestones

Communications linked to individual technical requirements was sometimes lacking and led to misunderstandings and the need for Artists to make last minute alterations, or their installation not being set up on time

Lack of collaboration between each of the Artists, which could have created a greater synthesis between pieces, in turn better communicating the overall narrative of the project
Highlighted some accessibility and usability issues with www.hull2017.co.uk for those with little understanding of the Hull 2017 programme, or for those with visual impairments

Key messaging within marketing materials not felt to capture the essence of the event



	OPPORTUNITIES IDENTIFIED BY Made in Hull & In With a Bang
	THREATS IDENTIFIED BY Made in Hull & In With a Bang

	City of Culture status is a significant motivator in attracting creative professionals, some artists, and partners to work on a project; and a significant motivator in attracting audiences to attend events – it should therefore be fully exploited

Utilising the reputation of the members of the CPT and Artists to attract other team members is another way to get the people you want involved, as is personally inviting them for their specialism (flattery will get you everywhere)

Artists are predominantly attracted to a project by a strong concept and subject matter, so this needs to be considered when putting out invitations or briefs 

Identifying an events unique selling point (USP) will attract a significant audience who want to be part of those projects you “don’t want to miss”

There is an appetite to attend events and activities, and find out more about the wealth of history and heritage linked to Hull

Empowering creative professionals and local audiences to be the means through which negative perceptions of the city can be challenged is vital to success 
Utilising the history and heritage presented and explored within an event within the marketing and communications attracts audience that might not otherwise choose to attend arts events
Media (especially TV and newspaper) are a key tool to attracting males and visitors to events and activities
Schemes to develop ambassadors to spread word of mouth recommendations would be beneficial to attracting young people and those from the more deprived areas of Hull

Providing more live event access / event playback via digital platforms could be key to engaging young and socially isolated audiences
	Local businesses not opening or extending hours to provide a wraparound offer

Popularity level of event was unforeseen, which impacted upon the ability to respond quickly to all the challenges this presented
Desire to reach as broad a range of audiences as possible is extremely challenging when making an art work


� Group here refers to the respondent groups of the CPT, Artists, and Delivery Partners.
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