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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.
‘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).

4.2. Knowledge of Hull UK City of Culture 2017

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

· 80% (n=4) of CCT responding to the ‘Made in Hull’ pre-event CCT survey knew that Hull was UK City of Culture 2017 before they became involved in ‘Made in Hull’;
· 86% (n=7) of Artists responding to the ‘Made in Hull’ pre-event Artist survey knew that Hull was UK City of Culture 2017 before they became involved in ‘Made in Hull’; and

· 98% of audiences responding to the ‘Made in Hull’ post-event audience survey knew that ‘Made in Hull’ was part of the Hull UK City of Culture 2017.
This data shows 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 suggests that the Marketing & Communications activity in the lead up to 2017 have been working well at promoting the city and its status in preparation for delivery year.

4.3. Personal Changes in Perceptions of Hull
5 of 6 CCT members and 3 artists had personal connections to Hull, though the extent of these connections varied by individual. Currently living in Hull was the most likely connection that people had, whilst family connections were also significant.
As a result of this, some members of the CCT and artists already had a positive perception of the city. This was reflected in the fact that some were motivated to be involved in ‘Made in Hull’ because of a desire to challenge the more widely held misconceptions about the city.

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

· 4 out of 5 CCT members said they would speak about Hull more positively to others at pre-delivery stage;
· 6 out of 6 CCT members said they would speak about Hull more positively to others post-event;
· 2 out of 6 artists said they would speak about Hull more positively to others at pre-delivery stage; and
· 6 out of 9 artists said they would speak about Hull more positively to others post-event.

Reasons for these changes linked to an increase in their own knowledge about the city; surprise at what the city has to offer; reaction to the people of the city; and a realization that the city means business in 2017.
‘I think Hull is a wonderful and misunderstood city. It's an interesting paradox that it has traded on its isolation to some extent - it is part of the Hull brand to use clumsy shorthand. I will encourage people to visit Hull because it has its own centre of gravity.’ (CCT Member)

‘From a contemporary perspective I've learnt that Hull is not a backward city like I remember it. It's an interesting, artistic hub.’ (CCT Member)

‘I certainly wouldn't have known the community was as diverse as it is, or that there was so much public facing culture already established within the community.’ (Artist)

‘The project showed the cultural and historical depth of the city and the audience response was so warm and generous. An excellent event.’ (Artist)
‘It was a joy being part of such a successful event, which will be talked about for decades to come, and it leaves me wanting to contribute more to Hull's cause to become a city that many outsiders will want to visit.’ (Artist)

Where another answer was provided, it was always that they would not change the way they spoke about the city to others, as they already had a positive perception of it.

‘Hull is my home town, I enjoy living here, have said so in the past and would continue in the same way.’ (Artist)

Amongst Delivery Partners 2 out of the 6 stated they would speak more positively about the city as a result of working on ‘Made in Hull’. This was predominantly caused by the atmosphere created at the event and how the audience had embraced it, as well as how it showcased the city. Those who stated they would not change how they talked about it said this was the case because they would already have spoken in a positive manner. 

Audiences also reported how ‘Made in Hull’ particularly had opened their eyes to what Hull had to offer:
· 80% of audiences responding to the ‘Made in Hull’ post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’; and
· 67% of audiences responding to the ‘In With a Bang’ post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’.
Comparatively, 84% of audience at ‘Place des Anges’ strongly agreed or agreed that there was ‘more to Hull than [they] had expected’.
The respondents in the Walk and Talk Groups also spoke of how the installation at Queen Victoria Square had caused them to reflect on what the city had been through and how this has made it the place that it is today.

‘The thing is, it reminds you that Hull was a great place before it got blown to bits, and I think Hull in a lot of ways has struggled, certainly architecturally to try and get back. Because when you look around Hull, it’s all very different, it’s lost a lot of the original beauty of its buildings and what’s left is quite a lot of 60s monstrosities, which I’m pleased to say they’re trying to get rid of more and more of them and move on.’ (Walk and Talk Group Respondent)

Overall, the Walk and Talk Group respondents spoke of the great pride the event had instilled within them. This had come not only from what they saw and felt as a result of the installations, but also what they felt from the crowds experiencing it alongside them – that sense of togetherness that had been generated. 
This was also echoed within the Focus Groups with audience members for ‘Made in Hull.’

‘I really got a sense that it told people that actually, you’re really good. Look at all your past and heritage and look at Siemens coming in, and this is your new future. Someone’s invested in the city, and I felt it did suddenly make people think ‘yeah, we’re really good here in Hull’. (Focus Group Respondent: Made in Hull Audience)
‘I think it’s the air of excitement across it, you just… everybody felt as one I felt. Just…we were all in it together. (Focus Group Respondent: Made in Hull Audience)
The event had also made them look at their city differently, experiencing it in a new way and even visiting new parts of the city that they had not previously gone to.

‘One of the things was Zebedee’s Yard. Up until then I thought Zebedee’s Yard was a private place.’ (Focus Group Respondent: Made in Hull Audience)
‘I think there’s parts of Hull like that where - I was surprised about this place. We walk by them every day, love to know what’s in, and I get the chance to see them.’ (Focus Group Respondent: Made in Hull Audience)
‘The main thing is that we’re looking up now. I’ve been coming since I was a little girl down here, and you don’t look up and see all the beautiful architecture.’ (Walk and Talk Group Respondent)

‘There’s things you just walk past normally. Until it’s actually pointed out to you and someone says ‘oh, look at this’. And then you see it. You always walk past it but never realise it was there.’ (Walk and Talk Group Respondent)

‘It seems to be working for people who don’t know Hull as well. They seem to be coping with walking through…I think it’s amazing that people are then getting to see different bits. Even local people… I heard somebody say ‘I didn’t know this was here’…but if you don’t happen to go that area, you know?’ (Walk and Talk Group Respondent)
There appeared to be a great sense of excitement about what was already happening in the city in 2017 and what could be.
4.4. Changes in Regional and National Perceptions of Hull

As well as having their own perceptions of the city challenged, members of the CCT and artists spoke of their belief that regional and national opinion towards the city was changing as a result of ‘Made in Hull.’

3 out of 6 CCT members stated agree and the other 3 strongly agree in response to the question:

‘Please mark a point on the scale that best represents your level of agreement with the following statement about Made in Hull. Made in Hull has placed Hull nationally on the arts radar for the coming year.’ 
Equally members of the CCT talked of how there had been a distinct shift in the way that people from within the sector were talking about Hull, relative to how they talked of it pre ‘Made in Hull’.

‘Now people see the press they take Hull seriously when they talk to me about the place instead of joking about it as 'funny place to have city of culture' so it allows me to get serious and talk about the range of creative events unfolding in the city.’ (CCT Member)
‘Definitely seen Hull mentioned more on BBC down south, and by people in general.’ (CCT Member)
One Focus Group respondent spoke of how they had been trying for a long time to convince people to think positively about the year. It seemed that with the ‘Made in Hull’ event there had suddenly been a distinct shift in attitudes.

‘I feel like I’ve been pushing against the tide and going in the opposite direction talking about being positive for city of culture for god only knows how long, and then all of a sudden this happened, and I thought hang on a minute, resistance has stopped. And it was, it was very powerful.’ (Focus Group Respondent: Made in Hull Audience)
This was echoed by another respondent, referencing the scepticism of people they knew that there would be anything in City of Culture about or for the residents of the city.
‘I think people were feeling that the city of culture is not going to be about people of Hull because of certain things with the tickets and stuff leading up to it…My friends were like “I’m not interested, they’re not going to think about us”, and then we went and it was like the snowball effect, we said “This is good, this is about us”, and I think this in the [Queen] Victoria Square definitely made people feel like that.’ (Focus Group Respondent: Made in Hull Audience)
There was a sense that Hull was now being taken seriously by the outside world.

‘I showed people the film [You Tube clip] and people said right we’re coming up and they’re gonna come in March, and there’s a group of my old University friends are coming in February, and some of them haven’t been here for you know, ten years or twenty years. But because it’s city of culture they are coming, and that’s great.’ (Focus Group Respondent: Made in Hull Audience)
‘You have got people now who are coming up from London and various other friends throughout the country – some of who have never been to Hull! So they’re coming this year, because I’ve just been bombarding them with films and saying how fantastic this year’s gonna be.’ (Focus Group Respondent: Made in Hull Audience)
‘Ace, seriously ace. Just the city itself. Honestly, at my age you hear so much about it and you live through so much of it…but it always upsets me I think, people’s perception of this city…There’s a lot of passion in this city and I think this – this is only the first week isn’t it? It’s gonna leave a massive, massive legacy for the city, and an enormous demand for culture as well.’ (Walk and Talk Group Respondent)

Across all respondent groups people commented upon the level of positive press and media coverage they had seen in response to the event. 
4.5. Audience Response 

The CCT and Artists had an aspiration to instil a sense of pride amongst Hull’s residents with the event. In reflecting on the event they felt that this had been a success of the project, talking about the civic pride and sense of identity that was created; the memories shared and conversations about the past; the interest generated in the City’s history and heritage; and the creation of new long lasting memoires. 
The feedback from audiences seemed to reflect these observations, with discussions of how the city was a stage, and a very worthy one at that; that it had empowered people to reclaim the city;. 

4.5.1. The City as a Stage

Audiences fed back via the Walk and Talk Groups and the Focus Groups that they had been impressed by the way the event used the city’s built environment as the stage for the art works. This was seen to:

· Celebrate the city in a new way, and show off the new public realm;

· Encourage people to look up see things they might usually just walk past, or take for granted; and

· Introduce them to parts of the city that they may not realise existed, despite being resident there.

‘We took about two hours going round everything…it was kind of like an adventure in your own town. I don’t normally go wandering around at night and probably being at home or a restaurant, I wouldn’t be experiencing the outside of it.’ (Focus Group Respondent: Made in Hull Audience)

‘[The public realm] seems to be functioning well, not quite finished…But I think yeah, everybody really could feel it because they could see that it kind of…it looks better, the town centre looks better and you know.’ (Focus Group Respondent: Made in Hull Audience)
‘I mean we’ve got beautiful buildings haven’t we, and…being from Hull, we walk round kind of oblivious. These buildings being pointed out again to us, it was lovely.’ (Focus Group Respondent: Made in Hull Audience)

4.5.2. Reclaiming the City Centre

Focus group respondents expressed their surprise and excitement about the volume of people in the city centre after dark, which in turn had created a sense of pride and reflection of how animated the city centre used to be at night.
‘When I go back to the 70s and 80s when we moved here…there was always a lot of people around, it was always a busy city centre. It’s not so busy nowadays, but this dragged an awful lot of people out.’ (Focus Group Respondent: Made in Hull Audience)

‘It was great to see so many people out in that week. The first week in January. Where around the country are there so many thousands of people out in the city? …I’ve never seen so many people out in the centre of Hull. And I remember thinking there can’t be a city in the UK on the 7th of January that’s got so many people out and about.’ (Focus Group Respondent: Made in Hull Audience)

‘You’d think it would be deserted, but it’s chocka block, like rush hour coming into Hull on the evening.’ (Walk and Talk Group Respondent)

‘Well I mean I’ve never seen scenes in town like this. It’s surreal.’ (Walk and Talk Group Respondent)
‘This has just been so fantastic, I’ve never seen the city centre so busy. Especially in the middle of winter.’ (Walk and Talk Group Respondent)
4.5.3. Pride

Focus Group and Walk and Talk Group respondents, as well as unsolicited emails from attendees, all spoke of the amazing sense of pride they had felt for the city at ‘Made in Hull’, and how they had also seen this emanating from other audience members too.

‘I was in town for the Made in Hull event in Queen Victoria Square on Sunday and loved it. I watched it four times from different places. Spoke to quite a few people. Many were very moved watching the scenes unfold, as was l. The cheers that went up at the end of the piece, saying 'WE ARE HULL' pride is being restored in our great City.... Wonderful start to City of Culture 2017.’ (Audience Email) 
‘Just really, really proud of the city and what we’ve done.’ (Walk and Talk Group Respondent)
‘I think pride. It’s quite nice to actually be from somewhere that is like this.’ (Walk and Talk Group Respondent)
There was a feeling that We Are Hull at Queen Victoria Square had been particularly successful in bringing this out of the public.

‘It’s part of our identity isn’t it. It’s nice that all of a sudden, people from Hull are proud of being from Hull. That sounds strange but I do think it’s ignited a latent pride, a dormant pride.’ (Walk and Talk Group Respondent)

‘That moment when they say we’ve got City of Culture, amazing! My eyes fill up every single time. It’s such an emotional moment, you just think ‘wow, we did it.’ (Walk and Talk Group Respondent)

One audience member, Patricia Gray, emailed in a poem following her attendance of ‘Made in Hull’:

City of Culture

What will be happening in our City of Culture

When visitors descend like a flock of vultures

It's all going on, open your eyes

Slated by the press, now there's a surprise!

People crowd round, traffic is slow

Ambassadors cheerfully advising the places to go

Light shows displaying the scenes of the past

Hull's been acknowledged, it's happened at last!

So come on you people, visit us, stay

For maybe a week, or only a day

Join in our culture is our invitation

We'll show Hull at its best to the rest of the nation.

Patricia Gray
4.6. Media Coverage & Analysis

Cornershop (one of Hull 2017’s PR agencies), utilised TrendKite to undertake an analysis of media coverage and analysis for ‘Made in Hull’ and ‘In With a Bang’. It should also be noted that the total coverage highlights in Section 4.6.1 also include some of the coverage secured as a result if the installation of ‘Blade’ on 8 January, the day after ‘Made in Hull’ finished. The full report is provided in Appendix 22.

Overall, the level and tone of the media coverage has been beneficial for raising awareness and positive perceptions of the city. However, there was a small number of negative editorial pieces, primarily linked to drunken behaviour on New Year’s Day in the city.

4.6.1. Coverage Volume
Combined together, ‘Made in Hull’, ‘In With a Bang’ and ‘Blade’ secured a total coverage volume of 2,350 across print, online and broadcast, which equated to a total readership of 3.2 billion and estimated AVE (Advertising Value Equivalent) of more than £4.5 billion.
Editorial mentions of Hull UK City of Culture 2017 peaked in excess of 650 pieces of coverage on New Year’s Day. A second peak in coverage, on 5 January, coincided with a regional syndication of the BBC Radio special, ‘Live From Hull: UK City of Culture 2017’.

The volume of coverage generated by the New Year Celebrations doubled that of the coverage generated at the September 2016 launch and quadrupled that of the bid win announcement back in November 2013.
Editorial coverage around the time of the programme launch was largely neutral with a strong positive skew. Only 3% of the coverage generated has been flagged as negative, including The Sun, Good Morning Britain, Huffington Post UK and the Daily Mail’s ‘drunken carnage’ article, which has been shared over 8,000 times on social media.

The majority of coverage generated by the New Year celebrations was UK based, but the events were also covered by a handful of publications in the US, Ireland, Jersey, the Netherlands, India, Greece and the UAE.

The main coverage driver proved to be the fireworks display, with more than 450 articles describing the celebrations as “spectacular”. Other key messages were communicated strongly with more than 650 articles giving details on the project and more than 450 articles using the project’s name. In addition, more than 300 articles explain how the project tells the story of the city.

‘Made in Hull’ and ‘In With a Bang’ creative team members were all credited in the official press materials detailing the New Year celebrations, along with key partners. Due to the nature of the activity, however, mentions in editorial coverage were few.

Positive editorial pieces on the BBC, Guardian and Hull Daily Mail websites were among the most shared on social media, with over 38,000 shares.

Editorial mentions of Hull UK City of Culture 2017 peaked at 650 pieces of coverage on January 1st, with over 2300 pieces of coverage across the New Year period. A second peak was seen on 5th Jan due to regional syndication of the BBC Radio Special, “Live from Hull: UK City of Culture 2017”.
4.6.2. Coverage Highlights

There were 38 national newspaper pieces in print, including The Times, Daily Telegraph, Guardian, The Express and “i”. Within local news publications (print and broadcast), there were 566 articles including the Hull Daily Mail, BBC Look North and ITV Calendar.

Print highlights include:

· A double-page spread in The Times, showcasing images from ‘Made in Hull’, reference to the Spencer Tunick ‘Sea of Hull’ project, and listings of other things to look out for in the Hull 2017 programme;

· A Hullywood Icons feature in The Daily Telegraph; and 
· A “Bright lights, big city” feature in The Guardian, showcasing images from ‘Made in Hull’ and a reference to the Spencer Tunick ‘Sea of Hull’ project. 
The ‘In With A Bang’ fireworks have been described as rivalling that of the Thames, and Hull locals such as Sean McAllister have been highlighting the cultural offer of the city. 
Putting Hull well and truly on the map, ‘Made In Hull’ coverage has encouraged national publications to positively reflect on Hull and have included a plethora of exciting images and detail on upcoming events for the year ahead. Equally, a large number of travel print pieces highlight Hull as the place to visit in 2017.
4.6.3. Broadcast Highlights
There were more than 1,750 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 Leeds and Guernsey. TV coverage highlights include UTV in Ireland, morning shows Lorraine and Good Morning Britain and BBC World News.

4.6.4. Online Highlights
There were more than 550 mentions across online news pieces including BBC, Mail Online, Guardian and The Daily Telegraph.

Online highlights include large images of the Spencer Tunick project ‘Sea of Hull’, the fireworks and ‘Made In Hull’ projections. Positive quotes include “stunning”, “one Hull of a year” and “masterpieces”. 
Not to miss out, lastminute.com featured the City of Culture in their Best Places to Go in 2017 list. Hull Daily Mail online really got behind the city with multiple pieces throughout the opening weeks of the City of Culture year. 
Footage of ‘In With A Bang’, a list of 50 reasons why Hull is the City of Culture and guides to upcoming events have backed up the City’s cultural offer.

4.6.5. Website Traffic Generated
The www.hull2017.co.uk website received more than 3,500 click-throughs from online editorial throughout December and January. 
Analysis of the patterns in editorial coverage, against web traffic to www.hul2017.co.uk throughout 2016 are mostly positively aligned. The fireworks announcement, and tickets being released, more than doubled the number of web sessions on the Hull 2017 website, which fell off slightly in December 2016, jumping significantly in the lead up to and during ‘Made in Hull’.
4.7. Social Media Analysis

Social media coverage of ‘Made in Hull’ has been analysed, utilising Falcon Social. The period looked at ran from 31 December 2016 to 21 January, using the search terms:

· #Hull2017

· City of Culture; and

· Made in Hull.

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

4.7.1. Coverage Volume

Over the three-week period, which includes the ‘Made in Hull’ run itself and the two weeks following this, there were a total of 51,640 mentions, representing an average of 2,350 mentions per day and 94 mentions per hour.

Mentions by topic show that #Hull 2017 was by far the most frequent topic mentioned (33k), most closely followed by City of Culture (19k) and then Made in Hull (6k).

Over the time period analysed, the peaks in mentions coincided with New Year’s Day, the final day of ‘Made in Hull’, and installation of ‘Blade.
Social media channels were by far the most active generators of mentions, with Blogs & Comments, News, Wikis and Forums generating very few mentions with these search phrases. 
4.7.2. Sentiment

Analysis of the mentions made suggests that positive and neutral mentions were more or less on a par with one another. The main peaks in positive mentions were on New Year’s Day and the final day of ‘Made in Hull’. On New Year’s Day positive mentions peaked above neutral mentions, whilst on the closing day of ‘Made in Hull’ neutral comments slightly outperformed positive mentions.

Comparatively, negative mentions were minimal, with less than 1k being negative at their peak on New Year’s Day.

4.7.3. Reach

88% of mentions took place in the UK, with 8% in the USA and 2% in Canada. Other countries that appeared to be following proceedings included, Australia, Germany, South Africa, India, The Philippines, Russia and Spain.
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 ‘MADE IN HULL’ & ‘IN WITH A BANG’
	WEAKNESSES OF ‘MADE IN HULL’ & ‘IN WITH A BANG’

	Working directly on the project impacted upon positive perceptions towards the city, caused by increased knowledge of its past and offer, as well as its people
Provided evidence that arts and cultural events can positively impact on place making, amongst the general public, sector professionals and the media 
All stakeholders report having discovered there is more to Hull than they thought

Successfully introduced both residents and visitors to parts of the city that they had previously not visited

Successfully showed off the new public realm, built heritage and built environment of Hull, enabling people to “see” Hull and look at Hull in a new way

Successfully engaged residents, even the most sceptical, instilling a sense of civic pride, identity and togetherness
Secured a high volume of media coverage across platforms, outperforming both the bid win announcement and Season 1 launch, with a good proportion of positive sentiment and word association including “spectacular”, “stunning masterpieces”, and “big city”
Secured a high volume of social media mentions, with a high proportion positive in sentiment

National and international media coverage and social media mentions secured, as well as local media coverage

Audiences shared memories linked to the city and made new memories for the future

High footfall to the city centre during a time of day that is usually quiet
	

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

	High awareness of Hull’s City of Culture status and event linked to it, both amongst arts and culture professionals and audiences attending arts and culture in Hull

High levels of support for the city and desire to shake off negative perceptions held towards it amongst arts and culture professionals and audiences attending arts and culture in Hull

Openness of Hull and East Riding residents to emotionally engage with, take ownership of, and positively respond to events that resonate with them impacts on internal and external perceptions of the city
Hull is now being taken seriously as a city with a strong cultural offer, amongst arts and culture professionals, the media and the general public
Hull residents starting to believe the year is for them and could be the start of a new future for Hull

Generated an appetite for an interest in the history and heritage of the city

Extensive media coverage in travel print may inspire increased tourism
High volume of media coverage having a positive impact on web traffic to www.hull2017.co.uk
	Certain media outlets still seem to want to rain on the city’s parade and dig out negative news stories
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