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Look Up: Evaluation report

Chapter 7: Conclusions & Reccommendations

1.1. Conclusions & Recommendations
1.1. Introduction
As outlined in Chapter 1 of this report, Look Up had a vision and several project-specific aims and objectives to deliver; as well as contributing towards the aims and objectives within the Hull 2017 Monitoring & Evaluation (M&E) Framework.
This concluding chapter will review these the aims and objectives to determine the extent to which Look Up delivered against these targets, hopes and expectations.

1.2. Project Vision, Aims & Objectives

The vision for Look Up was to challenge people’s perceptions and experiences of Hull. It sought ‘to present a series of new artworks to intrigue and inspire throughout 2017, created in partnership’ inviting people to ‘…look up from your phone, look out of your window, look around you – who knows what you’ll see!’ 
1.2. Aims and Objectives of Look Up
In order to achieve this vision Look Up had the following project-specific aims and objectives:

· Aim 1: To create a yearlong programme of site-specific, temporary works by artists, which draws on the past and present of the city in order to define and celebrate its future

· Objective 1: Identify a range of artists who represent diverse artistic practice.

· Objective 2: Identify locations across the city centre to which artists can respond.

· Objective 3: Invite artists to undertake Research and Development (R&D) phase in response to selected spaces or other criteria, in order to move from creative briefs to fully developed ideas.

· Objective 4: Commission artists to deliver work where the proposed idea is felt to deliver against the aims and objectives of Look Up. 

· Aim 2: To transform people’s understanding, appreciation and enjoyment of Hull

· Objective 5: Provide artists with contextual information, including historical information, about the chosen sites, and sign post them to additional information sources where required.

· Objective 6: Identify city centre locations that enable people to discover new areas of the city, or rediscover the well-trodden path, whilst celebrating the City Council’s investment in the public realm. 

· Objective 7: Develop and deliver onsite and online interpretation of each of the artworks. 

· Objective 8: Provide Hull 2017 Volunteers with detailed briefings so they can support audiences to reflect on the individual artworks.

· Aim 3: To engage new audiences for visual arts in the city and drive footfall to the city centre

· Objective 9: Ensure that all locations for artworks are accessible and free to visit. 
· Objective 10: Develop a marketing and communications campaign plan for each artwork.

· Aim 4: To develop and deliver engagement opportunities for students at Hull School of Art and Design (HSAD)

· Objective 11: Ensure at least one artist develops and delivers a project in partnership with HSAD and its students. 
· Objective 12: Offer additional learning opportunities linked to the artworks in the Look Up programme to HSAD students.

· Aim 5: To develop a series of co-commissioning partnerships that enable extra investment in the programme to deliver the desired scale and ambition

· Objective 13: Identify appropriate partners for proposed artworks and/or partners with who specific creative briefs can be developed.  
· Objective 14: Work with co-commissioning partners to determine the aims and objectives for each artwork, in order to ensure investment matches scale and ambition. 
Table 58, overleaf, presents these aims and objectives and provides evidence from the preceding chapters to illustrate how all the aims and objectives have been achieved, and to what extent.

Table 58: Performance Against Project Aims & Objectives

	Aim
	Objective
	Achieved?

	1. To create a yearlong programme of site-specific, temporary works by artists, which draws on the past and present of the city in order to define and celebrate its future
	Identify a range of artists who represent diverse artistic practice
	YES
A short-list of artists, designers and artist collectives were approached with creative briefs. They worked across a variety of art and design forms, including mixed media, sculpture, textiles, contemporary design, architecture, interiors, drawing, “slogan” art, geometric perspective-localized painting, large scale projection, film, and photography.
Commissioned artworks represented a range of media and art forms including, readymade, digital, mixed media, film, vinyl, paper sculpture, illustration, sign-making, steel sculpture and digital projection mapping.

All CPT members stated that the artists selected were the right artists to show diversity in the field of public art.

	2. 
	Identify locations across the city centre to which artists can respond
	YES
11 different locations were selected across the city – three located in different areas of The Deep –predominantly in areas transformed by Hull City Council’s investment into the public realm and areas of major footfall.
All CPT member stated that the artists selected were the right artists to respond to the chosen locations.

	3. 
	Invite artists to undertake Research and Development (R&D) phase in response to selected spaces or other criteria, in order to move from creative briefs to fully developed ideas
	YES
Some artists mentioned the usefulness of the R&D phase to fully develop their idea and have this element treated separately from the commissioned artwork.

The CPT and co-commissioners provided critical feedback on the concepts presented, following periods of R&D, to further develop projects with artists. 

	4. 
	Commission artists to deliver work where the proposed idea is felt to deliver against the aims and objectives of Look Up
	YES
17 individual artists, designers and artist collectives were commissioned for Look Up.

All CPT members stated that the artists selected were the right artists to deliver against the overall vision for Look Up.
75% of audiences agreed that Look Up made them look at Hull’s buildings and public spaces in a different way.

89% agreed that Look Up provided them with a different experience of the city.

83% agreed that Look Up made them think about Hull’s contribution to the world.

Audiences reported how artworks inspired them to engage with the built environment in a different way; brought unknown histories to the fore; gave them access to buildings usually closed off to the public; and challenged their preconceptions about the way buildings can be used.


	Aim
	Objective
	Achieved?

	5. To transform people’s understanding, appreciation, and enjoyment of Hull
	Provide artists with contextual information, including historical information, about the chosen sites, and sign post them to additional information sources where required
	YES

The curators introduced all artists to architect and master planner, Patrick Abercrombie’s printed plan that was produced for Hull after the Second World War.

Artists were signposted to Hull History Centre, Hull Maritime Museum and Ferens Art Gallery by the CPT.

The CPT supported one artist to secure a travel grant from the University of Hull to visit Ellis Island in New York to view the original luggage of migrants who passed through Hull.

The Deep shared a scrap-book of Terry Farrell’s (the architect) post-rationalisation of drawings for The Deep to inform the concept development of Floe. 

	
	Identify city centre locations that enable people to discover new areas of the city, or rediscover the well-trodden path, whilst celebrating the City Council’s investment in the public realm
	YES

See aim 1, objective 2.

See aim 1, objective 4.

75% of audiences agreed that Look Up showed them there is more to Hull than they expected.

Audiences reported how artworks had transformed well-known spaces; introduced them to new areas of the city they did not know about, or had not visited before; and highlighted the public realm developments which were universally praised.

	
	Develop and deliver onsite and online interpretation of each of the artworks
	YES

A standard approach to interpretation was developed across Look Up which consisted of interpretation/ information boards onsite; leaflets; artist interviews, shared on www.hul2017.co.uk; and briefing Hull 2017 Volunteers to support audiences onsite.

All members of the CPT strongly agreed that the interpretation across the Look Up programme was relevant to the artworks and of the right tone for audiences.

11 of 13 Artists responding to the question agreed that the interpretation linked to their artwork was of a high standard.

43% of respondents had seen the onsite information boards; and 33% of these respondents had read the information boards.

Of the respondents who had read the information boards about the Look Up artworks that they saw:

· 89% agreed that the information boards contained information they found interesting

· 83% agreed that the information boards helped them to understand the artwork better 

· 69% agreed that the information boards made them think differently about the artwork

	
	Provide Hull 2017 Volunteers with detailed briefings so they can support audiences to reflect on the individual artworks
	YES

All artworks had Hull 2017 Volunteer shifts attached to them, which included a full briefing.

The CPT, Delivery Partners and audiences agreed that the Hull 2017 Volunteers had played an integral role improving audience understanding and experience of the Look Up artworks.

Some audience members reported actively seeking out Hull 2017 Volunteers at Look Up sites.

90% of Look Up audiences felt welcomed by Hull 2017 Volunteers.

19% of audiences (not including Blade sample) became aware of Look Up via a Hull 2017 Volunteer.

	Aim
	Objective
	Achieved?

	6. To engage new audiences for visual arts in the city and drive footfall to the city centre
	Ensure that all locations for artworks are accessible and free to visit
	YES

All artworks were free to visit.

Five of the 10 artworks were accessible 24 hours a day, seven days a week.

All artworks placed inside buildings were in “non-arts” buildings, i.e. The Deep (aquarium and visitor attraction); modern office developments; a shopping centre; a HE College; and refurbished warehouses, which in the main had a good level of physical accessibility.

A BSL Interpreted Tour was programmed for This is a Freedom of Expression Centre, Washed Up Car-go, Paper City, Elephant in the Room and A Hall for Hull.

A Touch Tour was programmed for Washed Up Car-go and Elephant in the Room.

	
	Develop a marketing and communications campaign plan for each artwork
	YES 

All Look Up artworks had their own individual marketing and communications campaign plans.

Hull 2017’s Marketing team frequently attended fortnightly project meetings.

27% of audiences (not including the Blade sample) became aware of Look Up via www.hull2017.co.uk; 12% by Hull 2017 social media and e-newsletter; 17% by advertising and printed promotional material; and 14% by TV, newspapers, and/or radio.

23% of audiences (including the Blade sample) became aware of became aware of Look Up via the TV; 15% via www.hull2017.co.uk; and 13% by Hull 2017 social media and e-newsletter.

	7. To develop and deliver engagement opportunities for students at Hull School of Art and Design (HSAD)
	Ensure at least one artist develops and delivers a project in partnership with HSAD and its students
	YES

This is a Freedom of Expression Centre by Bob & Roberta Smith took place at HSAD over the Summer holidays.

Staff and students worked with the artist and an exhibition of students work, responding to issues they felt strongly about, was shown alongside the exhibition by Bob & Roberta Smith.

	8. 
	Offer additional learning opportunities linked to the artworks in the Look Up programme to HSAD students
	YES

A programme of talks and workshops was programmed during the installation period.

	9. To develop a series of co-commissioning partnerships that enable extra investment in the programme to deliver the desired scale and ambition
	Identify appropriate partners for proposed artworks and/or partners with who specific creative briefs can be developed
	YES

More than 25 partners were secured to support the Look Up programme to co-commission artists; provide a venue/location for the installation of the artworks; provide specialist advice or services; or provide equipment and materials.

Creative briefs developed with RIBA, The Deep and G.F Smith.

	
	Work with co-commissioning partners to determine the aims and objectives for each artwork, in order to ensure investment matches scale and ambition
	YES

Co-commissioning partnerships were credited by all members of the CPT as critical to Look Up being able to deliver at the desired level of scale and ambition.

Several partners spoke of how working together with the CPT they able to ensure that the artwork selected for their venue harmonised with the organisations’ strategic direction.


1.3. Hull 2017 Aims & Objectives
In addition to these project specific aims and objectives, Look Up will contribute to many of the following aims and objectives from Hull 2017’s overarching Monitoring & Evaluation Framework:
· Aim 1: To produce a high-quality, exemplary programme of arts, culture and heritage, helping to position the UK City of Culture as a quadrennial national event

· Objective 1: Deliver a 365-day programme that is ‘of the city’ yet outward looking, and which includes 60 commissions.

· Objective 2: Improve understanding and appreciation of Hull’s heritage. 
· Aim 2: To develop (new and existing) audiences for Hull and East Riding’s cultural offer locally, regionally, nationally and internationally

· Objective 3: Increase total audiences for Hull’s arts, culture and heritage offer. 

· Objective 4: Increase engagement and participation in arts and heritage amongst Hull residents.

· Objective 5: Increase the diversity of audiences for Hull’s arts and heritage offer.

· Aim 3: To develop the capacity and capabilities of the cultural sector 
· Objective 6: Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners.

· Aim 4: To improve perceptions of Hull as a place to live, work, study and visit

· Objective 7: Enhance the profile of Hull’s arts, culture and heritage offer through positive media coverage and marketing activity.
· Objective 8: Increase the number of Hull residents who are proud to live in Hull and would speak positively about the city to others.

· Objective 9: Improve external attitudes towards Hull.
· Aim 5: To strengthen Hull and East Riding’s economy, with a focus on tourism and the cultural sector

· Objective 10: Increase visitor numbers to Hull.

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

· Aim 6: To increase public and private sector investment and regeneration in Hull (through both cultural and wider investment)

· Objective 12: Support new investment and regeneration in the city.

· Aim 7: To improve wellbeing of residents through engagement and participation

· Objective 13: Increase levels of confidence and community cohesion among local audiences and participants. 

· Objective 14: Increase levels of happiness and engagement, through arts and culture.

· Objective 15: Engage individuals from Hull and beyond to volunteer. 
· Aim 8: To raise the aspirations, abilities and knowledge of residents through increased participation and learning

· Objective 16: Through all Hull-based education institutions, provide young people of school-age with the opportunity to engage with arts, culture and creativity. 

· Objective 17: Deliver training, development and participation opportunities for residents through arts and culture initiatives.

· Aim 9: To demonstrate exemplary programme delivery and partnerships, establishing Hull 2017 as a blueprint for successful delivery

· Objective 18: Demonstrate Hull as best practice of how to successfully deliver UK City of Culture.
· Objective 19: Develop strong partnerships, where partners are satisfied with their experience.
· Objective 20: Establish a suitable delivery model and approach for the UK City of Culture project.
Table 59, overleaf, presents these aims and objectives and provides evidence from the preceding chapters to illustrate how Look Up has delivered against almost all aims and objectives from the Hull 2017 M&E Framework.

Table 59: Performance Against Hull 2017 Aims & Objectives

	Aim
	Objective
	Achieved?

	1. To produce a high-quality, exemplary programme of arts, culture and heritage, helping to position the UK City of Culture as a quadrennial national event
	Deliver a 365-day programme that is ‘of the city’ yet outward looking, and which includes 60 commissions
	YES
940 days of Look Up activity delivered, with 358 days of the year when a Look Up project was live.

17 artistic commissions across 10 installations.

11 city centre public spaces and buildings, specifically chosen to be inherently ‘of the city’.

High post-event average scores by CPT (9.2 out of 10), Peer Assessors (7.7 out of 10) and audiences (8.6 out of 10) across all ACE Quality Metrics.

Combination of CPT and Artists with personal connections to Hull and no personal connections to Hull felt to have been successful in providing an external response to Hull-specific sites and stories.

	
	Improve understanding and appreciation of Hull’s heritage
	YES
Post-project 14 of 16 Artists stated that their work explored the history and heritage of Hull, including its industrial heritage; maritime and fishing history; the geological and ecological past of the city; connections to transmigration and human rights; acknowledgement of a site’s previous uses; and connecting directly with the city’s built heritage.
The statement, ‘Look Up enhanced audiences' understanding of the city's past’ was rated 10 out of 10 for level of agreement by the CPT and 7.5 out of 10 by artists.
The statement, ‘Look Up improved audiences' experience of engaging with the city's past’ was rated 10 out of 10 for level of agreement by the CPT and 7.6 out of 10 by artists.

The statement, ‘Look Up contributed to the development of artistic practice in celebrating the city's past’ was rated 9 out of 10 for level of agreement by the CPT and 8.4 out of 10 by artists.

Knowledge of Hull’s history and heritage increased significantly because of Look Up – on a scale of 0-10, where ‘0’ was Nothing and ‘10’ A Lot:

· The CPT gave an average score of 8.7 for how much they had learnt about Hull’s history and heritage

· Artists gave an average score of 8.2 for how much they had learnt about Hull’s history and heritage

· Audiences gave an average score of 6.0 for how much they had learnt about Hull’s history and heritage.
Audiences spoke of how Look Up had given them a greater awareness and appreciation of Hull’s historic buildings and monuments, including engaging with its Grade I and II listed buildings and structures and areas of the city that were once major industrial areas; and brought to the fore histories of the city that audiences were previously unaware of.
94% of audiences for The Train Track and The Basket agreed that using art based approaches to present the history and heritage of Hull makes the history and heritage more interesting; whilst 93% agreed that it makes the history and heritage easier to understand.

91% of audiences for Elephant in the Room agreed that using artworks to present the history and heritage of Hull had made the history and heritage more interesting; whilst 85% agreed it makes the history and heritage easier to understand.

Both The Train Track and The Basket and Elephant in the Room had inspired audiences to find out more about the historical subject matter represented by each artwork.


	Aim
	Objective
	Achieved?

	2. To develop (new and existing) audiences for Hull and East Riding’s cultural offer locally, regionally, nationally and internationally
	Increase total audiences for Hull’s arts, culture and heritage offer
	PARTIALLY

Total audiences of 684,974 across the progamme, with audiences of 420,888 for Blade alone.

11% of Look Up audiences had not purposely visited an artwork in a public building or place in the last 12 months.

Audiences reported that Look Up gave people an appetite to engage with more of the city’s arts and culture offer. 

	
	Increase engagement and participation in arts and heritage amongst Hull residents.
	PARTIALLY

The average number of artworks visited within the Look Up programme was 4.45, with the most frequent number of artworks visited being 4.

Audiences reported having revisited artworks within the Look Up programme – Blade and A Hall for Hull were specifically named.

Audiences reported that Look Up gave people a chance to take risks and see art that they may not normally have chosen to see.

	
	Increase the diversity of audiences for Hull’s arts and heritage offer.
	PARTIALLY

7% more visitors from East Riding and beyond for Look Up than audiences for Hull 2017 events and activities surveyed.

3% more of audiences aged 16-24 for Look Up than audiences for Hull 2017 events and activities surveyed.
3% more of audiences aged 25-34 for Look Up than audiences for Hull 2017 events and activities surveyed.

	3. To develop the capacity and capabilities of the cultural sector 
	Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners 
	YES

All CPT members and 14 of 16 artists had gained new skills through working on Look Up.

All CPT members and all artists developed existing skills further through working on Look Up.  

Amongst CPT, artists, and Delivery Partners the most likely skills to have been gained or developed were: Creative/Artistic Skills; Production/Technical Skills; Project Development; Project Management; Audience Development/Community Engagement; Health & Safety; Monitoring & Evaluation.

15 of 16 Artists had been able to collaborate with others working on Look Up.

All CPT members and 15 of 16 Artists had built new partnerships working on Look Up. 

All CPT members 13 of 16 Artists had developed existing partnerships.

The building of new partnership and development of pre-existing relationships led to an increase and diversification in people’s professional networks. Delivery Partners, for example, created new relationships with artists, creative professionals, the public sector and suppliers via their project, growing their networks within the cultural sector, gaining experience of working with commissioning agencies and expanding other professional connections.  

Three of five Venue/Delivery Partners were looking to continue their involvement in arts related projects.

All CPT members and 10 of 14 Artists said they would like to work on heritage inspired projects in future.

Artists had built confidence working on high profile public arts projects; enjoyed working with a wider creative team; and improved their professional profile through working on Look Up.

	Aim
	Objective
	Achieved?

	4. To improve perceptions of Hull as a place to live, work, study and visit
	Enhance the profile of Hull’s arts, culture and heritage offer through positive media coverage and marketing activity
	YES

Total media coverage volume of 3,026 across print, online and broadcast.

Total readership of four billion.

Estimated AVE (Advertising Value Equivalent) of more than five million.

Editorial mentions of Hull UK City of Culture 2017 peaked in excess of 1,000 pieces of coverage in January, with 2,946 total mentions, due to the installation of Blade. 

A second peak in coverage, in December due to many end of the year round-ups featuring Blade and the Floe installation.

Editorial coverage surrounding Look Up was predominantly neutral (52%) or positive (46%).

Much coverage generated by Look Up was UK based, with some pieces appearing on US websites. A handful of articles also appeared in Ireland, Germany, Australia, The Netherlands, Canada, Italy, Spain, and China.

80 national newspaper pieces in print, including The Times, Daily Telegraph, The Guardian, Daily Express, and i.

1,370 mentions across TV and radio, with syndication across regional BBC stations.

1,532 mentions across online news pieces including BBC, ITV, Mail Online, Independent, The Guardian, Daily Mirror, The Sun, Dezeen and Aesthetica.

The www.hull2017.co.uk website received 2,934 click-throughs from online editorial.

All CPT members strongly agreed that Look Up placed Hull nationally on the arts radar.

The Hull 2017 website, word of mouth recommendation and advertising and printed promotional materials (including season brochures) were responsible for a significant level of audience awareness for Look Up.

23% of audiences were made aware of Look Up via TV, 10% by printed media and 6% by radio

· 36% of audiences were made aware of Blade via TV, 13% by printed media and 8% by radio

· 10% of audiences were made aware of Floe via TV, 11% by printed media and 6% by radio.

	
	Increase the number of Hull residents who are proud to live in Hull and would speak positively about the city to others
	PARTIALLY
Audiences reported that Look Up had created a sense of pride in terms of rediscovering the beautiful architecture of the city; highlighting the positive changes brought about through the City Council’s investment in the public realm; discoveries made in relation to G.F Smith; and celebrating the city’s future in green energy.


	Aim
	Objective
	Achieved?

	
	Improve external attitudes towards Hull
	YES

CPT, artists, and Delivery Partners were motivated to be involved in the project in order to contribute to the city’s year.

All CPT Members reported that they would speak more positively about the city as a result of working on Look Up.

13 of 16 artists said they would speak about Hull more positively as a result of working on the project, with the remaining three already having positive perceptions of the city.

Seven of eight peer assessors said they would speak about Hull more positively to others post-visit to Look Up.

Reasons for these changes linked to the impact of the public realm improvements; the enthusiasm of the Hull 2017 volunteers; the general atmosphere created by the level of activity happening in the city in 2017; the wider cultural offer; increased knowledge of the city and its past; and the way that residents had gotten behind the City of Culture.

75% of audiences agreed that Look Up showed them there was more to Hull than they expected.

Audiences reported how Look Up made them look at the city afresh, by interrupting the norm of public spaces, animating them, and transforming them and in turn creating a different atmosphere.

Audiences reported how Look Up enabled them to discover places they had never visited in Hull before, as well as rediscover places they often passed through.

Audiences reported that Look Up and City of Culture in general had encouraged them back to the city centre both during the day and at night.

	5. To strengthen Hull and East Riding’s economy, with a focus on tourism and the cultural sector
	Increase visitor numbers to Hull
	YES

55% of audiences for Look Up were non-Hull residents.

7% of visitors to Look Up were first-time visitors to the city.

Average number of days stayed when attending Look Up was 2.8.

Average number of nights stayed when attending Look Up was 2.1.

	6. 
	Deliver economic benefits for the city and city region
	YES

More than half of staying visitors (58%) stayed in ‘paid for’ accommodation.

Increase in average spend on accommodation of £40 compared with Made in Hull.

Increase in average other spend of £27 for all audiences compared with Made in Hull.

Estimated spend by Look Up audiences of £15,138,772.

	7. To increase public and private sector investment and regeneration in Hull (through both cultural and wider investment)
	Support new investment and regeneration in the city
	PARTIALLY

Investment of co-commissioning partners, including Siemens, G.F Smith, The Deep to enable Look Up to be delivered to the scale and ambition desired.


	Aim
	Objective
	Achieved?

	8. To improve wellbeing of residents through engagement and participation
	Increase levels of confidence and community cohesion among local audiences and participants
	PARTIALLY
87% of audiences agreed Look Up gave everyone the chance to share and celebrate together. 

67% of audiences agreed Look Up made them feel more connected to the stories of Hull and its people. 

63% of audiences agreed Look Up gave them the opportunity to interact with other people who they normally wouldn’t have interacted with. 

	9. 
	Increase levels of happiness and engagement, through arts and culture
	YES

94% of audiences for Look Up agreed that the programme was an enjoyable experience.

Audiences reported that the installation of Blade had cause great excitement, with social media having gone viral. This acted as a catalyst for people to venture out to Queen Victoria Square and see the spectacle themselves.

Audiences reported a range of emotional responses to different Look Up artworks, including amazement, inspiration, joy, pride and calm.

	10. 
	Engage individuals from Hull and beyond to volunteer
	UNKOWN

59% of audiences for Look Up reported the programme made them think getting involved as a volunteer looks like fun. 

Volunteers were used on the event and visitor satisfaction with the involvement is provided under Aim 2 in the project-specific aims and objectives.

Volunteers were not consulted for the Look Up evaluation, as there is a separate evaluation of the Volunteer Programme.

	11. To raise the aspirations, abilities and knowledge of residents through increased participation and learning
	Through all Hull-based education institutions, provide young people of school-age with the opportunity to engage with arts, culture and creativity
	TO SOME EXTENT

This was not part of the aims and objectives for Look Up.

Anecdotally audiences and artists reported having seen children visiting Blade and Paper City.

	12. 
	Deliver training, development and participation opportunities for residents through arts and culture initiatives
	NO

This was not part of the aims and objectives for Look Up.




	Aim
	Objective
	Achieved?

	13. To demonstrate exemplary programme delivery and partnerships, establishing Hull 2017 as a blueprint for successful delivery
	Demonstrate Hull as best practice of how to successfully deliver UK City of Culture
	YES

The majority of the CPT, Delivery Partners, and Venue Partners; some artists; and 17% of audiences were motivated to work for or attend Look Up because of its status as City of Culture.

High levels of audience satisfaction with 62% very likely to recommend Look Up and 27% likely to recommend it.

80% of audiences felt welcomed by staff/security/stewards.

See Aim 2 in the project-specific aims and objectives for satisfaction and feedback on Hull 2017 Volunteers.

An experienced CPT provided strong project and production management, including a clear explanation of the concept, aims and objectives of Look Up; support in accessing people and resources required; strong communications; and strong interpretation of the artworks.

The CPT were skilled in the balance between trusting artists and Delivery Partners to fulfil their roles and responsibilities whilst providing support as required.

The collaborative approach within the CPT enabled the programme to be successfully delivered and risks to be taken.

Creative briefs that put trust in the artists and provided them with the freedom to take things in their own direction, were positively received by artists.
The funded research and development (R&D) phase enabled artists’ ideas to be more fully developed – having R&D separated out from the commission of the artwork was unique for many artists and perceived as a strength of the programme.

Well selected locations, excited and interested artists due to their physical nature, context, and accessibility.

Hull 2017 Volunteers provided incredible on the ground support for audiences, as well as being effective ambassadors - raising awareness of the artworks through word of mouth recommendation and cross-selling.

The Hull 2017 website, word of mouth recommendation, and advertising and printed promotional materials (including season brochures) were responsible for a significant level of audience awareness, highlighting the impact that the Hull 2017 marketing campaigns had in pushing forward the Look Up programme.

Having artworks with longer installation times helped with the accessibility of the programme, as did it being free and within the public realm.

The challenging nature of the programme was seen to have pushed audiences out of their comfort zone and encouraged them to think differently about art, and what they may or may not enjoy.


	Aim
	Objective
	Achieved?

	
	Develop strong partnerships, where partners are satisfied with their experience
	YES

Star rating of 4 out of 5 from CPT, 4.5 out of 5 from artists, and 4.4 out of 5 for Project Management.

The CPT and artists gave a rating of at least 4 out of 5 for communications between themselves and Hull 2017; at least 4 out of 5 for contracting, including the explanation of their roles and responsibilities; and at least 4 out of 5 for development meetings, including frequency and quality of opportunities.

The CPT and artists all agreed that Hull 2017 explained the Look Up project well (concept, aims and objectives); helped them access the people they need to talk to, to inform their work; helped them access the information/resources they needed, to inform their work; and enabled them to communicate with other partners on the project when they needed to.

Venue Partners and Delivery Partners gave a rating of at least 4 out of 5 for communications between themselves and Hull 2017; for Hull 2017’s explanation of their roles and responsibilities on the project; and for Hull 2017’s explanation of the Look Up project (including concept, aims and objectives).

The CPT, artists, and Delivery Partners praised the curators for Look Up on their ability to get the best out of artists, understanding the balance that was required between trusting artists to get on with it and providing support when required. 

Production Management for Look Up was rated between Good and Excellent across the CPT, artists, and Venue Partners.

Artists gave an average score of 4.6 Stars out of 5 for the quality of production on live delivery of their project.

	14. 
	Establish a suitable delivery model and approach for the UK City of Culture project
	NO

This was not part of the aims and objectives for Look Up.


1.4. Key Learnings

There are several key learnings that have been highlighted by the Evaluation Report for Look Up:
· The creative brief acted as a catalyst to artists developing strong concepts and challenging their artistic practice. 

· Locations chosen were synonymous with Hull, making it implicit that it would be “of the city” and informed by the past.
· Art in the public realm disrupts the norm, empowering audiences to look again, discover, rediscover and take ownership of a city.
· Art in the public realm is a highly accessible approach to engaging audiences with arts and culture.
· Art in the public realm contributes significantly to the creation of a visitor destination, yet is not always the key driver for a visit.
· Installations within the Public Realm can fall victim to “noise” from outside influences.
· Onsite interpretation must be visible, straightforward, and sufficiently detailed if it is to increase access to and understanding of the artwork.
· Hull 2017 Volunteers are invaluable to engaging audiences, increasing audiences’ understanding, and raising awareness.
· A programme of new commissions ensures quality on many levels, but also has an inherent level of risk.
· Co-commissioning artworks comes with challenges, especially where differences exist between organisations’ cultures.
· Media coverage and social media engagement is a significant contributor to attracting audiences.
· Reaching specific audience groups requires a strategic approach to site selection and marketing and communications activity.
· Creating a programme within a programme needs clear messaging and an overarching marketing and communications strategy, if it is to successfully carve out its own brand and identity.
· Ensuring the continuation of new commissions within the public realm requires the continuation of a co-commissioning model that is strategically focused and able to secure funding.
· Successful projects are built on careful planning, talent, collaboration, and communication.
· Ensuring that there is sufficient capacity within the team is key to ensuring the most effective project delivery.
· UK City of Culture status is powerful.
1.5. Recommendations
The experience of Look Up highlights several recommendations linked to the delivery of UK City of Culture, and largescale and ambitious public art projects, whether in Hull or elsewhere.

1.5. Public Art Commissioning

· Continue to develop strategy and investment in public art as a tool for place making, collaborating with city partners to jointly commission, host, and/or support the technical delivery of artworks. 

· Ensure that public art commissions are interactive where there is a desire to stimulate a sense of community and cohesion.  

· Work with city partners to determine how Hull’s visual arts offer can be strategically developed as a combined offer, which in turn can link into the wider regional offer.

1.5. Audience Development and Engagement

· Identify different ways to signpost audiences to further information about the stories or artworks presented, as public art programmes such as Look Up inspire people to find out more. This could include places to visit, relevant upcoming events, or links to research.

· Identify appropriate ways to cross-sell other events or activities near to public art installations, as the experience engaging with public art (especially those that challenge) can act as a catalyst for risk-taking in choices about arts and culture. 

· Where there is a desire to reach younger audiences and those within Hull’s most deprived communities, sites should be identified where target audiences frequent. Equally, ways to engage these groups in their own neighbourhoods should be considered.

· Where possible and appropriate, create an ambassador scheme for young people to generate word of mouth about projects.

1.5. Interpretation and Accessibility

· Test onsite interpretation using a mystery shopper style approach to check the effectiveness of current approaches and inform future development - participants should feedback on the visibility of the interpretation, quality and level of information provided, and its impact on the experience. 

· Continual review of the usability of online information sources, ideally through user-testing, to ensure that event information and listing information can be easily access will improve audience awareness of events and activities.

1.5. Marketing and Communications

· Where public art programmes sit within a wider artistic programme determine at the project’s start if it must stand apart. Where it should, build an overarching brand identity with clear messaging that defines what the programme is and what it consists of.  

· Passers-by are a significant catchment audience for public art. Where artworks do not immediately capture attention, methods for enabling people to discover the artwork should be identified.

· Explore the viability of developing joint promotions with city centre bars, cafes, pubs, and restaurants close to raise awareness and increase visitor/customer numbers, building on the changes in attitudes and behaviour towards the city centre.

· Where possible, provide longer lead times between announcement dates and project launch dates and empower partners to take a more active role in marketing and communications activity.

· Target Bed & Breakfasts, Air BnB and Hotels with printed promotional materials and other marketing collateral to take advantage of the upward trend in visitors using “paid for” accommodation.

· Continue to identify major news stories and foster relationships with key local and national media contacts, to identify opportunities where significant coverage can be realised. 

1.5. Project and Production Management

· Arts Council England advocate that diversity and equality enrich the arts for artists, audiences, and society. Future projects must consider how to increase the diversity and equality of CPTs and commissioned artists, which in turn may impact on diversity of the audience.

· Take advantage of the UK City of Culture status to attract creative professionals and partners to work on and develop projects.

· Ensure a programme of the scale and ambition of Look Up is properly staffed to ensure the vision of the curators, artists and Partners can be realised to the desired quality, at the best price.

· Build in opportunities for artists to meet and share experiences, as well as interact with audiences and hear reaction to their work.

1.5. UK City of Culture Status

· Developing awareness of UK City of Culture status should be integral to a city’s lead up activity; as should maximising all opportunities for media coverage “within year”.
· Ensuring that all projects linked to the year are connected to the UK City of Culture brand.
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