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Executive Summary

Introduction
Background to Made in Hull
Made in Hull was the opening event of Hull’s year as UK City of Culture in 2017. Designed as a large-scale and comprehensive celebration of the city, it was to present the story of Hull in surprising and stunning ways through a series of artistic commissions. 
The vision for the project was ‘a large-scale and comprehensive celebration of the city - a statement of intent of how Hull 2017 intended to (re)position the city, engage in meaningful ways with its communities, and produce innovative and inspiring major events with their own legacy.’
Made in Hull was a Hull 2017 Production. Its concept development and narrative were the responsibility of six strong Core Project Team (CPT) of specialist creative professionals, recruited by Hull 2017. The CPT commissioned selected Artists to respond to individual creative briefs. They also developed partnerships with local and national heritage and community organisations; and individual heritage professionals and historians. These partners provided specialist advice and research skills, sourced content and linked the team to communities in Hull with whom they wished to consult.
Aims, Objectives and Purpose
The Made in Hull Evaluation Report provides objective analysis and evaluation of how the project delivered against its own vision, aims and objectives (see Figure 1); and the extent to which Made in Hull contributed to Hull 2017’s overarching strategic aims and objectives (see Figure 2)[footnoteRef:1].  [1:  Aims 6 and 8 of the overarching strategic aims were not applicable to this project, so have not been included.] 

The insights from this Report will be used to improve and enhance other Hull 2017 events taking place during City of Culture year; and future project planning and delivery, should Hull 2017 continue as an organisation in 2018 and beyond. 
In addition, there are plans to share key findings, conclusions, lessons learned and recommendations with other cultural organisations (both locally and nationally), so they can benefit from knowledge transfer. 



Figure 1: Project-specific Aims and Objectives


















Figure 2: Hull 2017 Overarching Aims and Objectives


Methodology
The evaluation included a small amount of desk research, supplemented by primary data collection with a range of project stakeholders at different points within the project lifecycle. This enabled expectations and intentions for Made in Hull to be measured, as well as the outputs and outcomes of the project. Mixed methods were used, as shown in Table 1.
Table 1: Methods used to evaluate the Made in Hull project 
	Stakeholders consulted 
	Research methodology applied
	Sample size

	Creative Core Team (CCT)
	Pre-event online survey
Post-event online survey
Post-event depth interviews
	5 
6 
6 

	Artists
	Pre-event online survey
Post-event online survey
Post-event depth interviews
	7 
9 
9

	Peer Assessors
	Pre-event online survey
Post-event online survey
	4
4 

	Audiences

	Post-event CATI[footnoteRef:2] survey [2:  Computer Aided Telephone Interview] 

Walk and talk groups (at event)
Focus groups
	600
53 

18 

	Delivery Partners
	Post-event online survey
	6 

	Local Businesses
	Post-event online survey
	72 

	Media 
	Media Coverage Analysis -
Cornershop (one of Hull 2017’s PR agencies), utilised TrendKite[footnoteRef:3] to undertake an analysis of media coverage for Made in Hull [3:  TrendKite is an on-demand earned media analytics platform that uses semantic, big data analysis. Features include breaking news alerts and automated, interactive reports. The platform uses proprietary quality and impact scoring algorithms to provide sophisticated metrics that include share of voice analysis; SEO and keyword analysis; website traffic and social media engagement metrics.] 

	N/A



The evaluation focuses on both process and outcomes, measuring impact, capturing learning, and building understanding of what worked well and where improvements can be made.


Key Findings
Sections 1.2.1. to 1.2.x. highlight key findings from the Made in Hull Evaluation Report. At the end of each section the Project Aims and Objectives (Figure 1) and Hull 2017 Aims and Objectives (Figure 2), to which these findings contribute are highlighted.
Contribution to the Overall Hull 2017 Programme
7 days of activity
11 commissions.
Hull 2017 Aim 1, Objective 1
Audiences
An invitation to Made in Hull was sent to every household in Kingston-Upon-Hull, totalling 118,500.
A total audience of 342,324 came to Made in Hull, with 213,178 believed to be unique audience members. 
99,164 unique audience members were Hull residents, 38% of the city’s total population.
83,655 unique audience members came from the neighbouring East Riding of Yorkshire, 25% of the local authority’s total population.
3% of Made in Hull audiences and 7% of those attending In With a Bang had not attended or participated in arts, culture and heritage in the previous 12 months, suggesting audiences have been newly or re-engaged by these events.
Compared to baseline figures captured at Place des Anges in 2016, Made in Hull diversified audience profile, with increases in:
Visitors from beyond East Riding (+4%)
Male audience members (+8%)
Retired audience members (+5%)
Non-White British audience members (+2%)
Under 35-year-olds (+2%)
Disabled audiences stating their day-to-day activity was limited a lot (+2%)
The proportional representation of local post districts and areas
Audience members from Hull’s most deprived communities (+3%)
There were high levels of audience satisfaction, with 90% very likely to recommend the event to others.
Project Aim 1
Hull 2017 Aim 12, Objective 1
Hull 2017 Aim 5
Audience Engagement
More than a third of audiences attended Made in Hull more than once, with the average number of visits higher amongst Hull residents (1.66 visits); and those from Hull’s most deprived communities (1.75 visits).
The average number of installations visited was 5.5, with the most frequent number of installations visited being 6.
We Are Hull was by far the most popular installation because it captured so many aspects of Hull’s history and heritage. 
Embers was the least popular installation because it was not felt to have the close connection to Hull that the other artworks had.
Hull 2017 Aim 2
Hull 2017 Aim 5
Creative, Cultural and Community Professionals
Made in Hull engaged a broad range of creative, cultural and community professionals from across the UK, including:
6 Core Project Team members, each a specialist in their own field
12 Artists/Artistic Companies - 11 commissioned directly by CPT
41 partners (individuals and organisations), including Museums, Libraries and Archives; Historians; Media Companies; Communications Companies; Community arts organisations; and Community youth organisations.
Motivations for these individuals to take part included A key motivation for individuals and organisations to take part in Made in Hull was the city's status as UK City of Culture. Other significant motivations included the calibre of the team involved, being personally invited to take part, the opportunity it presented to raise their profile, and previous or existing connections to Hull.
Collaboration, relationship building, and the gaining and development of new skills and knowledge were all professional benefits experienced by most CPT members and Artists because of working in Made in Hull:
CPT: 50%3 of 6 learnt new skills, 67%4 developed existing skills; 83%5 had collaborated with other individuals and organisations; 100%all 6 had built new relationships; and 67%4 had developed existing relationships
Artists: of the 9 responding to the survey 78%7 had learnt new skills; 100% 9developed existing skills; 89% 8had collaborated with other individuals and organisations; 89%8 had built new relationships; and 89%8 had developed existing relationships
Across both groups artistic and creative skills, and project development were most commonly developed, whilst CPT members also cited an increase in museums, libraries and archive skills
Most rRelationships developed by the project were ones that the CPT members and Artists wished to utilise again, or were already doing so on new projectsutilising on new projects
Artists reported having they had reached new audiences, increased their profile, and increased their confidence working on outdoor and heritage-inspired events.
Made in Hull changed the attitudes ofFor some of the heritage partners and historians woinvolved, a change in attitudes was reported. Prior to the event there had been skepticism about how effective the arts could be in presenting and interpreting heritage. Made in Hull convinced them that the arts is a powerful tool in this respect were sceptical about how effective the arts could be in presenting and interpreting heritage. 
Project Aim 12, 
Hull 2017 Aim 2
Hull 2017 Aim 9
The City as a Stage
8 city centre locations were identified as sites for the installations, chosen for their appropriateness to the content; ability to create impact; and ability to accommodate expected audience numbers. All sites chosen created a natural trail from Queen Victoria Square, and audiences reported how the event introduced them to new areas of the city. 
Audiences were impressed by the way the event used the city’s built environment, as it:
Celebrated the city in a new way
Showed off the new public realm;
Encourage people to look up and take in the architecture; and
Introduce them to parts of the city that did not realise existed.
Contributes to: Aim 2, PO3Project Aim 2
Hull 2017 Aim 4
The City’s Past Interpreted in New Ways
Made in Hull was successful in presenting the history and heritage of Hull, with star ratings ranging from 4.5 to 5 out of 5 for this aspect of the event amongst the CPT, Artists, Peer Assessors, and Delivery Partners. 94% of audience members stated that the event experience made them feel more connected with the stories of Hull and its people; and audiences felt it had successfully given a flavour of the last 75 years. 
High scores (an average of 7 to 9 out of 10 in terms of level of agreement) were also given by the CPT, Artists and Peer Assessors in terms how successful Made in Hull had been in enhancing understanding of the city’s past; improving audience experience of engaging with the city’s past; and developing artistic practice in celebrating the city’s past. Indeed, when compared to the more traditional approaches of a museum exhibition or history talk, Made in Hull was seen to have interpreted history and heritage in a way that was more accessible, immersive, immediate and appealing. 
 Ways artistic approaches to interpreting heritage were seen to differ from more traditional approaches were being accessible, immersive, immediate and appealing.
‘These types of events can be more inclusive for audiences who shy away from academic settings or have certain expectations about archive footage or an archive presentation.’ (Delivery Partner)
Audience feedback supported these sentiments, with 97% agreeing that artistic approaches make the history more interesting, and 93% agreeing it makes the history easier to understand. Mainly, this is the result of:
Bringing the history to life;
Stirring up personal memories; and
Challenging audiences’ own perceptions of Hull.
‘It’s an easier language, I guess if people don’t like to go to galleries or museums, they feel it’s not for them...It’s a language that we all understand and we can participate in…Everybody could take something from it.’ (Audience Member)
Project Aim 2
Hull 2017 Aim 1
Hull 2017 Aim 2
People Have Learnt About Hull’s Past
In giving a score out of 10 for how much they had learnt about history and heritage as a result of working on, or attending the event:
CPT members averaged more than 8 out of 10
Artists averaged more than 7 out of 10
Peer Assessors averaged more than 8 out of 10
Audiences averaged more than 7 out of 10.
‘I've learnt a huge amount about the history of the people of Hull and the roll that migration, immigration and transmigration have played in the makeup of the community.’ (Artist)
‘I knew people had come from Scandinavia, but some of the other places that were on there I think were new to me.’ (Audience Member)
Some CPT members worked directly with heritage partners and heritage professionals to research and develop an overall narrative for the project; source and incorporate archive content into individual artworks; and to sense check and ensure accuracy within the work presented.
Audiences spoke of having undertaken further research into the histories presented through talking to people that lived through them, and through online research.
‘It certainly fed your imagination, because I’ve been on internet, I don’t usually bother with internet, and I’ve been looking at all sort of things from there and I’ve learnt a lot.’ (Audience Member)
Contributes to: Project Aim 2, PO5
Hull 2017 Aim 1
Quality and the Creative Case for Diversity
Due to the age of CPT members, it was felt that the event perhaps lacked a “youth voice”; and there was recognition that ethnic diversity and disability were under-represented in both the CPT and commissioned artists.
Diversity was noticeable within some of the individual installations despite this, with Arrivals and Departures cited as the strongest example.
The geographical diversity of the CPT members and Artists was viewed as a strength. Mixing creative professionals based in Hull with those from elsewhere there was a good mix of the local voice with fresh external perspectives on the city.
Made in Hull was of high quality, with most Quality Metrics[footnoteRef:4] scored at a minimum of 7 out of 10, and a most frequent score of 8 out of 10 across the CPT, Peer Assessors and audiences. [4:  The Quality Metrics are a set of statements, developed by arts and cultural organisations that aim to help understanding about what people value about the work. There are nine metrics tested by the project delivery team, peer assessors and public - Concept: it was an interesting idea; Presentation: it was well produced and presented; Distinctiveness: it was different from things I’ve experienced before; Challenge: it was thought-provoking; Captivation: it was absorbing and held my attention; Enthusiasm: I would come to something like this again; Local impact: it is important that it's happening here; Relevance: it has something to say about the world in which we live; Rigour: it was well thought through and put together. A further three are just asked of the project delivery team and peer assessors - Originality: it was ground-breaking; Risk: the artists/curators really challenged themselves; Excellence: it is one of the best examples of its type that I have seen.] 

Peer assessors felt the weakest quality metric was originality (it is ground breaking). This was framed by their own professional experience, with many having worked on large outdoor spectacles. There was, however, recognition that it was the first time such an event had happened in Hull. Peer Assessors felt the weakest Quality Metrics were originality, challenge, risk, and excellence.
Hull 2017 Aim 1
Generation of National Media Interest
Made in Hull seemed to capture the imagination of the UK press, with total media coverage volume of 2,350 across print, online and broadcast. This represented a total readership of 3.2 million and Advertising Value Equivalent (AVE) of £4.5 billion. Coverage included:
38 national newspaper pieces in print;
566 articles in local publications (print and broadcast);
1,750 mentions on TV and Radio; 
550 mentions in online news pieces; and
3,500 click throughs from online editorial.
Most coverage of the event was neutral (65%), with the remainder having a strong positive skew (32%).
The value of such media coverage was reflected in the findings that 36% of audiences became aware of the event via TV; 25% by printed media; and 18% by radio.
Project Aim 3
Hull 2017 Aim 2
Hull 2017 Aim 4
Improving Perceptions of Hull
By the end of the Made in Hull project, all of the CPT members and 6 of 9 artists responding to the survey said that they would speak more positively about the city. The remaining artists already had a positive opinion towards the city before being involved, and this remained unchanged. Where positive changes occurred this was primarily because:At the end of the project 100% of CPT members and two-thirds of artists would speak more positively about the city, primarily because:
Their knowledge of the city and its offer increased; 
They were taken aback audiences’ reaction to the event; and
They realised the city is intent on making the most of Hull 2017.
‘The project showed the cultural and historical depth of the city and the audience response was so warm and generous. An excellent event.’ (Artist)
80% of audiences agreed the event showed them there was more to Hull than they expected. 
Audiences felt an overwhelming sense of pride, generated both by the content of the event and the overall reaction of audiences attending.
‘I was in town for the Made in Hull event in Queen Victoria Square on Sunday and loved it. I watched it four times...The cheers that went up at the end of the piece, saying 'WE ARE HULL' pride is being restored in our great City.’ (Audience Email)
Audiences rediscovered the city, with the event making them look at its built environment in a new way and taking them to parts of Hull they have never seen before.
‘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.’ (Audience Member)
‘One of the things was Zebedee’s Yard. Up until then I thought Zebedee’s Yard was a private place.’ (Audience Member)
All members of the CPT agreed ‘Made in Hull has placed Hull nationally on the arts radar for the coming year’. Some noted a distinct shift in attitudes when speaking to people from outside the city.
‘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)
Audiences had also seen a shift in attitudes, amongst people they had been trying to convince for years.
‘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.’ (Audience Member)
Hull 2017 Aim 2
Hull 2017 Aim 4
Economic Impact
88% of people coming into city centre on the day they attended Made in Hull cited the event as their main reason visiting, though this was as high as 91% for people aged 35 and above.
 4% of audience members were first time visitor to Hull.
Visitor satisfaction with city centre signposting has increased from 2016, indicating the public realm works have improved wayfinding; whilst accommodation quality has worsened, but it is unclear why. It may be due to difficulty in finding accommodation with hotels at capacity at the time; that new visitors coming to the city in 2017 have higher expectations than previously; or that the quality of the offer has deteriorated..
Visitor satisfaction with places to eat and drink were at 68%. This may have been affected by audience perceptions that many places did not open late, or were not open at all during Made in Hull.
Compared with the baseline figures collected at Place des Anges there was an increase in the average:
Number of days and nights visitors stayed in Hull
Spend on accommodation (+£16)
Other spend (+£17)
Total spend was higher on average amongst visitors from elsewhere in the UK than among audiences from East Riding of Yorkshire or Hull. 
Half of local businesses reported positive impacts to their business linked to increased footfall; diversification of customers; increased sales; and a positive atmosphere within the city.
As an initial estimate, the audience of 327,324 people and 213,178 individuals had an estimated total spend of nearly £3 million (£2,916,723). Considering substitution (spend that would have occurred on activities instead of attending ‘Made in Hull’), the results show additional spend (additionality) of just over £1 million (£1,021,241) for the week-long event.  
37% 25 of 67 of local businesses responding to the survey reported an increase in turnover; 27%18 reported an increase in profit; and 40%27 had given additional staff hours because of Made in Hull. 
Hull 2017 Aim 4
Hull 2017 Aim 5
Hull 2017 Aim 9
Bringing People Together
98% of audiences agreed Made in Hull gave everyone the chance to share and celebrate together. This was in part due to the way the event encouraged conversation within and between groups, creating a positive and friendly atmosphere.
‘For me it was the collective emotion in the square…Everybody clapped and cheered at the end…Even though some of it was harrowing, it was uplifting at the end, everybody felt positive.’ (Audience Member)
94% of audiences agreed Made in Hull had placed the community at the centre.
94% of audiences agreed Made in Hull had made them feel more connected to the stories and people of Hull.
68% of audiences agreed Made in Hull had given them the opportunity to interact with people who they wouldn’t have normally interacted with. There was a sense the event made people forget their differences.
It was so nice that it didn’t matter what team you supported, or skin colour or race, or anything…You just got on so well. All people. There was an old lady dancing with a young kid…he was giving it the moves and she was trying to copy and that was just amazing.’ (Audience Member)
78% of audiences agreed Made in Hull had made them think positively about people from other generations.
80% of audiences stated they had talked to people from other generations about the stories presented.
‘I’ve got some elderly neighbours and I did sort of ask them about what it was like for them during the war and their experiences, and I’ve been round and had a cup of tea with them, which I would never have done normally.’ (Audience Member)
‘I spoke to my mum about her wartime experiences…I think it encouraged me to ask a little bit more and find out that actually they were bombed out - they weren’t in the house at the time luckily, but they were in the shelter, but they lost loads of things in the blitz and then had to split up…I didn’t know that.’ (Audience Member)
‘I was talking to an old chap who was actually stationed at an airfield up at Bransholme where the shopping centre is now, and the stories he was telling me were just amazing…It’s made me feel so humble.’ (Audience Member)
Hull 2017 Aim 7
Emotional Response
Made in Hull was most commonly described as a highly emotive experience, with the most commonly cited emotions felt by audiences being:
1. Happiness
2. Surprise 
3. Anticipation
4. Sadness.
These emotions were a reaction to how the history was brought to life by the artwork, and how the audience were responding to the event.
Made in Hull was also seen to have set the tone for the year ahead, creating excitement about what was to come.
‘It gives you a feeling that there’s a lot more to come. Anticipation is the feeling I’m left with…You can see how much effort’s gone into it as well.’ (Audience Member)
Hull 2017 Aim 4
Hull 2017 Aim 7
Key Learnings
UK City of Culture status is powerful
UK City of Culture status was a significant factor in creative professionals and delivery partners choosing to be involved in Made in Hull, and in audiences attending the event. The award’s national significance, the build-up since winning, and a sense that it can be a catalyst for change is something people have bought into. Developing awareness of UK City of Culture status should therefore integral to a city’s lead up activity.
‘I was anticipating this event really, from hearing that we’d won...I felt very proud, I’ve lived in Hull all my life so I was really looking forward to these events.’ (Audience Member)
Everyone loves an underdog
Both those working on the project, and those attending the event, who had a personal connection to Hull wanted to champion the city and celebrate it. They saw the project as a chance to challenge how Hull is misunderstood and misrepresented. 
‘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)
The creative brief acted as a catalyst to new ideas and discoveries that were seen to strengthen the project
The CPT members drew on the specialist knowledge of heritage institutions and professionals to develop a concept for Made in Hull that was unashamedly Hull-centric, identifying a range of subject matter for exploration. This created a strong foundation on which to build the artists’ creative briefs. By keeping these creative briefs loose, artists were enabled to undertake their own research, which challenged and excited them. This led to new discoveries that tested the pre-conceptions of the CPT.
Successful projects are built on careful planning, talent, collaboration, and communication 
Made in Hull benefitted from:
Each member of the CPT having an area of expertise;
Each member of the CPT having experience of largescale events;
Artists being motivated to take part because of the calibre of the CPT;
Artists being provided with the opportunity of an R&D phase;
The openness of the CPT to adapt to the new discoveries made;
Artists allowing Hull’s heritage to direct the art rather than vice versa;
Strong collaboration between the CPT and most Artists.
The collaborative approach to concept and creative development enabled:
Greater focus on the ideas at conception stage;
Links to be made to necessary advice and resources; and
Delivery on time and on budget.
However, there were areas where improvements could have been made to further strengthen the efficiency and effectiveness of the project and production management:
Clear project milestones for each team member;
One clear Project Lead;
Clear communication channels between different stakeholders;
More time built in across all stages of the project;
Opportunities for the commissioned artists to collaborate;
A more experienced Events Team and Technical & Operations Crew.
Focusing on history within living memory and using the city’s architecture as a canvas strengthened the narrative and increased audience engagement
Focusing on the last 75 years of the city’s history enabled the project to appeal to a broad range of audiences. It highlighted stories that would stimulate the memories of those who lived through the experiences presented, or that would be familiar to others who heard these stories from grandparents and parents.
The artwork also led the CPT to change the project location, with the stories uncovered requiring architecture of greater relevance and gravitas, and sufficient space for audiences to share in the experience. It also enabled the use of empty retail spaces, animating the city centre. 
‘It’s nice to see the shop windows filled, and using the spaces we’ve got rather than leaving them empty.’ (Audience Member)
Providing different levels of information for audiences enables a greater variety of people to engage
Where people experienced the event with a tour guide, the additional context provided helped to increase the accessibility of some of the more challenging art works.
The description of Made in Hull within marketing materials was not felt to convey the excitement and emotion of the experience, meaning potential audiences may have been lost. Had these aspects of the project been better communicated those who felt it was not for them may have engaged.
‘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…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.’ (Audience Member)
Audio description at both In With a Bang and Made in Hull were highly praised. Users felt valued as an audience member, however, they did state that finding out about audio-described events is a challenge due to the current usability of the website.  
 ‘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.’ (Audience Member)
A weeklong event enabled the event to gather momentum 
Having a longer running opening event, meant that Made in Hull could really benefit from the positive word of mouth and media coverage generated. Both were the principal ways in which audiences became aware of the event, particularly young adults, males, those from Hull’s more deprived communities, older people, and visitors to the city. It also meant that the project’s accessibility was increased, as people were provided with more than one opportunity to see the event.
‘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.’ (Audience Member)
‘Because lots of people at work had seen it through the week…I didn’t go until Thursday, so there was a real building of anticipation for it.’ (Audience Member)
Heritage-inspired arts events provide heritage audiences with a way-in to the arts and arts audiences a way-in to heritage.
Made in Hull demonstrated heritage-inspired arts provide an opportunity to attract a crossover heritage audience. Engagement with arts and culture in the 12 months prior to attending Made in Hull, showed that 78% of audiences had attended a museum / historical attraction (5% higher than the figure for Place des Anges, and 15% higher than In With a Bang).
‘I’m interested in the history of the Hull area and wanted to see how it was being represented really.’ (Audience Member)
Equally, arts audiences are attracted by the way that artists can interpret historical events differently to the traditional approaches used in museums, bringing the history to life and creating intrigue and anticipation. Once captured in this way people may then be inspired to find out more via traditional methods.
 ‘I think it gives you a start with the information…If you really want to know about it, you’d have to go away and look that up yourself…I have heard lots of people saying…they’re gonna go in the Maritime Museum, they’re gonna go in the Ferens Art Gallery …Now they want to go into [museums and galleries]. I was talking to a woman the other day and she was about 35, never been into an art gallery in her life, but she’s going in.’ (Audience Member)
Through uncovering new stories and celebrating unknown locations in the city, residents and visitors saw the city anew
Well-known narratives about the city were presented alongside little know stories, empowering audiences to discover new aspects of the city’s past. Arrivals and Departures was particularly successful in this regard. 
Using the city’s built environment also encouraged people to take notice of architecture they often pass by, or take for granted, whilst the event route introduced residents and visitors alike to sites they had never previously visited. 
Media coverage has tremendous weight in challenging external perceptions of the city 
The comprehensive and positive media coverage across multiple platforms at a national and regional level sent a message that Hull had arrived in 2017 and meant business, causing sceptics to have a change in attitude.
Audiences for arts and culture expect the wraparound 
Audiences were disappointed that many businesses did not stay open late, or open at all for Made in Hull, as they expect arts and cultural events to be supported by a food and drink offer. Some viewed this as a lack of opportunism, and felt that businesses had either been surprised by the numbers, or had not been sufficiently briefed about the what to expect. 
By focusing on audiences’ emotional engagement with the city’s past, Made in Hull generated an immensely powerful response, which in turn influenced a shift in attitudes towards Hull
Volunteers and audiences at Made in Hull, combined to create a friendly, positive, and uplifting atmosphere of shared celebration. Through successfully connecting with audiences on an emotional level, feelings of happiness, surprise and anticipation dominated conversation. This was noticed by the CPT, Artists, and local business, who shared how audience reaction to the event caused them to see the city more positively. 
The Hull-centric focus of the event, combined with the emotional presentation of the city’s stories, encouraged a time of reflection amongst audiences
The approach and presentation of Made in Hull brought people from all backgrounds together, in a way that made them forget their differences and revel in their commonalities. Younger people saw and felt the contribution made by previous generations; all age groups could empathise with the lived experiences of the city’s residents in a more profound way; and personal memories resurfaced. 
‘That was just good but quite sad. But then it gets you annoyed. Because, I don’t know, occupation and things around here…means that kids do have trouble getting jobs and that gets you angry.’ (Audience Member)
 ‘I remember one year when I went [to Hull Fair] as a kid, there was bare-knuckle boxers…and I’m thinking really?! It was colourful Hull Fair. And there used to be a man who was a chicken as well…oh there was everything there!’ (Audience Member)
‘The stories that I saw were the ones that you know, my grandparents had told me about, my dad brought up, and I recognised them all.’ (Audience Member)
Volunteers play a central role in audience satisfaction and increasing engagement
94% of audiences and 100%all of  delivery partners who attended felt welcomed by Hull 2017 volunteers. Audiences also recounted how they brought positivity and enthusiasm, and were highly informed.
‘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.’ (Audience Member)
Conclusions
Overall, Made in Hull achieved all the project aims and objectives; and made a significant contribution towards the broader aims and objectives of Hull 2017. This is down to the combined efforts of all the individual involved in developing and delivering the project, working collaboratively, and being open to change; as well as audiences unrivalled enthusiasm for supporting the year. The event the tone for the year ahead, creating positivity and sense of expectation about what would come next.
Recommendations
The experience of Made in Hull highlights several recommendations linked to the delivery of future UK City of Culture and largescale outdoor arts events, whether in Hull or elsewhere.
Project Conception
Continue to identify and develop heritage-inspired arts projects, collaborating with key creative, heritage and community partners. and work with creative and cultural partners in the city to champion heritage-inspired arts
Take advantage of the UK City of Culture status and high profile team members to attract creative professionals to develop and work on projects.
Take advantage of UK City of Culture status motivating attendance and visits to the city at the start of the year; whilst developing strategies to move audience motivation towards the general arts, culture and heritage offer of the city as the year progresses. This will help ensure sustainability in future.
Audience Development and Engagement
Where possible and appropriate, offer guided tours linked to the event to ensure audiences who need additional support and information are enabled to attend.
Identify different ways to signpost audiences to further information about the stories or artworks presented, as events such as Made in Hull can inspire follow up activity.
Take advantage of the UK City of Culture status being a key motivation to attend events and visit the city at the start of the year as City of Culture; whilst developing strategies to move audience motivation towards the general arts, culture and heritage offer of the city as the year progresses. This will help ensure sustainability in future.
Accessibility
Review the usability of online information sources promoting access provisions at events, and consider additional options for disseminating such information, e.g. an e-newsletter opt-in for accessible events.
Consider identifying tactile aids that could be offered to visually impaired audiences at future events to further bring the experience to life.
Where possible and appropriate, live-stream and offer event playback on digital platforms to enable the socially isolated to access events, as well as to appeal to younger audiences.
Marketing
Consider running focus groups with potential event audiences to test the accessibility and effectiveness of marketing copy.
Consider Where possible and appropriate, createing an ambassador scheme for children and young people to generate word of mouth via both face to face and social media, as this is an effective way of raising awareness amongst these age groups.
Identify key community gatekeepers within Hull’s most deprived communities who can share upcoming programmeevent information by word of mouth, as an effective way of raising awareness in these communities. 
Research ways to access visitors in the ‘Visiting Friends and Relatives’ category, as they represent a majority of staying visitors to the city, relative to paid for forms of accommodation.
Project Management
Provide clear project descriptions, with agreed project aims and objectives so everyone is working to the same end goal.
Exploit the UK City of Culture status and high profile team members in attracting creative professionals to work on future projects. Build reflection sessions into project delivery plans for largescale long running projects, to aid cohesion and build confidence between team members. 
Build in opportunities for Artists to meet and collaborate where events have an overarching narrative, to benefit from greater synthesis between pieces and a strengthening of the narrative.
Ensure that all artists remain on message in terms of key elements of the creative brief to ensure consistency.

Identify one Project LeadProject Leadership should be the role of one individual to avoid confusion within the team. A decision on who this is should be made  at the start of the project and communicate any changes made once the project begins to all team members. If any changes are required, this must be clearly communicated to all team members.
Continue to provide clear project descriptions, with project aims and objectives so everyone is working to the same end goal.
Exploit the UK City of Culture status and high profile team members in attracting creative professionals to work on future projects. 
Develop aA short internal communications plan, outlining communication processes between the CPT, Artists, and Delivery Partners .would help to increase the effectiveness of project communications in future.
Build reflection sessions into project delivery plans for largescale projects, such as Made in Hull, to aid cohesion and build confidence between team members. 
Build in opportunities for Artists to meet and collaborate where events have an overarching narrative, to benefit from greater synthesis between pieces and s strengthening of the narrative.
Review the usability of www.hull2017.co.uk for those with visual impairments to ensure accessible events can be found easily, and consider the option of creating a newsletter opt-in for accessible events within the programme.
Consider identifying tactile aids that could be offered to visually impaired audiences at future events.
Consider testing marketing copy on a test group of audiences to see whether they understand the essence of the event.
Consider creating an ambassador scheme for children and young people to generate word of mouth via both face to face and social media.
Review the Artistic Programme for event specifically targeting young people and young adults
Identify key community gatekeepers within Hull’s most deprived communities who can share upcoming programme information. 
Research ways to access visitors in the Visiting Friends and Relatives category.
Consider increased use of live-streaming and event playback on digital platforms to be accessible to the socially isolated, and to attract more young audiences.
City Partnerships
Follow up withFeedback audience expectations and outcomes of events like Made in Hull with local service sector businesses membership organisations to push share the importance of Hull’s businesses (especially food and beverage) to be open for events such as Made in Hullthe city being open for business.
Consider a positive discrimination within the recruitment process for CPT members and Artists, or build greater links into networks where more diverse creative professionals can be targeted with information about upcoming opportunities.
Ensure that all Artist remain on message in terms of key elements of the creative brief to ensure consistency
Continue to develop projects and work with creative and cultural partners in the city to champion heritage-inspired arts
Continue to offer guided tours for events such as Made in Hull, to ensure audiences who need additional support and information are enabled to attend.
Provide audiences with information about how they can find out more about the stories presented, as Made in Hull has proved that event like this inspire follow up activity.
Consider how to convert the high proportion of audiences motivated to attend events and visit the city because of its status as UK City of Culture, to be motivated by the general arts, culture and heritage offer that will be available in 2018 and beyond.

PROJECT AIM 1
To invite every Hull resident to the live performances


(PO1)
Send an invitation for Made in Hull to every home in the Kingston-Upon-Hull local 
authority area 
(total 118, 500 households) 


PROJECT AIM 2
To enable better understanding of the last 75 years of Hull’s history and heritage though the creation and delivery of a spectacular opening event 


(PO2) Employ an experienced, high quality and diverse Core Project Team (CPT) to take control of the overall concept and narrative for 
Made in Hull


(PO3) Commission seven artists or artistic companies to create new work for Made in Hull that tells the story of the city


PROJECT AIM 3
To generate national 
media coverage and interest


(PO7) Create focused press and media campaigns for Made in Hull, in partnership with Hull 2017’s PR agencies


(PO8) Share key statistics and positive feedback linked to Made in Hull with Hull 2017’s PR agencies and media connections, in order to reach the target audience of 120,000


(PO6) CPT, Artists and audiences to have learnt more about Hull’s history and heritage as a result of their involvement with, or attendance at, Made in Hull


(PO5) Engage relevant heritage, community, creative and other partners to ensure the successful delivery of Made in Hull, in line with the project’s vision


(PO4) Identify appropriate locations within Hull City Centre on which to present the artworks commissioned for Made in Hull



Hull 2017 Aim 1: High quality programme of arts, culture and heritage


Objective 1: 365 day programme that is ‘of the city’ yet outward looking and includes 60 commissions


Hull 2017 Aim 2: Develop audiences


Objective 3: Increase total audiences for Hull’s arts, cultural and heritage offer


Hull 2017 Aim 7: Improve wellbeing through engagement and participation


Objective 13: Engage volunteers from Hull and beyond through the Volunteering Programme


Hull 2017 Aim 3: Develop the cultural sector


Overarching Aim 5: Strengthen Hull and East Riding economy 


Hull 2017 Aim 4: Improve perceptions of Hull both internally and externally


Objective 6: Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners


Objective 7: Enhance positive media coverage of Hull’s arts and heritage offer


Objective 10: Increase visitor numbers to Hull


Hull 2017 Aim 9: Demonstrate exemplar programme delivery and partnerships, establishing Hull 2017 as a blueprint for successful delivery


Objective 18: Demonstrate Hull is a best practice exemplar of how to successfully deliver a UK City of Culture


Objective 19: Ensure partners are satisfied with their Hull 2017 partnership experience.


Objective 14: Increase levels of happiness and enjoyment as a result of engaging with the arts and culture


Objective 15: Increase levels of confidence and community cohesion among local audiences and participants


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


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


Objective 4: Increase engagement and participation amongst Hull’s residents


Objective 5: Increase diversity of audience for Hull’s arts and heritage offer


Objective 2: Improve understanding of Hull’s heritage 
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