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7. Conclusions
7.1. Introduction
As outlined in Chapter 1 of this report, ‘Made in Hull’ had a vision and a number of 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 ‘Made in Hull’ delivered against these targets, hopes and expectations.

7.2. Project Vision, Aims & Objectives

The vision for ‘Made in Hull’ was to be 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.

Staged across the city centre, ‘Made in Hull’ was to tell the story of Hull in surprising and stunning ways through a series of commissions by local and international artists. From the devastation of the Second World War, through the good times and the hard times, it was to be an exploration of Hull’s heritage and its characters at work and play.
7.2.1. Aims and Objectives of ‘Made in Hull’

In order to achieve this vision ‘Made in Hull’ had the following project-specific aims and objectives:

· Aim 1: To invite every Hull resident to the live performances

· Objective 1: send an invitation for ‘Made in Hull’ to every home in the Kingston-Upon-Hull local authority area (total of 118,500 households)

· 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 

· Objective 2: employ an experienced, high quality and diverse Core Creative Team (CCT) to take control of the overall concept and narrative for ‘Made in Hull’

· Objective 3: commission artists or artistic companies to create new work for ‘Made in Hull’ that tells the story of the city

· Objective 4: identify appropriate locations within Hull City Centre on which to present the artworks commissioned for ‘Made in Hull’

· Objective 5: engage relevant heritage, community, creative and other partners to ensure the successful delivery of ‘Made in Hull’, in line with the project’s vision

· Objective 6: CCT, 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’

· Aim 3: To generate national media coverage and interest

· Objective 7: create focused press and media campaigns for ‘Made in Hull’, in partnership with Hull 2017’s PR agencies

· Objective 8: 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.

Table 56, 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 56: Performance Against Project Aims & Objectives

	Aim
	Objective
	Achieved?

	1. To invite every Hull resident to the live performances
	Send an invitation for ‘Made in Hull’ to every home in the Kingston-Upon-Hull local authority area (total of 118, 500 households)
	YES

Invitations distributed to every home in the Kingston-Upon-Hull local authority area.

Increase in the proportion of audiences aware of event via advertising and printed materials (20%).
47% of audiences were Hull residents.
Audience counts and information collected via the audience survey, provides an estimation of unique attendees from Hull of xxx (X% of the LA population
)

	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
	Employ an experienced, high quality and diverse Core Creative Team (CCT) to take control of the overall concept and narrative for ‘Made in Hull’
	YES

6 creative professionals contracted to form the Core Creative Team, each having a specialism key to successful event delivery.

CCT members and Artists reported that the calibre of other professionals working on the project was a motivation for involvement.

All experienced in the delivery of largescale arts projects, with some having direct experience of largescale outdoor events, events inspired by Hull and its people, and heritage inspired arts events. 

	
	Commission artists or artistic companies to create new work for ‘Made in Hull’ that tells the story of the city
	YES

11 artists / artistic companies commissioned to make new work.

Hull-centric focus of event as a whole included within all creative briefs.

4.5 out of 5 stars was given by CCT Members for the event’s success in presenting the history and heritage of Hull.

4.7 out of 5 stars was given by Artists for the event’s success in presenting the history and heritage of Hull.

4.8 out of 5 stars was given by Peer Assessors for the event’s success in presenting the history and heritage of Hull.

5 out of 5 stars was given by Delivery Partners for the event’s success in presenting the history and heritage of Hull.

Audiences reported the event had given a flavour of the last 75 years of Hull’s history and heritage, and expressed amazement at how much history was presented.

94% of audience agreed that the event had made them feel more connected with the stories of Hull and its people.

	
	Identify appropriate locations within Hull City Centre on which to present the artworks commissioned for ‘Made in Hull’
	YES

Decision made to switch locations, from original plan of Ferenesway, to ensure that the sites chosen were appropriate and had the greatest impact possible.
8 city centre locations identified as sites for the installations.
All CCT members felt the locations selected for installation of the artworks were appropriate.
Audiences reported how the event had introduced them to parts of the city they had previously not visited, with some describing it as an adventure.


	Aim
	Objective
	Achieved?

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

X heritage partners engaged to support CCT and Artists, in the sourcing of histories and historical content

X community partners engaged to support Artists in researching and producing content for the artwork

Events Management Company and Technical & Operations crew contracted to support live delivery of the event

	
	CCT, 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’
	YES

Average score of 8.8 - 9.2 out of 10 for level of agreement (where 10 was Strongly Agree) awarded to all three statements, ‘Made in Hull enhanced audiences' understanding of the city's past’; ‘Made in Hull improved audiences' experience of engaging with the city's past’; and ‘Made in Hull contributed to the development of artistic practice in celebrating the city's past’, by the CCT.

Average score of 7.3 to 7.7 out of 10 for level of agreement awarded to all three statements, ‘My contribution to Made in Hull enhanced audiences' understanding of the city's past’; ‘My contribution to Made in Hull improved audiences' experience of engaging with the city's past’; and ‘My contribution to Made in Hull contributed to the development of artistic practice in celebrating the city's past’, by Artists.

Average score of 7.8 to 9 out of 10 for level of agreement awarded to all three statements, ‘Made in Hull has demonstrated new ways of interpreting the history and heritage of a city through the arts’; ‘Made in Hull has presented audiences with new ways of engaging with the history and heritage of a city through the arts’; and ‘Made in Hull has contributed to the development of artistic practice in celebrating a city's history and heritage’, by Peer Assessors.

CCT members gave an average score of 8.8 out of 10 in relation to how much they had learnt about Hull’s heritage working on the project; and an average score of 8.7 out of 10 in relation to how much they had learnt about Hull’s history working on the project.

Artists gave an average score of 7.1 out of 10 in relation to how much they had learnt about Hull’s heritage working on the project; and an average score of 8.1 out of 10 in relation to how much they had learnt about Hull’s history working on the project.

Peer Assessors gave an average score of 9 out of 10 in relation to how much they had learnt about Hull’s heritage working on the project; and an average score of 8.5 out of 10 in relation to how much they had learnt about Hull’s history working on the project.

Audiences gave an average score of 7.3 out of 10 in relation to how much they had learnt about Hull’s heritage working on the project; and an average score of 7.3 out of 10 in relation to how much they had learnt about Hull’s history working on the project.

67% of Artists would like to work on heritage inspired projects again in future.
75% of Peer Assessors would like to attend or take part in heritage inspired arts events in future as a result of ‘Made in Hull.’

Audiences report an appetite to learn more about Hull’s history and heritage, with some having done follow up research into the stories presented by the event, both through conversations with friends, family members and acquaintances; and through internet based research.

94% of audiences and 100% of Delivery Partners agreed that using artworks to present Hull’s history and heritage had made the history and heritage more interesting.

	Aim
	Objective
	Achieved?

	
	
	93% of audiences and 100% of Delivery Partners agreed that using artworks to present Hull’s history and heritage had made the history and heritage easier to understand.

Audience reported that the event had caused them to reflect on the city’s past and how this has shaped the place it is today.

	3. To generate national media coverage and interest
	Create focused press and media campaigns for ‘Made in Hull’, in partnership with Hull 2017’s PR agencies
	YES

Total media coverage volume of 2,350 across print, online and broadcast.

Total readership of 3.2 million.

Estimated AVE of more than £4.5 billion.

Positive editorial pieces on the BBC, Guardian and Hull Daily Mail websites had more than 38,000 shares on social media.

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

566 articles in local publications (print and broadcast) including Hull Daily Mail, BBC Look North and ITV Calendar.

1,750 mentions across TV and radio, with syndication on BBC stations.

550 mentions across online news pieces including BBC, Mail Online, Guardian and The Daily Telegraph.

3,500 click-throughs from online editorial throughout December and January.

More than 50k mentions on social media from 31 December to 21 January.

National and international reach across media and social media coverage.

100% of CCT members feel that ‘Made in Hull’ had placed Hull nationally on the arts radar for the coming year.

36% of attendees aware of ‘Made in Hull’ via TV, 25% via printed media, and 18% via radio.

	
	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
	YES

Majority of coverage is neutral, but with a strong positive skew and only 3% of coverage generated flagged as negative.

Total audiences (visits) to ‘Made in Hull’ of 342,324.

Total unique visitors to ‘Made in Hull’ of xxxxx.


7.3. Hull 2017 Aims & Objectives
In addition to these project specific aims and objectives, ‘Made in Hull’ will contribute to many of the following aims and objectives from Hull 2017’s overarching Monitoring & Evaluation Framework:

· 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

· Objective 2: Improve understanding of Hull’s heritage 

· Aim 2: Develop audiences

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

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

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

· Aim 3: Develop 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: 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

· Aim 5: Strengthen Hull and East Riding economy 

· Objective 10: Increase visitor numbers to Hull

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

· Aim 6: Increase public and private investment and regeneration in Hull (both cultural and other investment)
· Objective 12: Support new investment and regeneration in the city

· Aim 7: Improve wellbeing through engagement and participation

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

· 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

· Aim 8: Increase aspirations, abilities and knowledge of residents 

· Objective 16: Engage with all Hull based primary and secondary schools, providing all school age children with the opportunity to engage with arts and culture

· Objective 17: Delivery of training and development opportunities to local residents through arts and culture initiatives.

· 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.

Table 57, overleaf, presents these aims and objectives and provides evidence from the preceding chapters to illustrate how ‘Made in Hull’ and ‘In With a Bang’ have delivered against almost all aims and objectives from the Hull 2017 M&E Framework.
Table 57: Performance Against Hull 2017 Aims & Objectives

	Aim
	Objective
	Achieved?

	1. High quality programme of arts, culture and heritage
	365 day programme that is ‘of the city’ yet outward looking and includes 60 commissions
	YES

7 days from 1-7 January 2017, incorporating 11 commissions of new work.

High average scores by CCT (8.4 out of 10), Peer Assessors (8 out of 10), and audiences (8.4 out of 10) across all of ACE Quality Metrics.

Combination of CCT members and Artists with personal connections to Hull and no personal connections to Hull reported to have been successful in providing a Hull-centric focus, but one that brought in outside perspectives that enriched the event.

	
	Improve understanding of Hull’s heritage 
	YES

See Aim 2 in Table 56.

	2. Develop audiences
	Increase total audiences for Hull’s arts, cultural and heritage offer
	YES

Total audience of 342,324 over 7 days (including ‘In With a Bang).

Xxx unique audience members over 7 days (including ‘In With a Bang).

3% of ‘Made in Hull’ audiences, and 7% of ‘In With a Bang’ audiences had not attended or participated arts, culture and heritage in the last 12 months 
Audiences reported that people they have spoken to are saying they will visit museums and galleries now, where previously it would not have been an activity they chose to do.

	
	Increase engagement and participation amongst Hull’s residents
	YES

See Aim 1 in Table 56.

37% of audiences attended ‘Made in Hull’ more than once – 27% visited twice; 8% visited three times; and 2% four or more times.

X% of ‘Made in Hull’ audiences from Hull, and X% of ‘In With a Bang’ audiences from Hull had not attended or participated arts, culture and heritage in the last 12 months 

Average number of visits amongst Hull residents of 1.66.

	
	Increase diversity of audience for Hull’s arts and heritage offer
	YES

4% increase in visitors from outside the East Riding to ‘Made in Hull’ vs. baseline.

8% increase in male audience for ‘Made in Hull’ vs. baseline.

5% increase in retired audience to ‘Made in Hull’ vs. baseline.

2% increase in non-White British audience to ‘Made in Hull’ vs. baseline.

11% increase in under 35-year-olds for ‘In With a Bang’ and 2 % to ‘Made in Hull’ vs. baseline.

More diverse split of disabled audiences for ‘Made in Hull’ vs. baseline (5% limited a little and 4% limited a lot for ‘Made in Hull’ vs. 6% limited a little and 2% limited a lot for baseline).

Proportional representation of Hull & East Riding post code districts and wards was more evenly spread amongst those attending ‘Made In Hull’.

3% increase in audiences from Hull’s 10% most deprived LSOAs for ‘Made in Hull’ vs. baseline.

	Aim
	Objective
	Achieved?

	3. Develop the cultural sector
	Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners
	50% of the CCT members said they had learnt new skills and 67% said they’d developed existing skills through working on ‘Made in Hull’.
CCT members were most likely to have gained or developed artistic or creative skills (e.g. art forms, artistic techniques) from working on the project, most closely followed by skills and knowledge in Project Development; Museums, Libraries and Archive skills (e.g. researching archives, cataloguing, conservation, interpretation); Project Management; Audience Development; Production & Technical Skills; and Team Working.

83% of CCT members stated that they had been able to collaborate with other individuals and/or organisations working on ‘Made in Hull; 

100% of CCT had built new relationships with individuals and/or organisations they had not come across before; 

67% of CCT members had been able to develop existing relationships with other individuals and/or organisations that pre-dated ‘Made in Hull.’

100% of Artists said they had increased existing skill / knowledge and 78% stated they gained new professional skills from working on ‘Made in Hull’. 

Artists were most likely to have gained or developed project development, project management or artistic / creative skills, with a significant number also stating community engagement skills.

Artists reported having reached new audiences, increased their profile, and increased their confidence in working on outdoor and heritage-inspired arts events.

89% of Artists stated that they had been able to collaborate with other individuals and/or organisations working on ‘Made in Hull.

89% of Artists had built new relationships with individuals and/or organisations they had not come across before.

89% of Artists members had been able to develop existing relationships with other individuals and/or organisations that pre-dated ‘Made in Hull.’

Heritage Partners report that the event has made them look at exploring new ways of presenting archive footage in public places.

	4. Improve perceptions of Hull both internally and externally
	Enhance positive media coverage of Hull’s arts and heritage offer
	YES

See Aim 3 in Table 56.

	
	Increase in Hull residents who are proud to live in Hull and who would speak positively about the city to others
	YES

Audiences reported that ‘Made in Hull’ instilled a great sense of pride via what they saw and what they felt from other audience members.


	Aim
	Objective
	Achieved?

	
	Improve positive attitudes towards Hull as a place to live, study, visit and do business
	YES

CCT, Artists and audiences motivated to be involved in the project, or attend the event, in order to challenge negative perceptions about the city, and to celebrate its past and offer.
100% of CCT Members report that they would speak more positively about the city as a result of working on the project.
CCT members, Artists and audience reported that there had been a shift in how people from outside the city spoke about the city, and that many sceptics had been turned around.

67% of Artists report that they would speak more positively about the city as a result of working on the project.
80% of audiences agreed that ‘Made in Hull’ showed them there was more to Hull than they expected.

Audiences reported how the event made them look at the city afresh and discover places they had never visited in Hull before.
Audiences reported that the event had made them see that people will come into the city centre at night if they are given a reason to do so.

	5. Strengthen Hull and East Riding economy
	Increase visitor numbers to Hull
	YES

53% of audiences non-Hull residents.

4% of visitors were first-time visitors to the city.

Increase of 1 night in duration of stay for ‘Made in Hull’ staying visitors vs. baseline.

Increase of 0.8 days in duration of stay for ‘Made in Hull’ staying visitors vs. baseline.

	
	Delivering economic benefits for the city and city region
	YES

50.8% of local businesses reported positive impact on their business linked to increased footfall; diversification of their customers; increased sales; and the positive atmosphere in the city. 

37% of local businesses reported an increase in turnover for the same period in 2017.

27% of local businesses reported an increase in profit for the same period in 2017.

On average, turnover increased by 81% and profit by 146%.

40.3% of local businesses reported having given additional staff hours.

Increase in average spend on accommodation of £16 for ‘Made in Hull’ staying visitors vs. baseline.

Increase in average other spend of £17 for ‘Made in Hull’ staying visitors vs. baseline

Estimated economic impact of £X
.

	6. Increase public and private investment and regeneration in Hull (both cultural and other investment)
	Support new investment and regeneration in the city
	NO

This was not part of the aims and objectives for ‘Made in Hull’.


	Aim
	Objective
	Achieved?

	7. Improve wellbeing through engagement and participation
	Engage volunteers from Hull and beyond through the Volunteering Programme
	YES

Volunteers were used on the event and visitor satisfaction with the involvement is provided under Aim 9 below.

Volunteers were not consulted with for the ‘Made in Hull’ evaluation, as there will be a separate evaluation of the Volunteer Programme as a whole.

Xx applications to the Volunteer Programme from 1 January to x January
.

69% of audiences for ‘Made in Hull’ and 49% of audiences for ‘In With a Bang’ reported that the events made them think getting involved as a volunteer looks like fun. 

	
	Increase levels of happiness and enjoyment as a result of engaging with the arts and culture
	98% of audiences for ‘Made in Hull’ and 97% of audiences for ‘In With a Bang’ reported that the events were an enjoyable experience.

Audiences reported the event had cause great excitement and anticipation.

Audiences reported that the three principal basic emotions experienced through ‘Made in Hull’ were happiness, surprise and anticipation.

	
	Increase levels of confidence and community cohesion among local audiences and participants
	80% of audiences agreed that ‘Made in Hull’ had inspired them to talk to people from other generations about the stories presented.

Audiences reported a sense of togetherness had been created by ‘Made in Hull’ that had transcended social and cultural barriers. 

98% of audiences said ‘Made in Hull’ gave everyone the chance to share and celebrate together.

94% of audiences said ‘Made in Hull’ placed the community at the centre.

94% of audiences said ‘Made in Hull’ made them feel more connected to the stories of Hull and its people.

68% of audiences said ‘Made in Hull’ gave them the opportunity to interact with other people who they normally would not have interacted with.

Audiences reported the event resonated with local people and had been extremely emotive.

Audiences reported that the event sparked conversation between members of their own group and with groups of strangers whilst they were in attendance.

	8. Increase aspirations, abilities and knowledge of residents
	Engage with all Hull based primary and secondary schools, providing all school age children with the opportunity to engage with arts and culture
	TO SOME EXTENT

This was not part of the aims and objectives for ‘Made in Hull’.

Anecdotally audiences reported that teachers were reporting how children in schools in deprived areas of the city were inspired to attend the event, where normally they would not travel to the city centre for arts and culture.

	
	Delivery of training and development opportunities to local residents through arts and culture initiatives
	NO

This was not part of the aims and objectives for ‘Made in Hull’.




	Aim
	Objective
	Achieved?

	9. Demonstrate exemplar programme delivery and partnerships, establishing Hull 2017 as a blueprint for successful delivery
	Demonstrate Hull is a best practice exemplar of how to successfully deliver a UK City of Culture
	YES

Majority of CCT and 25% of audiences motivated to work for or attend ‘Made in Hull’ because of its status as City of Culture.

Audiences reported a building of anticipation since winning the bid, and a curiosity about what the events would be like.

Audiences who were cynical about City of Culture have been forced to reassess their position after attending ‘Made in Hull’.

Collaborative approach between CCT and Artists reported as a key strength of the project.

High levels of audience satisfaction with 90% very likely to recommend the event and 9% likely to recommend it.

Average star rating of 4.5 for the event from local businesses.

92% of audiences felt welcomed by staff.

94% of audience felt welcomed by Hull 2017 volunteers, which was influenced by their knowledge, positivity and enthusiasm.

Users of audio-description offer reported how fantastic it was, and how it made them feel included and valued as an audience member.

	
	Ensure partners are satisfied with their Hull 2017 partnership experience
	Artists report being given a clear brief, but one that provided the necessary freedom to explore a wide range of ideas.

Star rating of 3.5 out of 5 from CCT, and 4 out of 5 from Artists for Project Management.

Star rating of 4 out of 5 from CCT, and 4 out of 5 from Artists for Production Management.

Communications, development meetings and contracting given a rating of good from CCT and satisfactory to good by Artists.

Interpretation, Tech & Ops, lighting, sound, and installation of the artworks were given a rating of good to excellent by the CCT and satisfactory to good by Artists.


��Waiting on data from IbyD





�Awaiting info from IbyD


�Check with Anna Route
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