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Chapter 4: Economy


4. Economy

4.1. Introduction

Economy is one of the key themes of Hull 2017, made up of one aim relevant to Look Up and its accompanying objectives:

· 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.

Look Up will be evaluated, referencing these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the project’s specific aims and objectives (see Chapter 1).

4.2. Motivations to Visit Hull City Centre

43% of audiences said Look Up was the main reason for their visit to Hull city centre. The proportion of audiences visiting Hull specifically to see Look Up is significantly lower than for the 2016 baseline (-38%) and all 2017 audiences (-27%). 
When combining the proportion of audiences who visited Hull mainly or partly because of Look Up (78%) the total is more comparable to the 2016 baseline (-10%) and all 2017 audiences (-12%). However, overall, Look Up seems to be as much a supplementary reason to visit as a principal one.
Table 33: Look Up as Reason for Visit to Hull 

	
	Look Up
(n=1,127)
	2016 Baseline
	All 2017 audiences

	Mainly
	43%
	81%
	70%

	Partly
	35%
	7%
	20%

	Not at All
	22%
	12%
	10%



However, as Table 34 shows, there were significant differences in the level of influence each artwork had on motivating visitors to come to Hull. 

Table 34: Look Up as Reason for Visit to Hull by Artwork

	
	Blade
	The City Speaks
	Washed Up Car-go
	The Train Track and The Basket
	Paper City
	Bleached
	This is a Freedom of Expression Centre
	Elephant in the Room
	A Hall for Hull
	 Floe

	Mainly
	51%
	22%
	28%
	26%
	45%
	21%
	39%
	10%
	26%
	68%

	Partly
	33%
	51%
	63%
	26%
	34%
	42%
	57%
	28%
	40%
	26%

	Not at all
	16%
	27%
	9%
	47%
	21%
	37%
	4%
	63%
	33%
	6%


· Floe was the most likely of all artworks to have been a main cause for visiting Hull on the day they visited Look Up, with two in three audience members who were not Hull residents stating mainly - this was 25% higher than the Look Up average. 
· Blade was the next most likely, with around half of Look Up audience members who were not Hull residents – the proportion stating mainly (51%) was 18% higher than the Look Up average.
· Elephant in the Room was the least likely of all artworks to have been a main cause for visiting Hull on the day they visited Look Up, with one in ten audience members who were not Hull residents stating mainly –33% lower than the Look Up average. Approximately two in three stated it had no influence at all on their choice to visit.

· A high proportion of audience members for The Train Track and The Basket who were not Hull residents, stated that the artwork had no influence at all on their choice to visit Hull - the proportion stating not at all (47%) was 15% higher than the average for Look Up.
When comparing the extent to which Look Up was the main cause of people visiting Hull at the time they saw the Look Up artwork by demographics, the age, gender, area of residence and deprivation all seem to have an influence (see Table 35).
· The older the age group of audience members, the more likely they were to have visited Hull just for the Look Up artwork, with a difference of 8% between the youngest and oldest age groups.

· Females were more likely than males to have visited Hull just for the Look Up artwork, with a difference of 5% between the genders.

· Those from beyond the East Riding were less likely to have visited Hull just for the Look Up artwork, with a difference of 9% between East Riding residents and those from elsewhere in the UK. 
Table 35: Look Up as Reason for Visit to Hull by Demographics
	
	Age
	Gender
	Area of Residence

	Mainly
	16-34 years
38%

35-54 years
42%

55+ years
46%
	Male

40%

Female

45%
	East Riding

47%

Rest of UK

38%


These findings indicate that a programme of public art is not necessarily sufficient reason on its own for visitors to choose to come to a city, unless it is large-scale, high profile and high impact. However, the inclusion of public art alongside other events, activities and attractions still provides a significant level of influence in attracting visitors. 

Public art is also very successful in capturing the attention of a passing audience and/or one that is visiting the city for other reasons. As such, it can be used to add a surprise element to a visit, adding value and highlighting aspects of the city that visitors might otherwise miss.

When asked for more detail about what their main motivation for visiting Hull was on their last visit to a Look Up artwork, ‘Just for this event’ (29%), ‘For general leisure purposes – shopping and eating out’ (16%), and ‘Because Hull is UK City of Culture 2017’ (16%) were the main reasons. A significant proportion also selected ‘Other’ (14%) with common explanations being that they were passing by.

Table 36 shows how Look Up compares to the 2016 baseline and all 2017 audiences regarding visitors main reason for coming to Hull the last time they visited a Look Up artwork.
Table 36: Main Reason for Visiting Hull

	
	Look Up

(n=1,127)
	2016 Baseline
	All 2017 Audiences

	Because Hull is UK City of Culture 2017
	16%
	N/A
	23%

	To take in some arts/heritage/ culture generally
	10%
	13%
	9%

	To visit family/friends
	9%
	8%
	8%

	To attend business meetings or a conference 
	1%
	2%
	3%

	I was on a study trip
	1%
	N/A
	0%

	For general leisure purposes – shopping and eating out
	20%
	7%
	11%

	Because I work in Hull
	2%
	N/A
	0%

	Just for this event
	29%
	69%
	36%

	Other
	14%
	1%
	10%


· ‘Because it is Hull UK City of Culture’ was the main reason for 23% of all audiences surveyed at events and activities in 2017, significantly more (+7%) than this same motivation for Look Up.

· ‘To take in some arts/heritage/culture generally’ was significantly lower proportionally for both Look Up (-3%) and all Hull 2017 audiences (-4%), compared with the 2016 baseline.

· ‘For general leisure purposes – shopping and eating out’ was significantly higher proportionally for Look Up than both the 2016 baseline (+13%) and all 2017 audiences (+4%).

· ‘Just for the event’ was significantly lower proportionally for Look Up than both the 2016 baseline (-40%) and all 2017 audiences (-7%).
· ‘Other’ was significantly higher proportionally for both Look Up (+13%) and all 2017 audiences (+9%) than for the 2016 baseline.
When comparing answers by individual artworks (see Table 37), there were significant differences in what the main motivation was for visitors to come to Hull when they came to see the Look Up artwork in question:
· Those coming to see Blade and Floe were less likely to have visited Hull ‘Because it is Hull UK City of Culture’ – it was more likely the artworks themselves were the main motivation for the visit.
· Bleached, This is a Freedom of Expression Centre, Washed Up Car-go, and Elephant in the Room were more likely to have been visited by those who came to Hull ‘Because it is UK City of Culture 2017’.

· Washed Up Car-go and The City Speaks were more likely to have been visited by those who came to Hull ‘to take in some arts/heritage/ culture generally’.

· A Hall for Hull was more likely to have been visited by those who came to Hull ‘to visit friends/family’.

· Elephant in the Room and Blade were more likely to have been visited by those who came to Hull ‘For general leisure purposes – shopping and eating out.’

When comparing answers to this question amongst Look Up audiences by demographics, age and area of residence have the most significant influence on what individuals’ main motivation was to visit Hull. 
· Younger audiences aged 16-34 were more likely to have visited Hull ‘to take in some arts/heritage/culture generally’, ‘to visit family/ friends’ or ‘I was on a study trip’; whilst they were less likely to be in Hull ‘because its UK City of Culture 2017’ or ‘just to visit the Look Up artworks’.  

· Older audiences aged 55+ were more likely to have visited Hull ‘because its UK City of Culture 2017’.  

· East Riding residents were more likely than those from elsewhere in the UK to have visited Hull ‘for general leisure purposes – shopping and eating out’ and ‘just to Visit the Look Up artworks’.  

· Those from the UK living beyond the East Riding were more likely than those from East Riding to have visited Hull ‘because its UK City of Culture 2017’ and ‘to visit family/friends’.

Table 37: Main Motivation to Visit to Hull by Artwork

	
	Blade
	The City Speaks
	Washed Up Car-go
	The Train Track and The Basket
	Paper City
	Bleached
	This is a Freedom of Expression Centre
	Elephant in the Room
	A Hall for Hull
	 Floe

	Because Hull is UK City of Culture 2017
	8%
	32%
	38%
	32%
	34%
	40%
	39%
	37%
	33%
	23%

	To take in some arts/heritage/ culture generally
	7%
	22%
	31%
	18%
	17%
	19%
	17%
	9%
	10%
	9%

	To visit family/friends
	8%
	5%
	3%
	9%
	14%
	9%
	4%
	8%
	21%
	11%

	To attend business meetings or a conference 
	1%
	0%
	3%
	0%
	0%
	0%
	0%
	1%
	2%
	0%

	I was on a study trip
	0%
	0%
	0%
	3%
	0%
	0%
	0%
	0%
	0%
	0%

	For general leisure purposes – shopping and eating out
	21%
	19%
	6%
	18%
	7%
	12%
	13%
	30%
	13%
	6%

	Because I work in Hull
	3%
	5%
	0%
	0%
	0%
	2%
	0%
	0%
	2%
	1%

	Just for this event
	37%
	8%
	16%
	9%
	10%
	2%
	13%
	2%
	6%
	42%

	Other
	15%
	8%
	3%
	12%
	17%
	16%
	13%
	12%
	13%
	7%


Table 38: Main Motivation to Visit to Hull by Demographics
	
	Age
	Gender
	Area of Residence

	Because its UK City of Culture 2017


	13-34 years
8%

35-54 years
15%

55+ years
18%
	N/A
	East Riding
11%

Rest of UK
23%



	To take in some arts / heritage / culture generally
	13-34 years
15%

35-54 years
9%

55+ years
8%
	N/A
	N/A

	To visit family / friends
	13-34 years
17%

35-54 years
9%

55+ years
6%
	N/A
	East Riding
3%

Rest of UK
18%



	I was on a study trip
	13-34 years
4%

35-54 years
0%

55+ years
0%
	N/A
	N/A

	For general leisure purposes – shopping and eating out
	N/A
	N/A
	East Riding
25%

Rest of UK
12%

	Just to Visit the Look Up artworks
	13-34 years
20%

35-54 years
31%

55+ years
30%
	N/A
	East Riding 
34%

Rest of UK
20%



These results have several implications:

· The individual nature of each artwork has a significant influence on its likelihood to attract visitors once in the city, as well as their influence on decision-making when considering a visit to the city.
· In developing a marketing and communications strategy for a public art programme, the target audience(s) should be determined and the approach designed to cater for their motivations and needs. Different target audiences have very different reasons for visiting a city and for engaging with public art when they do.
4.3. Visitor Profile – Non-Hull Residents

For Look Up the percentage that did not reside in Hull, and are therefore classed as visitors was 55%, which was significantly higher than the 2016 baseline (+14%) and all 2107 audiences (+7%). 
Analysis of the visitor data from Look Up, he 2016 baseline and all 2017 audiences (see Table 39), shows that the breakdown of first time visitors vs. return visitors and staying visitors vs. day visitors: 

· For both Look Up and all 2017 audiences the proportion of both first time and staying visitors was significantly higher than for the 2016 baseline:
· First time visitors were 5% higher for Look Up than the 2016 baseline, and for all 2017 audiences they were 9% higher.

· Staying visitors were 4% higher for Look Up than the 2016 baseline, and for all 2017 audiences they were 6% higher.

Table 39: Visitor Profile
	
	Look Up

(n=1,127)
	2016 Baseline
	All 2017 Audiences

	First-time visitors 
	7%
	2%
	11%

	Repeat visitors
	93%
	98%
	89%

	Day visitors

	82%
	86%
	80%

	Staying visitors
	18%
	14%
	20%


The implications of this data are that both Look Up and the wider Hull 2017 programme have played a significant role in positioning Hull as a visitor destination.

4.3.1. Staying Visitors – Length of Stay

Despite Look Up attracting a slightly higher number of staying visitors than the 2016 baseline events and activities, the staying visitors for the 2016 events and activities and overall 2017 programme were likely to stay more nights and days than only Look Up audiences. Across all three categories, Look Up had the lowest average number of nights and days.

Table 40: Staying Visitors - Length of Stay

	
	Look Up

(n=1,127)
	2016 Baseline
	All 2017 Audiences

	Mean no. of nights 
	2.1
	2.6
	2.4

	Mean no. of days
	2.8
	3.3
	3.4



Insert analysis when data received.

Table 41: Staying Visitors - Accommodation

	
	Look Up

(n=205)
	2016 Baseline
	All 2017 Audiences

	Bed & Breakfast
	7%
	TBC
	TBC

	Hotel
	47%
	TBC
	TBC

	Self-catering
	2%
	TBC
	TBC

	Friends/family
	41%
	TBC
	TBC

	Air BnB
	2%
	N/A
	TBC

	Other
	2%
	TBC
	TBC


4.4. Visitor Satisfaction 

Visitors to Hull were asked to rate a series of statements linked to Visitor Satisfaction. Overall, at least 8 in 10 visitors were satisfied with their experience of various parts of the visitor welcome. In addition, when comparing the results to the 2016 baseline and all 2107 audiences: 
· Those visiting Look Up and all 2017 audiences experienced significantly higher levels of satisfaction with overall value for money and general visitor welcome than the 2016 baseline visitors.

· Those visiting Look Up experienced significantly lower levels of satisfaction with places to eat and drink, city centre signposting, public transport and quality of accommodation than both 2016 baseline visitors and all 2017 audiences.

Table 42: Visitor Satisfaction with Hull Offer

	
	Look Up
	2016 Baseline
	All 2017 Audiences

	Overall value for money
	92%
	89%
	92%

	General visitor welcome
	93%
	86%
	92%

	Places to eat and drink
	84%
	89%
	92%

	City centre signposting
	83%
	88%
	92%

	Public transport
	80%
	85%
	92%

	Quality of accommodation
	86%
	95%
	91%



The above findings suggest that the visitor economy has very much upped its game in some areas, though there may still be some ongoing challenges for visitors regarding wayfinding; and the number, quality or opening hours of food and drink establishments.

Despite this all 2017 audience figures show an upward trend in all but one area of visitor satisfaction (quality of accommodation). This suggests that Look Up audiences faced challenges not faced by the overall audience, or that they have much higher expectations. 
4.5. Visitor Spend

Average visitor spend is not available for the 2016 baseline and all 2017 audiences. Therefore, Made in Hull and WDWGFH have been used as comparisons (see Table 43). Overall, average visitor spend seems to have increased compared to Made in Hull with Look Up showing a higher average spend on accommodation, food and drink, shopping, and other attractions.

Compared with WDWGFH, average visitor spend on accommodation and shopping was significantly higher, whilst spend on food and drink, other attractions and spending money for children was significantly lower.

As would be expected, the average total spend was significantly higher amongst other UK residents than for East Riding residents and Hull residents:

· Other UK residents estimated spend = £99.42

· East Riding residents estimated spend = £59.01

· Hull residents estimated spend = £36.86.

This higher spend by other UK residents is predominantly on food and drink, shopping, travel and transport and ‘other attractions’. All these categories (except for other attractions) are also significantly higher among East Riding residents when compared to Hull residents.

Table 43: Average Spend

	
	Look Up

(n=205)


	Made in Hull

(n=35)
	WDWGFH

(n=37)

	Accommodation (including those who did not pay for their stay)
	£100.29
	£60.00
	£75.00

	Accommodation (those who paid for their stay)
	£140.29
	-
	£116.00

	
	Look Up

(n=2,103)
	Made in Hull

(n=594)
	WDWGFH

(n=238)

	Hull 2017 Merchandise
	£1.13
	£0.37
	£3.89

	Food and drink
	£23.61
	£19.22
	£34.61

	Shopping
	£22.78
	£5.06
	£18.47

	Travel and transport
	£5.11
	£4.40
	£6.77

	Other attractions
	£2.39
	£0.33
	£4.70

	Spending money for children
	£1.08
	£0.38
	£2.04

	All other spend
	£1.61
	£0.39
	£0.66

	Total spend 
(not including accommodation)
	£57.71
	£30.15
	£71.14



These findings support the widely held belief that the staying visitor market represents a great opportunity for Hull, and that cultural regeneration can result in significant economic benefits. Investment in the tourism infrastructure and tourism marketing is therefore going to be of paramount importance for the remainder of 2017 and beyond.  

Staying visitors from the Look Up audience principally stayed in a hotel (47%), most closely followed by friends and family (41%), and 7% at a B&B. This indicates that as well as distributing marketing materials to the accommodation providers across the city and continuing to train front-of-house staff in visitor welcome and the selling of the city’s arts and culture, there is a need to tap into the VFR (visiting friends and relatives market). Strategies should be developed to turn the city’s residents into ambassadors for the arts and culture offer also. 
4.5.1. Estimated Economic Impact: Audience Visitor Spend

Formal spend resulting from Look Up, will form part of the economic evaluation of the City of Culture year.  The audience estimates and spend figures from this research will assist in this. 

Just under one-fifth of the Look Up audience interviewed from outside of Hull were overnight visitors – with nearly a half staying in a hotel. 

Overall, average estimated spend by visitors to Look Up was £57.71. For those from outside of Hull and the East Riding, average spend was £99.42.  

Using the mean spend per party for each installation separately, the total spend from visitors was £14,791,413, as shown in Table 44.

Table 44: Estimated Spend by Visitors to Look Up

	
	Estimated Audience
	Mean spend per party
	Estimated spend

	Blade
	420,888
	£20.34
	£8,559,677

	City Speaks
	49,547
	£15.84
	£784,983

	Washed Up Car-go
	21,044
	£16.79
	£353,282

	The Train Track and The Basket
	73,320
	£26.93
	£1,974,226

	Paper City
	21,299
	£14.48
	£308,319

	Bleached
	6,603
	£31.27
	£206,451

	This is a Freedom of Expression Centre
	1,177
	£33.26
	£39,147

	Elephant in the Room
	32,616
	£34.78
	£1,134,448

	A Hall for Hull
	48,329
	£33.24
	£1,606,503

	Floe
	10,151
	£16.92
	£171,738

	TOTAL
	684,974
	
	£15,138,772


4.6. Local Businesses

Local businesses will be consulted within the overall outcome evaluation for Hull UK City of Culture 2017. No research was done directly with businesses regarding the Look Up programme. However, there is anecdotal evidence within the audience research, which suggests Look Up may have had some impact on the local visitor economy.

Many attendees spoke of how their attitudes and behaviours towards the city centre had been changed both by Look Up and the wider Hull 2017 programme (see Chapter 3, Section 3.5.2).

“I've been into the Hull City Centre at night more times in the last year, than probably in the previous twenty. To see these things that involve light, and things going on, and then usually go for a drink afterwards, or go for a meal, that sort of thing. That's brought me into the centre at night, when that's just something I don't usually do. That's terrific.” (Focus Group Member)

Equally, in relation to discussions around Floe, attendees stated that they combined seeing Floe with a visit to local hostelries in the immediate area, especially given the cold weather.

“We had a cunning plan. We went for tea, in the Minerva and we just walked across [to Floe] because we could hear it going, and just watched it on the loop, and there you go.”
(Focus Group Member)
‘We left [Floe] and went to Thieving Harry’s after. That was good.’
(Focus Group Member)
 ‘Yeah and I wanted to watch it a second time, but I had my doubts and there's no way my wife was gonna stand there and we had to go to the pub.’
(Focus Group Member)
4.7. SWOT Analysis – Economy

To summarise the key learnings from the above evaluation of Economy outcomes, the key strengths, weaknesses, opportunities, and threats have been identified and placed within a SWOT Analysis (see Table 45).

Table 45: SWOT Analysis – Economy

	STRENGTHS OF LOOK UP 
	WEAKNESSES OF LOOK UP

	Significant “pulling power” demonstrated by the programme, but particularly Floe and Blade – both large-scale, high impact and high profile events (with some of the most significant media coverage across the programme).
The programme was successful in attracting passers-by, including those visiting the city for general leisure purposes or the wider arts and cultural offer. This suggests that Look Up added a surprise element to a visit to the city, which in turn added value and highlighted aspects of the city that visitors might otherwise have missed.

The programme attracted a higher proportion of first time visitors and staying visitors to Hull than the 2016 baseline figures.
The programme attracted a higher proportion of staying visitors staying in paid for accommodation than the 2016 baseline figures.

There is an estimated visitor spend of £15,138,772 by Look Up audiences.
There is evidence to suggest that the Look Up programme contributed to increased footfall in the city centre, and increased spend in visitor economy businesses in the city centre.
	Look Up was significantly less likely to be the main reason for visitors coming to Hull than the events and activities surveyed for the 2016 baseline and all 2017 audiences, despite being a motivating factor within a decision to visit.
The programme attracted a lower proportion of first time visitors and staying visitors to Hull than the overall audience for 2017 events and activities surveyed.
The programme attracted a lower proportion of staying visitors staying in paid for accommodation than the overall audience for 2017 events and activities surveyed.

The programme attracted visitors who on average stayed a shorter length of time than those visiting the 2016 baseline events and activities, as well as the overall audience for 2017 events and activities surveyed.

	OPPORTUNITIES IDENTIFIED BY LOOK UP 
	THREATS IDENTIFIED BY LOOK UP

	City of Culture status is a significant driver in attracting visitors to Hull, so should continue to be utilised as a USP between 2018 and 2020 (until Coventry takes over the title), whilst at the same time creating messages about the general arts and culture offer in Hull.
The inclusion of public art alongside other events, activities and attractions provides a significant level of influence in attracting visitors.

There is a correlation between visitor audiences for programmes of public art and proximity (or drive time) of the city. 

The VFR (Visiting Friends and Relatives) market represents a significant market for Hull and could be capitalised upon if ways can be found to encourage residents to act as ambassadors and marketers for the city.
A significant proportion of staying visitors used Hotels and Bed & Breakfasts, so ensuring marketing and publicity material is distributed to these businesses, and owners and staff are encouraged to attend relevant training opportunities will be key for maximising their role in encouraging guests to engage with the public art offer in the city.

High levels of visitor satisfaction, particularly regarding the general visitor welcome and overall value for money, suggest a high likelihood of repeat visits. It also indicates Hull is successfully moving towards the status of world class visitor destination. Identifying ways to sign visitors up to marketing and communications about upcoming events and activities during their visit city will be vital in providing the catalyst for deciding to return. 

Increases in average visitor spend increases since January 2017.
	City of Culture status is a significant driver in attracting visitors to Hull, which highlights a need to sell the city’s arts and cultural offer more generally over the next few years.

Visitors from beyond the East Riding appear to be more difficult to attract solely with the offer of a public art programme, indicating that the offer of additional events and activities within the city is needed to draw this audience.

Older (55+ years) and younger audiences (16-34 years) have different motivations for visiting a city, which may require different marketing and communications strategies for each audience group. If wishing to target all age groups, the need for differing approaches needed may have implications on staffing, time, and financial resources.




� The sample size for each part of the visitor offer has a different sample size as it excludes individuals who stated that element was not applicable to them, i.e. they did not experience it.
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