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6. Partnerships & Development

6.1. Introduction

Partnerships & Development is one of the key themes of Hull 2017, made up of one aim and its accompanying objectives:

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

· Objective 18: Demonstrate Hull as best practice of how to successfully deliver UK City of Culture.
· Objective 19: Develop strong partnerships, where partners are satisfied with their experience.
· Objective 20: Establish a suitable delivery model and approach for the UK City of Culture project.
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-specific aims and objectives (see Chapter 1).

The Process Evaluation of Look Up is a natural fit within the assessment of the Partnerships & Development aims and objectives, so has been incorporated within this chapter. As such, feedback from all respondent groups has contributed to this chapter, namely:

· Core Project Team (CPT);

· Artists;

· Peer Assessors; 

· Audiences;

· Delivery Partners; and

· Venue Partners.

6.2. Concept and Creative Development of Look Up

The concept for Look Up was originally mentioned in the Hull 2017 Bid document, submitted to DCMS. Called ‘Looking Up’ it was described as ‘A year-long event shining a light on Hull’s remarkable architecture.’ Key aspects of the proposed project were:

· 52 visual arts interventions (one per week);

· Located at buildings, spaces, and landmarks of the city; and

· Making use of light, sound, film, words, or theatre.

The Hull 2017 team approached the year by taking the original bid document and beginning to curate it. Regarding Look Up, it was felt 52 interventions would be too many, especially if the artists were to be properly supported. A decision was therefore made to ‘hone it right down’. 

However, the CPT retained the core principles of:

· Temporary works;

· Artists responding to specific places within the city centre;

· Related to the Hull 2017 programme and its themes for the year;

· Driving footfall to the city centre; 

· Promoting Hull’s new public realm;

· Encouraging people to explore the city; and

· Encouraging people to interact with the city in a different way.

“It is a programme to explore the city through temporary interventions and it is inviting artists … and audiences to look at the city in different ways.”
(CPT Member)

There was also mention of Look Up having a role in “democratising art”.

“It’s out there 24 hours; it’s in the city centre in your city; there’s no criteria but in the commissioning process, to keep it as broad as possible and give artists the freedom to do what they do.” 
(CPT Member)

Such sentiments were echoed in the approach to incorporating history and heritage into the programme, which rather than being prescriptive chose to give artists a starting point at which to jump off from where they could take things in their own direction.

“[We try not to] just prescribe an historical approach, but create those links between the first few levels of research. If that is the ‘line’ you want to take, and sometimes what is great is that you see the artists take that line if that is what they want to do.”
(CPT Member)

As Section 6.4.1 demonstrates, artists appreciated this level of freedom and the trust that had been put in them, finding it somewhat refreshing.

To effectively and successfully deliver Look Up, recruiting an experienced team and the right artists was key:

· Amongst the CPT, this involved Hull 2017 staff members and the recruitment of curators with previous experience of having worked on projects where heritage or commemoration were a source of inspiration; and where Hull (the city and/or its people) were a source of inspiration.

· Many artists targeted by the CPT also came with experience of projects where heritage or commemoration were a source of inspiration. However, most artists were new to working in Hull, which was intentional to both bring a fresh perspective to the city and promote it as a place to make great art.

6.2.1. Commissioning Process 

There was a conscious decision to focus on artists who represented diverse artistic practice and provide them an opportunity to go beyond their current realm of experience. This came with its own challenges - an inherent risk that artists may not be able to deliver to the level desired; and a tension in the differing “impact” of artworks.

“This is the thing about new commissions, some things work and some things don’t and you have to have failure built within it as not everything is going to be headline grabbing news. They are nuanced pieces so not everything can be big and showy … [Bleached] was very gentle and sculptural … It’s very gentle and thoughtful.”
(CPT Member)

After creating a shortlist of artists, the artists were provided with a Research and Development (R&D) period to respond to chosen spaces within the city and more fully develop their ideas. Several artists spoke of this paid R&D phase making a real difference.

“What I really appreciated with this commission was quite a long R&D period … It was good that there was emphasis on that aspect and that had been really prioritised as a critical and important element of the commission … It gave me an opportunity to probe into the subject and in an honest way. Yeah to be paid for this period of time, rather than be ‘lumped together’ was quite unique in my experience.”
(Artist)

Key commissioning partnerships also influenced the type of artists that were to be approached by the CPT. These co-commissioning partnerships were credited by the CPT as critical to Look Up being able to deliver at the desired level of scale and ambition. 

“The partnerships were created to enable the scale and ambition of work that was expected for the Look Up programme and the headline features of City of Culture would only work with the added value of partnerships.”
(CPT Member)

“It has been a really interesting example of the role of industry in art and in support of the arts. Like Blade not looking like a brand activation for Siemens and having Siemens understanding that it isn’t a brand activation.”
(CPT Member)

Equally, partners recognised that collaborating with Hull 2017 meant that they were able to commission work that otherwise would not have been possible, had they chosen to commission work in isolation.

“And they [Hull 2017] had more knowledge of national artists than we would have.”
(Delivery Partner)
 “To have the most fantastic exhibition by a leading artist, that we would never have been able to attract [was a main success].”
(Delivery Partner)

Working together, the CPT and partners were also able to ensure that the artwork selected for their venue harmonised with the organisations’ strategic direction.
“It was also complementary I think to what we do onsite - actually having specific art projects that we're going to relate to [our organisation] … because of the nature of [what we do].”
(Delivery Partner)

Despite the above, the CPT and The Deep both recognised that the approach to their first two commissions had not worked as well as it might, due to The Deep not being involved sufficiently in the full commissioning process. For the final commission this was remedied to the satisfaction of both teams.

 “Although individually very interesting [Washed Up Car-go and Bleached] felt slightly underwhelming and The Deep felt that as well. So this has been rectified by the whizz bang of the final … show.”
(CPT Member)

6.2.2. Approach to Individual Artworks

To deliver against the overall concept for Look Up, the CPT and commissioned artists approached their projects to achieve a variety of outcomes:

· To make people look at Hull's buildings and public spaces in a different way; 

· To provide a response to the history of Hull;

· To encourage people to discover a different experience of the city; 

· To challenge people's interpretation of art;

· To present the ambitions and aspirations of the City now and in the future; 

· To tell the story of Hull's past and its people; and

· To explore Hull’s contribution to the world’.

Artists spoke of their artwork being a direct response to the site they visited; a direct response to the material they were working with; or a direct response to the city – either its past, present or future.

“I was most inspired by our visit to the G.F Smith factory and the qualities of the Colorplan paper itself … I decided to use the paper as a raw material and celebrate the standardised formats and colours.”
(Artist)

“The concept grew from the building, its form and the function of the amazing work that goes on there, particularly behind the scenes.”
(Artist)

“I wanted to really research the history of Hull and what was going on around the venue where it was happening, which is why I started to look at the fishing industry and things.”
(Artist)

At a deeper level, artists were thinking of the narratives that they wished to present through the work, making work relevant to today’s audiences, and challenging preconceptions audiences may have.

“I was interested in thinking how I could pull on something quite positive I suppose that might have passed through Hull at that time - what people and the kind of skills that they would have carried with them … things like tools and knowledge … that people had … the migration of skills and crafts. But I was also interested in contemporary audiences and users … and actually how they would entwine themselves in the work and how they might become part of the work.”
(Artist)

“I mean my goal with my work is to change perceptions about what the public realm can be … disrupting and questioning what public space can be and should be.”
(Artist)

Artists were also keen to provide audiences with a new perspective of Hull, particularly in terms of using the artwork to:

· Raise awareness of different parts of the city and its industries; 

· Think anew about the sites where artworks were located and challenge ideas about these sites in terms of other functions they could have, as well as what is possible within the public realm; 

· Use the site and artworks to provide audiences with an insight into the heritage of the location, as well as how it connects to its surroundings.

“Personally I am always heavily inspired by local industries and raw materials … I hope it might inspire people to look at the other industries, skills and materials Hull has to offer.”
(Artist)

“The work is an invitation to enter a building and think about [it] in a new way.”
(Artist)

“I hope it will increase people expectations about what can happen culturally in the public realm.”
(Artist)

6.2.3. CPT and Artist Collaboration

Following artist selection, the CPT supported artists in a variety of ways: introducing them to the city; facilitating partnerships with venues and locations; providing critical feedback; and assistance and direction with research.

“[The curators] showed me the site … and then I spent a bit of time going round the city immediately after the site visit. We visited the Maritime Museum and the idea came about after that and trying to do a little bit of research on the history of the city at the same time.”
(Artist)
“In terms of research, they helped me with an aspect of my work which involved a trip to New York … [to access] a particular basket that I wanted and they gave me a lead on that.”
(Artist)

“We had worked up some visuals and … the idea of the building as a biological process. The feedback was very positive, but that they wanted [more of one aspect of the piece] and we took this on board.”
(Artist)

6.2.4. CPT and Partner Collaboration

The CPT and Delivery Partners appeared to collaborate in ways that best met the needs of the Delivery Partner. For one it was not about influencing the work of the artist, but rather having their own project going on in parallel; whilst for another there was a desire to have a more direct involvement in selecting and working with the artist(s). There were times when Delivery Partners felt they had the desired level of influence, feeling integral to the process, but other times when they felt the team from Hull 2017 were in full control.

“[Our team] were developing work in response to particular issues that they felt strongly about, and so the exhibition of that work happened [concurrently with the artist’s project].”
(Delivery Partner)

Delivery Partners believed teamwork and compromise had made projects run smoothly, both internally at their own organisation and between their team and the team at Hull 2017. 

“We were able to compromise, if there were issues with the space we were using or where [the artist] wanted the work putting up, we seemed to be able to get over those really easily… people were really flexible.”
(Delivery Partner)

 “Our own technicians were brilliant, they worked really hard to sort everything out over the summer.”
(Delivery Partner)
6.2.5. Artist Independent Collaborations

In addition to the CPT, some artists collaborated with external partners to create and deliver their work, which were viewed as highly beneficial to the project. Partners primarily provided:

· Technical and operations support;

· Project management support;

· Administrative support;

· Logistical support; and

· Production support.

 “We established quite a collaborative working relationship with QED Productions, an audio-visual production company who did all of the technical set-up … We sort of agreed ‘a path’ where we could allocate information and we talked through different processes and they supported us in processes.”
(Artist)
 “We developed a relationship with a fabricator company and structural engineer to understand the limitations of the structure of the piece.”
(Artist)

 “[Employing people in the manufacture of the work] was a really positive experience. Installing it, with every stage of the collaboration I always had to be making the decisions. I had to evolve the clarity of thought and in the end it was very intense.”
(Artist)

6.3. Motivations 

The status of Hull as UK City of Culture in 2017 was a significant motivation for many creative professionals, partners, and audiences, when choosing to work on or attend Look Up.

6.3.1. Creative Professionals and Partners

When asked how much it had influenced their decision:

· CPT members gave an average score of 9.3 out of 10; 

· Delivery partners gave an average score of 9.4 out of 10; and 

· Venue partners gave an average score of 9.4 out of 10.

For artists the response was more mixed, with an average score of 6.4 out of 10:

· A third stated it had a very high influence (8-10, on a scale of 0-10);

· Half a moderate influence (5-7, on a scale of 0-10); and 

· The remainder no, or virtually no influence (0-1, on a scale of 0-10).

Common motivations to work on the project across the CPT, artists, Delivery and Venue Partners were the chance to contribute to the year; the opportunity to collaborate with one another; to demonstrate commitment to Hull and the community; and to raise their own profile. 

 “I think we see ourselves as very much part of the city … To be part of City of Culture, which was celebrating how far Hull had come and everything Hull had to offer seemed the right thing to do.”
(Delivery Partner)

“Keen to collaborate.”
(Venue Partner)

There were also similarities between the CPT being attracted to Look Up by the challenge it presented; the creative briefs being an interesting and exciting prospect for artists; and the artwork appealing to Venue Partners.

“In a way what they did was that they said, “We would just like you to do your thing”. That is how we translated it and I think it really benefitted the work.”
(Artist)

“I quite like working to briefs, thinking in different ways about my practice; and a brief to deal with that had a research element to it. I also enjoy working on site-specific projects ... These things are in tune with the way I work and are stretching me and it has a practical edge to it … It seemed to be a genuine commission that was authentic and trustworthy, so I could invest my energy in it.”
(Artist)

Artists also found a big draw to Look Up was the site or location they were being asked to respond to, and the project being properly resourced in terms of both staff and budget.

There were two instances where artists had approached members of the CPT with ideas, prior to the Look Up CPT being established, which were then followed up on by the CPT.

6.3.2. Audiences

Audiences fed back, via the post-event survey, their main reason for attending Look Up (see Figure 16). The most frequently mentioned were:

1. I was in the area anyway (18%)

2. Because it’s part of Hull UK City of Culture 2017 (17%)
3. Because it’s a unique experience not to be missed (13%)
4. Wanted to see/do something creative (11%)

5. General interest in this type of work (10%).
‘Other’ was also selected by a significant proportion (15%) of audiences, but this is dealt with in the analysis by artwork below.
Motivations, however, did vary by artwork (see Table 50):

· ‘Because it’s part of Hull UK City of Culture 2017’ was a key motivator in audiences visiting Elephant in the Room (49%); Washed Up Car-go (48%); The City Speaks (43%); Paper City (40%); This is a Freedom of Expression Centre (33%); and Floe (31%)

· ‘It’s a unique experience not to be missed’ was a key motivator in audiences visiting Washed Up Car-go (31%); Blade (17%); Elephant in the Room (14%) and Paper City (12%).

· ‘Because I’m a regular visitor/user of the place where it’s installed was a key motivator in audiences visiting Washed Up Car-go (31%); Elephant in the Room (14%); and Paper City (12%).

· ‘General interest in this type of work’ was a key motivator in audiences visiting Blade (14%); This is a Freedom of Expression Centre (10%); Paper City (9%); and Elephant in the Room (8%).

· ‘Wanted to see or do something creative’ was a key motivator in audiences visiting Blade (14%).

· ‘I was in the area anyway’ was a key motivator in audiences visiting The Train Track and The Basket (43%); A Hall for Hull (33%); Floe (25%); This is a Freedom of Expression Centre (25%); The City Speaks (20%); Blade (12%); and Paper City (12%).

· ‘Other’ was a key motivator in audiences visiting Blade (22%), with specified reasons being predominantly about the experience of seeing it in person and getting a sense of its size.

“Heard a lot about it and wanted to see it for myself.”
“Wanted to see how big it was.”
(Audience Survey Respondents)
Figure 16: Motivations to Attend Look Up
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Table 50: Motivation to Visit or See the Artwork

	
	Blade

(n=600)
	The City Speaks
(n=
	Washed Up Car-Go

(n=)
	The Train Track and the Basket

(n=
	Paper City

(n=
	Bleached

(n=
	This is a Freedom of Expression Centre

(n=
	Elephant in the Room

(n=
	A Hall for Hull

(n=
	Floe

(n=

	Because it’s part of Hull UK City of Culture 2017
	7%
	43%
	48%
	18%
	40%
	33%
	49%
	29%
	31%
	44%

	Because I'm a regular visitor / user of the space where they were installed
	-
	9%
	4%
	28%
	1%
	1%
	2%
	18%
	3%
	0%

	It’s a unique experience not to be missed
	17%
	9%
	31%
	1%
	12%
	7%
	14%
	5%
	3%
	13%

	General interest in this type of work
	14%
	3%
	1%
	4%
	9%
	10%
	8%
	4%
	6%
	11%

	Wanted to see / do something creative
	17%
	2%
	3%
	0%
	4%
	2%
	3%
	2%
	6%
	3%

	Specific interest in the artists involved
	0%
	0%
	0%
	0%
	0%
	2%
	5%
	0%
	0%
	0%

	Getting involved in what’s happening
	2%
	6%
	7%
	0%
	1%
	8%
	5%
	0%
	4%
	2%

	Trying something new or different
	1%
	1%
	2%
	0%
	3%
	1%
	0%
	0%
	2%
	1%

	Something to do while I’m in Hull on business
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	1%
	0%

	It’s affordable / good value
	0%
	0%
	1%
	0%
	0%
	0%
	0%
	0%
	0%
	0%

	Something to do with friends / family
	3%
	3%
	0%
	0%
	6%
	4%
	3%
	1%
	9%
	6%

	Something to do with the kids
	5%
	1%
	1%
	1%
	2%
	1%
	0%
	1%
	2%
	2%

	Interested to find out more about Hull
	0%
	0%
	1%
	0%
	1%
	1%
	0%
	0%
	1%
	2%

	No particular reason / someone else’s idea
	0%
	0%
	0%
	1%
	1%
	4%
	0%
	0%
	2%
	1%

	I was in the area anyway
	12%
	20%
	1%
	43%
	12%
	25%
	8%
	33%
	25%
	6%

	Other
	23%
	2%
	1%
	3%
	6%
	0%
	2%
	4%
	5%
	9%


Feedback from the audience focus groups supports this, with attendees stating that they did not always make a conscious decision to visit some of the artworks, stumbling across them instead whilst in the area.

Where a conscious decision had been made to visit an artwork:

· The extensive media and social media coverage of Blade appeared to have sparked an interest in experiencing it personally, which was also the case, though to a lesser extent, with A Hall for Hull;

· The participatory nature of The City Speaks either attracted people to speak into it, or keep an active eye on what others were saying;

· The inspiration behind Bleached had intellectually engaged one attendee;

· Curiosity to see inside usually inaccessible buildings and a passion for paper were unique reasons Paper City attracted attendees.

 “I thought that [Blade] was an example of where you do actually have to experience something for yourself, because I think I saw it on the television before I actually went to see it myself. And on the television all the people were saying oh it's fantastic, or it's a load of rubbish or whatever … I just thought, "Oh that looks interesting”.”
(Focus Group Member)

“I’d seen photographs of people taking it [A Hall for Hull] from this angle and that angle, and getting different patterns and the reflections.”
(Focus Group Member)


 “I write poetry, so I thought this [The City Speaks] is a chance to get some cheap publicity. I'd take it as a couple of photo opportunities for my Facebook page.”
(Focus Group Member)
“I never had a go at it [The City Speaks], but whenever I was in the area I just had a look to see if anyone was putting anything rude up there.”
(Focus Group Member)
 “It [Bleached] just sounded really interesting, and somebody had written that, I don't know how true it was, that all the coral, they'd had a power cut or something [a fire] at The Deep … The fish survived, but the coral didn't … They'd salvaged the coral, and this artist wanted to make this fantastic art.”
(Focus Group Member)

“[Paper City was in] the most unusual places like the old smokehouse.”
(Focus Group Member)
“Ah I was ready for Paper City all year because I’m such a paper nerd. I was so excited for that I loved it.”
(Focus Group Member)

Motivations, also varied by demographics (see Table 51):

· ‘Because it’s part of Hull UK City of Culture 2017’; ‘It’s a unique experience not to be missed’; and ‘I was in the area anyway’ were motivations that experienced significant differences by gender:

· Female audience members were more likely to select ‘Because it’s part of Hull UK City of Culture 2017’ and ‘It’s a unique experience not to be missed’ – 14% and 11% male vs. 18% and 14% female, respectively.

· Male audience members were more likely to select ‘I was in the area anyway’ – 22% male vs. 16% female.

· ‘Because it’s part of Hull UK City of Culture 2017’; ‘It’s a unique experience not to be missed’; ‘Wanted to see or do something creative’; and ‘I was in the area anyway’ were motivations that experienced significant differences by age:

· A higher proportion of audiences aged 55+ selected ‘Because it’s part of Hull UK City of Culture 2017’, compared with younger audiences – 11% aged 16-34; 16% aged 35-54; and 21% aged 55+.

· Those aged 35-54 years were more likely to select ‘It’s a unique experience not to be missed’ and ‘Wanted to see or do something creative’ - 11% and 10% 16-64; 16% and 13% 35-54; and 12% and 10% 55+, respectively.

· A higher proportion of audiences aged 16-34 selected ‘I was in the area anyway’, compared with older audiences – 26% aged 16-34; 15% aged 35-54; and 17% aged 55+.

· ‘Because it’s part of Hull UK City of Culture 2017’; ‘Because I'm a regular visitor/user of the space’; ‘It’s a unique experience not to be missed’; ‘Something to do with the kids’; ‘Wanted to see or do something creative’; ‘I was in the area anyway’; and ‘Other’ were motivations that experienced significant differences by area:

· A higher proportion of audiences who live outside of Hull and East Riding selected ‘Because it’s part of Hull UK City of Culture 2017’ – 16% for Hull and East Riding vs. 21% for Rest of UK.

· A higher proportion of audiences who live in Hull selected ‘Because I'm a regular visitor/user of the space’ – 8% for Hull vs. 3% for East Riding and 2% for Rest of UK.

· Hull and East Riding audiences were more likely to select ‘It’s a unique experience not to be missed’; ‘Something to do with the kids’; and ‘Other’ than audience from the Rest of the UK –15%, 5%  and 16% for Hull; 14%, 4% and 17% for East Riding; and 8%, 0% and 9% for Rest of UK, respectively. 
Table 51: Motivation to Visit or See the Artwork by Demographics

	
	Gender
	Age
	Area

	
	Male
	Female
	16-34 
	35-54
	55+
	Hull
	East Riding
	Rest of UK

	Because it’s part of Hull UK City of Culture 2017
	14%
	18%
	11%
	16%
	21%
	16%
	16%
	21%

	Because I'm a regular visitor/user of the space 
	4%
	5%
	5%
	4%
	6%
	8%
	3%
	2%

	It’s a unique experience not to be missed
	11%
	14%
	11%
	16%
	12%
	15%
	14%
	8%

	General interest in this type of work
	12%
	9%
	9%
	11%
	10%
	9%
	12%
	11%

	Wanted to see / do something creative
	12%
	10%
	10%
	13%
	10%
	8%
	13%
	14%

	Specific interest in the artists involved
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	0%

	Getting involved in what’s happening
	2%
	3%
	2%
	3%
	2%
	2%
	3%
	1%

	Trying something new or different
	2%
	1%
	3%
	1%
	1%
	1%
	1%
	2%

	Something to do while I’m in Hull on business
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	1%

	It’s affordable / good value
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	0%

	Something to do with friends / family
	3%
	3%
	3%
	2%
	2%
	2%
	3%
	4%

	Something to do with the kids
	2%
	4%
	5%
	5%
	5%
	5%
	4%
	0%

	Interested to find out more about Hull
	1%
	0%
	0%
	0%
	0%
	0%
	0%
	0%

	No particular reason / someone else’s idea
	0%
	0%
	0%
	0%
	0%
	0%
	0%
	1%

	I was in the area anyway
	22%
	16%
	26%
	15%
	18%
	18%
	14%
	24%

	Other
	14%
	16%
	14%
	14%
	16%
	16%
	17%
	9%


· Hull audiences were less likely to select ‘Wanted to see or do something creative’ than audiences from East Riding and Rest of the UK – 8% for Hull vs. 13 for East Riding; and 14% for Rest of UK.

· A higher proportion of audiences who live outside of Hull and East Riding selected ‘I was in the area anyway’, with audiences from East Riding being the least likely to select this motivation – 18% for Hull; 14% for East Riding; and 24% for Rest of UK.

6.4. Project Management

Project Management for Look Up was successful in the main, receiving:

· An average of 4 out of 5 stars from members of the CPT; 

· An average of 4.5 out of 5 stars from artists; and 

· An average of 4.4 out of 5 stars from Venue Partners.

6.4.1. Key Strengths of Project Management

Various top-level aspects of project management were tested with the CPT, artists, Delivery Partners, and Venue Partners:

· Communications: the CPT and artists gave at least 4 out of 5 for communications between themselves and Hull 2017; 

· Contracting: the CPT and artists gave at least 4 out of 5 for contracting, including the explanation of their roles and responsibilities
· Development meetings: the CPT and artists gave at least 4 out of 5 for development meetings, including frequency and quality of opportunities

Delving down into more detail, other project management elements were tested with respondent groups. There was unanimous agreement with the following statements from the CPT and artists (see Figure 17):
· Hull 2017 have explained the Look Up project well (concept, aims and objectives): 

· Hull 2017 have helped me access the people I need to talk to, to inform my work

· Hull 2017 have helped me to access the information / resources I needed, to inform my work

· Hull 2017 have enabled me to communicate with other partners on the project when I needed to.

Venue and Delivery Partners were equally positive about the project management (see Figure 18).

Other elements linked to project management received high levels of agreement from all respondent groups (see Appendices 1, 6, 20 and 23).

Figure 17: CPT and Artist Ratings
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Figure 18: Venue & Delivery Partner Ratings
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Discussions with the CPT suggest that Look Up’s project management benefitted from a collaborative approach, whereby the CPT defined clear roles and responsibilities for each member. They held fortnightly project meetings, inviting in other key departments from Hull 2017, as and when required.

“Marketing input has really grown and really feels like a core team of Look Up, but potentially the digital side less so in terms of their understanding of visual art as a whole.”
(CPT Member)

Regarding project management, the Look Up curators were praised by other members of the CPT, artists and Delivery Partners on their ability to get the best out of artists. They understood the balance required between trusting artists to get on with it and providing support when required.

“The real strength is Andrew and Hazel being able to talk to artists and let them have ‘space’ and nurturing and potentially be more challenging with artist sometimes … They know how to get the best out of the artists and this is something that they have done amazingly all year.”
(CPT Member)

“It worked very well - Hull 2017 were extremely supportive as they understood the difficult situation facing [us] and were generous in their offer. Our relationship with Andrew and Hazel was excellent… [We] really appreciated the offer of involvement in the project.”
(Delivery Partner)

“[The CPT] were really involved when they needed to be and not involved when they didn’t need to be … They don’t try and influence stuff. I have certainly been in situations before where a project manager, curators push it in a certain way that wasn’t in line with how I wanted it to be presented … They are really good at not doing that which really contributes to the quality of their projects.”
(Artist)

 “It was well organised, so I knew that I'd be able to work efficiently with Andrew and Hazel … Hazel was a partner in admin organisation of this, so that went really smoothly. I could easily contact her if there were any issues that arose then they were quickly sorted out.”
(Delivery Partner)

Equally, for Venue and Delivery Partners the effectiveness and positivity of the partnership both with Hull 2017 and the curators was rated highly (4.4 out of 5 or above). 

Artists praised the CPT for using City of Culture as an opportunity to promote lesser-known artists and providing the support and resources needed for these artists to stretch themselves on a bigger stage.

“City of Culture is a rare opportunity … It is quite unusual that you don’t have to worry about what is happening … because there is a really cool crew just doing it. It allowed me to think about the art.”
(Artist)
“It is only events like City of Culture that give artists like me an opportunity to be listened to. I am too small to lever the kinds of things that they have managed to … you don’t get to this stuff unless people are listening to ‘un-known’ artists.”
(Artist)

For the CPT, who were not employees of Hull 2017, the support provided by Hull 2017 that was most beneficial to these team members were the people themselves and their personal attributes:

· Producer support;

· Marketing and communications support;

· Executive Producer support;

· Understanding;

· Commitment; and

· Professional respect towards the artists.

“The roles/people provided essential resource, support and knowledge to achieve the Look Up programme.”
(CPT Member)

“Attitude and approach was conducive to creative collaboration and constructive risk taking.”
(CPT Member)

6.4.2. Areas for Improvement within Project Management

Though highly praised, ways that project management could have been improved were discussed across respondent groups:

· Extra time: the CPT, artists, and Delivery Partners all spoke of how having more time could have benefitted individual projects. 

“To give more time for development and give a bit more time for catching up in order to keep the project moving forward.”
(CPT Member)

“The aesthetic of the support for the artwork … was disappointing. My only regret in the whole process was not having another four weeks to finesse the whole process.”
(Artist)

 “It was a bit of a rush towards the end because we'd only decided to make it much more than it was intended to be fairly late in the process, so it was a bit of a scramble getting it up in time.”
(Delivery Partner)

· Increased Integration: the CPT would have benefitted from the curators working at Hull 2017’s offices one or two days a week, to enable a greater understanding of internal systems and processes; whilst Delivery Partners mentioned a desire to be more fully integrated in the whole of the artist commission process.

“I think had they been based in the office and had a ‘hot-desk’ or a place they could work at least one or two days a week, I think it would have made a massive difference … There are established policies and practices.”
(CPT Member)

“We only really had full involvement with [one artwork] which was our favourite … Not being involved in the process of commissioning [the others] felt that they were more removed in terms of our connection with them.”
(Venue Partner)

· Consistency in Commissioning: ensuring a consistent approach to commissioning artists was vital to effective and efficient project management, as demonstrated by the challenges of the co-commission with RIBA, where both Hull 2017 and RIBA felt the project suffered from a communication break down and a lack of clarity on roles and responsibilities.  

“We had a freelancer in for A Hall for Hull, who managed some of the production aspects … It was more difficult to manage as it felt removed from the Core Team … There were a lot of different people working with RIBA and it was more complex than it needed to be.”
(CPT Member)

· Contingency: the CPT spoke of a need to budget a contingency given the complexity of the projects, many which had no precedent.

“Have contingency in the budget … [No contingency] makes creating masses of civil engineering projects rather difficult … When you are working on something like Blade, which absolutely relies on specific contingency, it becomes quite difficult.”
(CPT Member)

· Learning Opportunities: Artists specifically spoke of a desire to have opportunities to meet one another and share their experiences, as well as hear feedback on their projects from audiences.

“There weren’t any post-installation events, so I didn’t do any artist talk, so there wasn’t that really that opportunity for interaction [with audiences].”
(Artist)

 “There haven’t been many opportunities to sort of disseminate the project or discuss it with people and other artists.”
(Artist)

6.4.3. Challenges of Project Management

The CPT and Partners raised a few project management challenges:

· Multiple Partners: from the perspective of the CPT, partners were a vital and celebrated part of the project, but managing these multiple relationships brought additional pressures; whilst for Partners they were competing for the limited time of Hull 2017 team members who were working across many projects and/or dealing with multiple contacts.
“I think the partnership with the curators was excellent … The partnership with Hull 2017 was more challenging, but I don't think this could have been improved - it was the nature of the amount of deliverables the Hull 2017 team had … A lot of meetings were conducted over the phone with multiple partners … The few times we were together face to face felt we managed to move things forward.”
(Delivery Partner)

“There was a production company and there was the artist. There was that whole chain. … That was a lot of the problem.”
(Delivery Partner)

· Logistics: the technical aspects linked to some artworks, and health and safety issues surrounding install and ongoing servicing of artworks were mentioned. These created issues in terms of the impact and aesthetic of artworks, which meant they fell short of expectations.
“The project being totally underwhelming once installed due to lighting issues.”
(Venue Partner)

 “The artist wanted people just to stumble across it and for it to be a surprise to people … When you stick volunteers next to [the artwork], and signage and barriers so that people don't get run over … it kills the spontaneity of it.”
(Delivery Partner) 
· Internal Resources: Venue and Delivery Partners had internal challenges both in terms of securing budget for the artwork, and having sufficient capacity amongst internal staff to support the project.
“In terms of managing time, we have excellent but fairly minimal technician support, so that was quite challenging, trying from our side to fit in with when [the artist] wanted the work to arrive and all of that stuff, but we managed that in the end, thanks to their flexibility and their huge efforts.”
(Delivery Partner)

· Sustaining Audience Awareness: several artworks had an installation period of several months and it was felt that more could have been to support the ongoing promotion of the artwork from all partners.
“Following the installation having continued regular support advertising the project.”
(Venue Partner)

· Understanding Artist Intentions: it was mentioned that where Delivery Partners were not fully involved in the commissioning process they lacked understanding of the intention and desired impact of the artworks.

“I didn't really get the links. I felt it was a little bit, I felt it was tenuous. I struggled to really think of ways to engage with the public about [it].”
(Delivery Partner)

“[The project] felt more like a … pet project for the artist, rather than having really taken our vision and turned it into an art creation.”
(Delivery Partner)

“I guess it just, visually, didn't have as much impact as [other projects]. But that was probably the nature of the beast rather than necessarily that it was a poorer quality installation.”
(Delivery Partner)
· Increased Marketing Control: Delivery and Venue Partners spoke of the disparity between themselves and Hull 2017 regarding marketing and communications. Where Hull 2017 had an entire year of high profile projects to promote, for many partners the Look Up project was a major event in their 2017 calendar. Having to adhere to Hull 2017’s rules, regulations and lead times was a source of tension. 

“[Hull 2017] have been trying to control the time scale [for marketing and communications], whereas perhaps we would have gone a little bit more gung ho to start pushing things. Put things on our event program … Because we've been part of a bigger programme, we've almost had to wait our turn. Whereas if we know now that we're going to do something for Easter next year, we'll already be mentioning it, drip feeding it through.”
(Delivery Partner)

 “It was challenging to partner with the marketing and PR functions in Hull 2017. They had so many projects on so [our project] wasn't always their biggest priority, whereas for us the project was our biggest focus for the year…The differing level of priorities made some timings a struggle and caused some frustration. We felt we could have delivered more for both parties.”
(Delivery Partner)
6.5. Production Management

Production Management for Look Up was rated between Good and Excellent across the CPT, Artists, and Venue Partners (see Figure 19). 

Figure 19: Production Management Rating
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Artists also gave an average score of 4.6 Stars out of 5 for the quality of production on live delivery of their project.

“The support on the ground at Hull during the event was brilliant, particularly the volunteers, but also the less conspicuous people who organised things such as the power … and partners and [curators]. We had a tight deadline but were able to make and deliver an artwork that was uncompromised in scale, quality and scope.”
(Artist)
6.5.1. Strengths of Production Management

The production management across Look Up was discussed with the CPT, artists, Delivery Partners, and Venue Partners; whilst audience comments also reflected on it. Key strengths highlighted within these discussions were:

· Installation Locations: the CPT principally selected locations, and nearly all artists were completely or mostly satisfied with the location they were asked to respond to, due to its physical nature; the context the it provided; and its accessibility. 
“The space I ended up being shown in was absolutely brilliant for all kinds of slightly perverse reasons. … What was interesting with the shop I was allocated it was finished up to a point but for some reason there was a slope on the floor and what that created was literally a perspective within the work.”
(Artist)

‘It was a pertinent place to make a piece of work. The work was very site specific … [it placed the theme] in a context where it started from and where people were still journeying themselves, so it was important conceptually and historically.’
(Artist)

· Logistical Triumphs: Blade was highlighted for its success, with the install being a piece of theatre that was as impressive as the final artwork.

“I thought moving it alone was an amazing feat.”
(Focus Group Member)

· Volunteer Involvement: Hull 2017 Volunteers and the support they provided on the ground in promoting artworks, and helping audiences more fully engage were praised by the CPT and Partners.

“Having the volunteers standing outside, because this building doesn't invite people in really, but when they were standing outside they were definitely engaging with people, so we were getting people coming in who probably wouldn't have done.”
(Delivery Partner)

· Curator Communications: Delivery Partners commented on the strength of the curators in ensuring the best that could be achieved was achieved.
“The emails were coming thick and fast as to what we needed and when. It was very clear.”
(Delivery Partner)

“I've always been convinced of their drive and their commitment. And their willingness to try to get a product that everybody's happy with. There's never been any question mark over that.”
(Delivery Partner)
6.5.2. Areas for Improvement within Production Management

Though highly praised, ways that production management could have been improved was discussed across respondent groups:

· Consistent quality: the CPT felt that sound quality could have been improved on certain artworks, whilst artists and Delivery Partners mentioned lighting quality inconsistencies.

“The only thing about the installation that was not totally successful is that it was very hard to light. The rigging company who assisted with the install were also to take care of the lighting and in the end they underestimated the complexity of what was needed. In the end a solution was found but it was not as good as it could have been.”
(Artist)
· Location Obstacles: Although widely praised by artists, Audiences and Delivery Partners were less convinced about the choice of some locations; and there were instances where changes within the location interfered with the artwork.

· “Nothing wrong with the exhibition, but it's not a suitable venue because, you go into the railway station, you're going in and you're going out. It's not a welcoming environment to sit, stand and stare.”
(Focus Group Member)

· “I don't know, I actually disagree, because I think for people passing through, it catches your eye. That's where you'd get drawn in.”
(Focus Group Member)

“We found it was difficult once our customers left the building to then say, "Oh, and if you walk over the bridge and over there and turn left, there's a little bit more for you to see”.”
(Delivery Partner)
“Claire Barber’s work in the station, we agreed to keep work up. But without our knowledge, mosaic birds have been up by 2017 Team as part of the Creative Communities Programme … [It] hasn’t respected Claire Barber’s work.”
(CPT Member)

“The only aspect of it, which kind of caused a problem … was the site was so busy visually, there was so much … It meant that the installation was competing for the space.”
(Artist)

“The crazy thing about The City Speaks, if you don't mind me just saying, was that from about October onwards, you couldn't see it … They put all these lights up above, and we turned up few times to try to get message up and just couldn't see a thing, because all the lights over Humber Street top were just in the way.”
(Focus Group Member)
· Increasing Capacity: the CPT all spoke of how Look Up would have benefitted from dedicated technical and production support. Curators were often being involved in these aspects which increased time pressures and was not their area of expertise.
“The lack of a dedicated technical/production person … meant that the technical support for each commission had to be constantly negotiated, and varied hugely depending on the workload of the tech/ops team. This meant in some cases having to bring outside help in at short notice and higher cost to the project, or created high levels of extra work for the curators and assistant producers.”
(CPT Member)

“One of the main weaknesses of the project is not having a production manager on the installations … projects have been left with absolutely no production support … [The curators] are having to pick up on a lot of production stuff … I think that would give Andrew and Hazel more time to talk to the artists rather than getting bogged down in the actual detail of what needs to be delivered.”
(CPT Member)

6.6. Marketing & Communications

Including Blade (whose sample size was significantly larger than the other artworks) TV and Friends/family/colleagues – told me in person were the principal ways that audiences found out about Look Up, most closely followed by Hull’s social media platforms and the Hull 2017 website (including Blade).

Without Blade, the Hull 2017 website; Friends/family/colleagues – told me in person, Hull 2017 Volunteer – told me or via social media/email were the principal ways that audiences found out about Look Up, most closely followed by advertising and printed promotional material and Hull 2017 social media.

To put this into context, Table 52 presents Look Up with the 2016 Baseline and all 2017 audiences. Where Blade is included within the Look Up data (which creates significant differences) the following observations can be made:
· Particularly significant was the influence of TV, relative to the 2016 Baseline and all 2107 audiences – 23% vs. 5% and 6%, respectively, which shows how Blade benefitted from a high level of TV coverage.
· Blade was responsible for boosting the proportion of Look Up audiences that found out via Newspapers, more so than was the case for all 2017 audiences – 10% and 5% respectively, though both were significantly lower when compared to the 2016 baseline at 14%.

· Blade was responsible for boosting the proportion of Look Up audiences that found out via Hull 2017’s social media, putting similar level to all 2017 audiences – 15% and 13% respectively, compared with 11% for the 2016 baseline.
· Blade was also responsible for boosting the proportion of Look Up audiences that found out via other organisation’s social media, relative to the 2016 baseline – 6% vs. 1%, respectively.

Table 52: Marketing & Communications 

	
	Look Up -with Blade

(n=2,220)
	Look Up -without Blade

(n=1,620)
	2016 Baseline

(n=1,143)
	All 2017 Audiences
(n=19,366)

	Friends / family / colleagues – told me in person
	19%
	19%
	40%
	15%

	Friends / family / colleagues – via social media / email
	9%
	5%
	
	

	Hull 2017 Volunteer – told me, or via social media / email
	8%
	19%
	N/A
	N/A

	Hull 2017 website
	13%
	25%
	6%
	21%

	Other website
	1%
	1%
	5%
	8%

	Hull 2017 Facebook/Twitter/Instagram/YouTube/Flickr/e-newsletter
	15%
	12%
	11%
	13%

	Other organisation Facebook/Twitter/Instagram/YouTube/Flickr
	6%
	2%
	1%
	5%

	Advertising and printed promotional material
	9%
	17%
	0%
	13%

	Newspaper
	10%
	6%
	14%
	5%

	TV
	23%
	5%
	5%
	6%

	Radio
	6%
	3%
	7%
	4%

	Don’t remember
	1%
	3%
	0%
	0%

	Other
	17%
	29%
	20%
	9%


Where Blade is removed from the Look Up data the following observations can be made:

· Particularly significant in raising awareness was the influence of Hull 2017 Volunteers, relative to Look Up with Blade included – 19% vs. 8%.
· Both Look Up and all 2107 audiences benefitted less than the 2016 baseline from recommendation by friends/family/ colleagues – 24% and 15% respectively, compared with 40%.
· Both Look Up and all 2017 audiences benefitted more than the 2016 baseline from listing information and coverage of Hull 2017’s website – 25% and 21% respectively, compared with 6%.

· Both Look Up and the 2016 baseline events and activities had a higher proportion of audience state ‘Other’ than all 2017 audience events and activities – 29% and 20% respectively, compared with 9%. Other specified reasons were predominantly passing by, or being in the area.
Feedback from focus group attendees seems to back up these findings, providing a little more detail in terms of context of the social media platforms being accessed.
“Social media, for me … Basically, we was catching up on what other people were doing, on various Facebook pages - artistic ones, and non-artistic ones -  saying, "Hey, have you seen?" or "Have you heard about?" Then I would say the same, "Have you seen this?" only to family and friends.”
(Focus Group Member)
“[Volunteers] were letting you know, "Hey, have you seen this?", and by bumping into volunteers and talking about various bits and pieces, you were getting other information from the volunteers.”
(Focus Group Member)

“I found [volunteers] to be the best source of information for what was worth going to see, because they'd got lots of feedback from other people.”
(Focus Group Member)

There were a core group of respondents who proactively sought out and used the season brochures, published by Hull 2017, for finding out about events and planning what to see.
“We've found most things, my family, through the brochures and we get them like the first week they were out and mark everything down, get the calendar out. And they were really informative … The hub in the station was always well manned and always people there.”
(Focus Group Member)

Significant differences of note in relation to demographic information includes the finding that:

· Younger audiences (aged 16-34) were more likely to find out from an ‘Other’ source or being told in person by a friend, family member or colleague.

· Older audiences (aged 55+ years) were more likely to have found out from advertising and printed promotional materials, newspapers and TV.

· Audiences aged over 35 years were also more likely to have accessed information via the Hull 2017 website.

· Social media seems to have key medium through which those aged 35-54 years found out about Look Up, either direct from Hull 2017 or via friends, a family member or colleague.

· Those resident outside of Hull or East Riding were most likely to have found out about Look Up by ‘Other’ methods.

· Hull residents from the most deprived areas of Hull were also most likely to have found out about Look Up by ‘Other’ methods.
6.6.1. Marketing & Communications – Individual Artworks 

It is also noteworthy that there are significant differences in how people found out about each individual artwork within the Look Up programme (see Table 53):

· Blade is the only artwork to have benefitted significantly from TV coverage (32%), most closely followed by Floe (10%). 

· Printed Promotional Material was most effective in raising awareness of The City Speaks, Washed Up Car-go, Paper City, Bleached and This is a Freedom of Expression Centre.

· Word of Mouth was most effective in raising awareness of Blade, The City Speaks, Paper City, Bleached and This is a Freedom of Expression Centre.

· Hull 2017 Volunteers appear to have been active ambassadors in promoting The City Speaks, Washed Up Car-go, Paper City, Bleached and This is a Freedom of Expression Centre.

· Hull 2017’s Social Media was most effective in raising awareness of Paper City.

· The Train Track and The Basket, Bleached, This is a Freedom of Expression Centre, Elephant in the Room and A Hall for Hull benefitted highly from Other forms, which in the majority of cases was ‘passing by’.

Table 53: Marketing & Communications – Significant Differences by Artwork

	
	Blade

(n=600)
	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

	Hull 2017 website
	5%
	40%
	59%
	9%
	37%
	27%
	39%
	14%
	19%
	29%

	Printed promotional material
	3%
	23%
	22%
	13%
	26%
	30%
	25%
	17%
	8%
	9%

	Friends/family/colleagues – told me in person
	20%
	28%
	17%
	10%
	27%
	15%
	17%
	11%
	26%
	25%

	Hull 2017 social media
	11%
	16%
	19%
	6%
	26%
	8%
	19%
	3%
	13%
	18%

	Hull 2017 Volunteer – told me, or via social media/email
	-
	25%
	33%
	19%
	20%
	25%
	20%
	16%
	7%
	11%

	Newspaper
	13%
	7%
	4%
	2%
	5%
	0%
	3%
	5%
	9%
	11%

	TV
	36%
	7%
	1%
	3%
	2%
	1%
	2%
	2%
	7%
	10%

	Radio
	8%
	2%
	4%
	2%
	2%
	0%
	0%
	2%
	5%
	6%

	Other organisation on social media
	-
	3%
	2%
	0%
	4%
	2%
	0%
	2%
	4%
	5%

	Other
	3%
	11%
	4%
	51%
	11%
	24%
	20%
	44%
	29%
	4%

	Friends/family/colleagues – via social media/email
	11%
	10%
	5%
	3%
	6%
	1%
	8%
	2%
	3%
	6%

	Other website
	2%
	1%
	1%
	0%
	0%
	1%
	0%
	0%
	1%
	1%

	Don’t remember
	1%
	7%
	1%
	1%
	1%
	2%
	2%
	5%
	4%
	1%


“I found it travelling through the interchange and came back for a proper look with my granddaughter.”
(The Train Track and The Basket)

“Was working in the building where it was displayed.”
(Bleached)

“We happened to be walking past and saw it advertised outside the venue.”
(This is a Freedom of Expression Centre)

“Was shopping and just noticed it.”
(Elephant in the Room)

“Just walking around Hull and came across it.”
(A Hall for Hull)

Within the focus group discussions, attendees fed back on how they were made aware of individual artworks. This highlighted that there were a variety of ways:

· Passing by the artwork was a significant way that attendees became aware of The City Speaks, The Train Track and The Basket, This is a Freedom of Expression Centre and Elephant in the Room, which corresponds with the findings from the audience surveys.  

“I was just in town one day. I took my car for the MOT and thought I’d go look in town, and I just went by the college and this Freedom of Expression was on.”
(Focus Group Member)

“I just stumbled across it coming on a night out, down Humber Street. And I was all like “What's going on over there?” And I’d not read about it or seen anything about it at all, so then we struggled to find where you spoke into it, but we ended up walking up and down Humber Street and found it, and I'll tell you what when we’d had a drink it was a right good laugh.”
(Focus Group Member)

“I was on my way to Humber St Gallery, and I thought I’d call in [to A Hall for Hull] and have a little look”
(Focus Group Member)
· Hull 2017 Volunteers on shift were proactively engaging people with the artworks and cross selling other Look Up artworks,

“I saw it [Elephant in the Room] by accident. I was in Princess Quay shopping. One of the volunteers stopped me, I started to read one of the notices, and one of the volunteers stopped me and said, "Have you seen this?" And I didn't actually realise that it was there until she pointed out and I looked up and realised what it was.”
(Focus Group Member)

“And then, one of the volunteers said, "Oh, you want to go into Princes Quay to look up the Elephant in the Room." So it was by accident.”
(Focus Group Member)

· Social media and word of the mouth (either face-to-face or digitally) were the predominant ways that people had become aware of Blade, Washed Up Car-go, and Paper City.
 “Yeah it was social media Blade. It was viral.”
(Focus Group Member)
 “From friends, because they'd already checked it [Washed Up Car-go] out. My brother and sister-in-law came up from Hampshire for a weekend. That was one of the first things I took them to. They loved it.”
(Focus Group Member)

“My sister-in-law was a volunteer and she told me. Gave me the booklet and said that [Paper City] was happening, or I wouldn’t have known to be fair.”
(Focus Group Member)

· Media coverage was a significant factor in raising awareness about Blade and Floe, in relation to TV and/or press coverage.

“Yeah, Look North kinda gave it [Blade] away.”
(Focus Group Member)

“The press coverage [of Blade] was significant, wasn't it?”
(Focus Group Member)

“I think I saw that one [Floe] in the press actually.”
(Focus Group Member)

· Hull 2017 marketing and communications seemed particularly successful in raising awareness of Floe and A Hall for Hull, with the season brochure, website and e-newsletters singled out. 

“It was through the regular update emails from the City of Culture, I picked it [A Hall for Hull] up that way.”
(Focus Group Member)

“From the brochures I would think [A Hall for Hull], and local papers cos I had all the catalogue-y brochures, the big ones.”
(Focus Group Member)

“The website was bigging it [Floe] up.”
(Focus Group Member)

Media and social media coverage of Blade were discussed by attendees, who reflected on how the install had captured the imagination of both the media and the public. 
“Of course, you didn't learn about that until afterwards. It just appeared. Afterwards they explained how they brought it. There was a TV program showing how it was done, which was impressive.”
(Focus Group Member)

“On Facebook, it was different. The minute it started moving, there were messages popping up. They were left, right, and centre. It's like, "What's happening? What's this?" It started getting built up, so people were obviously following it with cameras … I thought that part of it from the media aspect, really worked.”
(Focus Group Member)

The fact Blade was kept a secret, and just appeared, was also widely praised.

“It just appeared one morning, which I thought was a terrific idea.”
(Focus Group Member)
Equally, there are significant differences in how people found out about Look Up by demographics (see Table 54):

· Hull 2017 social media; other organisation’s social media; and ‘other’ were marketing and communication methods that had significant differences by gender:

· Female audience members were more likely to select Hull 2017 social media or Other organisation’s social media – 11% and 4% male vs. 14% and 7% female, respectively.

· Male audience members were more likely to select Other – 19% male vs. 15% female.

· Nearly all forms of marketing and communications, with the exception of Other website experienced significant differences by age. The most significant were:

· 16-34 year olds were more likely than older audiences to find out via family/friends/colleagues – in person – 26% 16-34 vs. 19% 35-54 and 17% 55+.
· 16-34 year olds were less likely than older audiences to find out via the Hull 2017 website or Hull 2017 Volunteers than older audiences – 9% and 4% 16-34; 13% and 7% 35-54; 15% and 10% 55+ respectively.

· 35-54 year olds were less likely than younger and older audiences to find out in an Other way – 23% 16-34; 11% 35-54; and 18% 55+.

· Older audiences were less likely to have found out by Hull 2017 social media or by family/friends/colleagues – email or social media than younger audiences – 17% 16-34 and 21% 35-54 vs. 9% 55+.

Table 54: Marketing & Communications – Significant Difference by Demographics

	
	Gender
	Age
	Area
	Hull IMD Decile

	
	Male
	Female
	16-34 
	35-54
	55+
	Hull
	East Riding
	Rest of UK
	Most Deprived
	2nd Most Deprived
	Least Deprived

	Hull 2017 website
	12%
	14%
	9%
	13%
	15%
	12%
	15%
	11%
	7%
	15%
	13%

	Printed promotional material
	8%
	9%
	6%
	6%
	12%
	10%
	9%
	5%
	6%
	7%
	14%

	Friends/family/colleagues – told me in person
	18%
	20%
	26%
	19%
	17%
	20%
	15%
	27%
	17%
	19%
	21%

	Hull 2017 social media
	11%
	17%
	17%
	21%
	9%
	18%
	16%
	8%
	20%
	19%
	16%

	Hull 2017 Volunteer – told me, or via social media/email
	6%
	9%
	4%
	7%
	10%
	7%
	8%
	8%
	4%
	9%
	7%

	Newspaper
	11%
	10%
	10%
	9%
	12%
	11%
	11%
	7%
	11%
	11%
	12%

	TV
	24%
	23%
	13%
	21%
	30%
	18%
	31%
	21%
	22%
	18%
	17%

	Radio
	7%
	6%
	2%
	4%
	10%
	6%
	8%
	2%
	10%
	5%
	6%

	Other organisation on social media
	4%
	7%
	5%
	9%
	4%
	7%
	7%
	4%
	4%
	13%
	5%

	Other
	19%
	15%
	23%
	11%
	18%
	18%
	11%
	24%
	21%
	17%
	17%

	Friends/family/colleagues – via social media/email
	8%
	9%
	11%
	12%
	5%
	9%
	10%
	6%
	9%
	10%
	9%

	Other website
	2%
	1%
	1%
	2%
	1%
	1%
	1%
	2%
	0%
	1%
	2%

	Don’t remember
	1%
	2%
	1%
	1%
	1%
	1%
	1%
	1%
	1%
	1%
	1%


· Older audiences were more likely to have found out by TV, Radio and Printed Promotional Material than younger audiences – 13%, 2% and 6% 16-34; 21%, 4% and 6% 35-54; 30%, 10% and 12% 55+, respectively.

· Hull 2017 website; printed promotional material; TV; and other organisations’ social media were marketing and communication methods that had significant differences by Hull IMD decile:

· Those from the most deprived decile were more likely to have found out via TV – 22% Most Deprived; 18% 2nd Most Deprived; and 17% Least Deprived.

· Those from the most deprived decile were least likely to have found out via the Hull 2017 website; printed promotional material; and other organisations’ social media – 7%, 6% and 4% Most Deprived; 15%, 7% and 13% 2nd Most Deprived; and 13%, 14% and 5% Least Deprived, respectively.

· Those from the least deprived decile were most likely to have found out via printed promotional material - 6% Most Deprived; 7% 2nd Most Deprived; and 14% Least Deprived.

· Those from the 2nd most deprived decile were most likely to have found out via an other organisations’ social media – 4% Most Deprived; 13% 2nd Most Deprived; and 5% Least Deprived.

As detailed in Chapter 3, Sections 3.6 and 3.7, Look Up secured:

· Total coverage volume of 3,026 across print, online and broadcast; 

· 80 national newspaper pieces in print;

· 1,370 mentions across TV and radio;

· 1,532 mentions across online news pieces;  
· 2,934 click-throughs from online editorial.

Blade proved to be the most covered Look Up installation (2,342 pieces), followed by A Hall for Hull (197 pieces of coverage) and Paper City (110 pieces of coverage).

These findings suggest that:

· Media and PR activity is particularly important in raising awareness across all audiences, with TV coverage being important in attracting non-residents. Finding newsworthy stories linked to public art is therefore vital as part of a marketing and communications plan, especially where visitors are a target audience.
· Hull 2017 Volunteers should be encouraged to cross-sell other artworks within a programme of public art, as well as other arts and cultural events, within their briefings. They have been shown to be very effective ambassadors.

· The Hull 2017 website has become a “go to” information point for many audience members, which indicates the need to retain a one-stop-shop style website for finding out What’s On.

· Capturing the attention of passers-by is key in developing an audience for public art programmes. As such, those that are less immediately obvious may need a degree of signposting to ensure passers-by engage with the artwork.

· Different strategies and approaches will be more effective with different audiences. As such, if the programme has certain target audiences, the marketing and communications plan should take cognisance of this. 
6.7. Barriers to Engagement

Where respondents had not seen an artwork within the Look Up programme, there were several reasons given as to why, which indicate organisational barriers, social barriers, and intellectual barriers to engagement.

6.7.1. Organisational Barriers

Organisational barriers link mainly to a lack of awareness. This was felt to be caused by Hull 2017 predominantly promoting things online. This issue with this was twofold: not everyone being online or one social media, and the usability of the Hull 2017 website. This meant many people were unaware of some artworks.

 “People would tell me about things and I'd think, "Oh, I'll look that up and might go and have a look." And then I'd look on the website and I couldn't find it, so that was an issue for me, and I'm not on Facebook … I think that was one of the reasons I missed things, or they were just little exhibitions and you have to make special journeys so you don't bother to be fair.”
(Focus Group Member)

Equally, the season brochures were a “go to” for many focus group attendees, but it was felt that not all of the Look Up artworks had been listed in the brochure.

 “Not enough publicity … Because the book [season brochure] seemed to be very good, and, "Hang on a minute, that's not in the book”.”
(Focus Group Member)
Another organisational barrier linked to the timing of artworks, including when things were programmed to take place, the duration of each installation and not being fully aware when installations ended. 

 “Timings. It’s things like Floe that were only on over a weekend and I, massive workload that weekend so I just couldn't make it. I think it was similar with Bleached … I walked passed and made a mental note to return. By the time I had the chance to return it was over. And Freedom of Expression Centre, it was just August.”
(Focus Group Member)

 “I wanted to go and see Bleached and the day that I’d set aside for it, the weather was foul, and having been to Washed Up Car-go on a similarly foul day, I decided it wasn't wise … I was going to go back later, but it had finished by the time I got round to it.”
(Focus Group Member)

6.7.2. Social Barriers

As with organisational barriers, social barriers to engagement linked to the level of promotional activity taking place via social media, which many people are not signed up to. 

“I think you were on Facebook, and I don't do Facebook, and I really struggled to find everything that I wanted to see. Then you miss something, and think, "I didn't find it on the website”.”
(Focus Group Member)
6.7.3. Intellectual Barriers

There were examples of focus group attendees who were motivated to attend some of the Look Up artworks because the concept engaged them intellectually. Equally some project descriptions had the opposite effect. 

 “I don't know about Freedom of Expression. The Elephant in the Room, I read something about it and thought “It looks a bit odd. I'll have a look when I'm passing through”, but I never went through, and Bleached and Train Track and the Basket, the information I saw just seemed a bit vague.”
(Focus Group Member)

6.8. Look Up as a Curated Programme

The CPT spoke of the Look Up programme being a curated programme that linked to the seasons of the year. At the end of the year the CPT reflected on whether they felt audiences had understood this and which artworks made up the programme. This was something the CPT was not sure had been achieved, with Look Up struggling to set itself apart from the volume of activity taking place as part of the whole year.

“Maybe we weren’t clear enough … that it exists as a stand-alone thing within the wider [artistic] programme [for Hull 2017]. That message might have got lost in the sort of melee of 2017.”
(CPT Member)

6.8.1. The Look Up Concept

Audience feedback within the focus groups seems to agree with this summation, though there was evidence that some had grasped the overall concept of Look Up, even if they were not clear on exactly which artworks were part of it or not.

“I personally just assumed that everything ... I treated it [everything in 2017] as a big party, all under the same umbrella.”
(Focus Group Member)

 “I think the subsequent things [after Blade] were badged as part of the Look Up project, so I understood that. There was an explanation of it as well saying that the whole idea was to encourage people to look, rather than just walking along the streets - to start looking up at tops of the buildings, the things that you don't see.”
(Focus Group Member)

In reflecting on the idea of Look Up being a programme within the broader programme, some respondents appeared to struggle with the concept.

 “I must admit I spoke about individual things to lots of people in lots of places, but I would never have even attempted to explain the concept to this. You go to Paper City and this is what happened at that … I wouldn't have even thought of grouping them together to talk to anybody else about to explain it because is it relevant?”
(Focus Group Member)

“It's a bit weird 'cause if you look at the pictures that there's nothing obvious that connects them, but then you stick them in a program called Look Up. I'm puzzled by that. I wouldn't look at them and say they're all about the same programme.”
(Focus Group Member)

Whether audiences understood the concept or not, when reflecting on the programme, there was recognition that the programme was diverse, in terms of artwork, the locations used and audience appeal.

“It was all out in the street, and in different places.”
(Focus Group Member)
 “I think it was varied, and there was something to suit all tastes and all of the ages.”
(Focus Group Member)
“It gave a different dimension to [the Hull 2017 programme].”
(Focus Group Member)
6.8.2. It’s All in the Name

One issue brought up by audiences. Peer Assessors and Delivery Partners was the programme’s name - ‘Look Up’. It was felt that, taken literally, the title implied the need to physically look up to engage with artworks. This was clearly the case with some artworks but not others.  

“I suppose one thing that puzzled me slightly was the title Look Up, as it wasn't always the case of looking up … In some you would be looking up, and they gave an opportunity to look up to architecture … but some of the work was kind of gallery shows.”
(Peer Assessor)

“If it's at shop level, it can be a little disappointing.”
(Delivery Partner)
As such, some audiences had thought other artworks, which were separate from Look Up, were part of the programmme; whilst others that were part of the programme were not seen to be. 
“I wouldn't have thought that the Washed Up Car-go was necessarily part of Look Up, because it's a car full of stuff … I saw it but I didn't connect it with the others.”
(Focus Group Member)

“Actually thinking about it, I'm thinking back at the time like respectively I don't think I realised Paper City was. But I think that's because I viewed Paper City as its own standalone event.”
(Focus Group Member)

“One of the things I thought would be on there was the Amy Johnson Plane, cos it was up in the station, so it could have been quite easily absorbed.”
(Focus Group Member)

“Because I thought they're part of the Look Up as well. The robots [Where Do We Go From Here?]”
(Focus Group Member)
“Another one that was missed off actually from Look Up, which I would've put for what was part of the Look Up project, is the Estate light-up for the coloured lights [I Wish to Communicate With You].”
(Focus Group Member)

Attendees in the focus group, through discussing the name, did debate it really should have been interpreted literally, with some respondents thinking of it more philosophically. 
“But there's more than one way to look up though isn't there? It's about looking out and upwards, and pride, and joy, and a sense of community.”
(Focus Group Member)
“It's just about different ways of looking at things … it's not just about like looking up at the skies. It's looking up from your own perspective and from your heart. So I don't see that it has to be linked.”
(Focus Group Member)
6.8.3. Key Strengths of Look Up
Focus group attendees shared what they considered to be key strengths of the Look Up programme:

· Long Running Installations: the length of the installation periods for many artworks.

“You have a chance to actually get used to it and see it more than once, and twice, and three times.”
(Focus Group Member)
“Some of the things were there for weeks, and sometimes months at a time. Lots and lots of people got in to see them, whereas an event that ran for three days or whatever, gets so many people, and then it's gone. You see it or you don't.”
(Focus Group Member)
· Accessibility: artworks being in the public realm, free and audiences being given permission to directly interact.
“It did bring people in to look. Ultimately, it was in the streets and not in the art galleries, and it was for free.”
(Focus Group Member)

“That's where the essence of interactive art is ... You can participate. You can touch, you can feel, you can shout at it, it does stuff. I think that draws a lot of people in.”
(Focus Group Member)
· High Profile: many artworks were seen to have attracted significant attention for the city, inspiring visitors to come and enjoy what was on offer.

“I think it put us back on the map.”
(Focus Group Member)
· Challenging Audiences: the challenging nature of some artworks had enabled audiences to take risks, which often led to further engagement.
“[Look Up] certainly brought me to a lot of things that I would never have thought that I would've enjoyed.”
(Focus Group Member)
  “It might not be for everybody, but sometimes people go in and think, "Oh, I don't know if I'm going to like it or not", and then think, "Oh, actually, that was terrific." Then they'll go and see something else.”
(Focus Group Member)
“You'll have a lot of people walking through the town centre and see the great big Blade … or driving over the flyover, and see the thing, and say, "What's going on there?" … peeking somebody's interest to say, "Well, I might go down Humber Street and check out the art galleries”.”
(Focus Group Member)
6.9. Audience Satisfaction

Likelihood that audiences would recommend a similar type of event to friends and relatives was high for all Look Up, and all events and activities surveyed in the 2016 baseline research and all events and activities surveyed in 2017. 

Table 55: Likelihood to Recommend 

	Score out of 10
	Look Up

(n=2,220)
	2016 Baseline
	All 2017 Audiences

	Very likely (9-10)
	62%
	77%
	76%

	Likely (7-8)
	27%
	19%
	23%

	Average Score
	8.6
	Unknown
	Unknown



Audiences were also asked to feedback on staff and volunteer welcome (see Table 56 below). Both were praised.
Table 56: Satisfaction with Staff and Volunteers (All)

	Strongly Agree or Agree
	Look Up

(n=2,216)
	2016 Baseline
	All 2017 Audiences

	Felt welcomed by security/stewards
	80%
	96%
	90%

	Felt welcomed by Hull 2017 Volunteers
	90%
	
	



The implication from these findings is that both staff and volunteer training, as well as the briefings provided to both sets of Hull 2017 ambassadors, have been effective. Further insight into why this might be has been provided in Chapter 2, Section 2.3.
6.10. Look to the Future
The CPT were very keen to feel that the end of 2017 would not be the end in terms of reflecting on the Look Up programme, and its place within the continuum of art history of the city. This was particularly so, given the crucial role that temporary interventions in the public space would play in the city in future, led by Future Co. 

“There is a lot work around the curated work of the Look Up programme and how is that retrospectively interrogated, and looking at standalone publications and editorial around Look Up, which roots it in the art history of the city in some way … Hull has its 200-300 year history of public space, from statues of Wilberforce to Stefan Getz, and it is how does Hull sit within that continuum … It is how we use Look Up to contextualise this in a particular way – nothing exists in a vacuum.”
(CPT Member)
All CPT members were positive about the future of public art in the city, spoke of their vision for what public art in the city and wider region could be. It was felt that Look Up had successfully challenged attitudes about what was achievable, amongst key partners, and had demonstrated there is public appetite for such work.

 “I think it is going to be bolder and I think people expect big and outstanding. They have seen some of the best stuff that can happen in the city and that is normal now for them.”
(CPT Member) 

 “You can start to talk about Hull and the Yorkshire Sculpture Triangle, and start to look at this visual arts offer, particularly outdoors, in Yorkshire … So you are not going to come to Hull for two weeks. You’ll come to Hull and then the Yorkshire Sculpture Park … You have Ferens, if they start upping their game; Humber Street Gallery; The Brynmor Jones - their plans for 2018 look absolutely fantastic; and it becomes a genuine destination for visual arts.”
(CPT Member)

6.10.1. Partner Buy-in

All Venue Partners were interested in being a host venue for future public art installations; whilst the likelihood of commissioning public art was more varied across organisations. 

Partners interested in hosting public artwork(s) in future stated the positive experience of Look Up and the suitability of their venues, as reasons for their interest. However, projects would need to deliver against expectations and at a strategic level and be value for money.

“Absolutely, if we can make it work within our working requirements.”
(Venue Partner)

“Cultural activities are probably higher up our agenda, higher in our mind in sense of helping us deliver the messages we want to get across. But they still would need to pay for themselves … in terms of delivery of the message.”
(Delivery Partner)
The main barrier to being able to commission public art was the availability of funding generally, or how spending was prioritised within their organisations.  

“Would require a partner.”
(Venue Partner)

Where Partners were very likely to commission work, it was because they already had a track record in doing so, were in discussions about future projects, or because they believed art has an important role to play in the city. 
‘We are already in discussion with Hull 2017 to continue being a host venue for public artwork.’
(Venue Partner)

“Cultural activities are probably higher up our agenda, higher in our mind in sense of helping us deliver the messages we want to get across. But they still would need to pay for themselves … in terms of delivery of the message.”
(Delivery Partner)
One Partners spoke of how their experience on Look Up had caused them to consider art in a different way, seeing how it could be used to communicate their message and reach different audiences.
“I think certainly it's opened our eyes to the ways in which people learn. And as an educational organisation, if you're trying to get across charitable messages, in the future, maybe, a sculpture or an artwork of some description is the best way to get across what is potentially a difficult message … Engaging with the artistic world might be a useful tool for us in the future.”
(Delivery Partner)

Another Partner reflected on how Look Up had led them to engage with Hull 2017 Volunteers, which in turn led them to develop offers for these Volunteers that would help to sustain a relationship with them.
“We had the volunteers in the building, that's been a really good relationship because we've explored that in other ways now, in that we've been running master classes … a whole lot of them know that this place is here and we will continue that relationship.”
(Delivery Partner)

6.10.2. Key Learnings for Partners

To inform the future delivery of projects like Look Up, Partners were asked what their key learnings had been. A variety of responses were given:

· Planning, processes for decision making, and clearly defined roles and responsibilities are vital for successful delivery.

“Clear expectations of decision-making and roles and responsibilities.”
(Delivery Partner)

· Ensuring buy-in from senior management enables such activity to take place, so there is a need to identify the key selling points to them.
“Fantastic cultural opportunities … are not always valued by [management] so thinking laterally is pretty important.”
(Delivery Partner)

· Ensuring the artwork is right for the building and organisation enables the art to deliver against key organisational aims.
“It underpinned some of our key values of empowering staff that we continue to strive for.”
(Delivery Partner)

· Partnership development enables the achievement of bigger and better things

“If you take care to make the right contacts and foster the right relationships, you achieve fantastic results … A lot of the activity that is not necessarily the basic activity of the [organisation] is incredibly valuable, and needs to be done in partnership with other organisations … It’s really really important to have that outward facing awareness of what's going on and to cooperate with people.”
(Delivery Partner)

· The more involved Partners are in the artist commissioning process, the more they understand the artwork and champion the result.
“We were … very much part of the process with [the project]. So maybe that helped with our understanding.”
(Delivery Partner)

· Involvement in art projects enables Partners to reassess, reaffirm and celebrate their position within the city and community.
“It's confirmed the importance of [the organisation] in the city. The fact that we have been part of this … we are firmly established as an iconic building and part of Hull.”
(Delivery Partner)

6.11. SWOT Analysis – Partnerships & Development (& Process)

In order to summarise the key learnings from the above evaluation of Partnerships & Development outcomes, as well as process, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table 57). 
Table 57: SWOT Analysis – Partnerships & Development (including Process Evaluation)
	STRENGTHS OF LOOK UP 
	WEAKNESSES OF LOOK UP

	An experienced CPT provided strong project and production management, including a clear explanation of the concept, aims and objectives of Look Up; support in accessing people and resources required; strong communications; and strong interpretation of the artworks.
The collaborative approach within the CPT enabled the programme to be successfully delivered and risks to be taken.

The CPT were skilled in the balance between trusting artists and Delivery Partners to fulfil their roles and responsibilities, whilst providing support as required.
The creative briefs provided put trust in the artists and provided them with the freedom to take things in their own direction.

The funded research and development (R&D) phase enabled artists’ ideas to be more fully developed, and empowered the artists through being separated from the commission of the artwork.
Buy-in from and collaboration with co-commissioning partners enabled the scale and ambition of Look Up to be realised.
The programme attracted a high proportion of passers-by, particularly visitors, males and younger audiences, either people who were in the area anyway or a regular visitor/user of the space where the artwork was located, indicating the programme was successful in interrupting everyday spaces.

Locations were well selected locations and in turn they excited and interested artists due to their physical nature, context or accessibility.

Many audience members recognised the Look Up name and there was a general understanding of the intentions of the programme, though a degree of confusion about which projects were and were not part of the programme.

Hull 2017 Volunteers provided incredible on the ground support for audiences, as well as being effective ambassadors for the programme in raising awareness of the artworks through word of mouth recommendation and cross selling.
The Hull 2017 website, word of mouth recommendation and advertising and printed promotional materials (including the season brochures) were responsible for a significant level of audience awareness, highlighting the impact that Hull 2017 marketing campaigns had in pushing forward the Look Up programme.

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

The challenging nature of Look Up pushed audiences out of their comfort zone and encouraged them to think differently about art and what they may enjoy.

There were high levels of audience satisfaction with the artwork, staff and Hull 2017 Volunteers supporting the artworks.
	Risk taking was inherent within the programme, with artists being asked to go beyond their current realm of experience, which led to some artworks not being delivered as desired.
Balancing the level of involvement from co-commissioning partners was sometimes missed, with them sometimes feeling removed from the process of commissioning artworks, which in turn affected understanding of artist intentions.
The CPT, some artists and Delivery Partners all mentioned that more time would have benefitted the final delivery of projects.

The curators from the CPT not being located within the Hull 2017 offices created challenges in terms of the efficiency and effectiveness – it prevented them from being able to be fully integrate into the organisation’s systems and processes.

Departing from the established commissioning approach created issues for both the CPT and Delivery Partner on one artwork, which linked to communications and the clarity of roles and responsibilities.

There was a perceived lack of opportunities for commissioned artists to meet one another and audiences to share experiences, disseminate information, and understand audience response to their work.

Hull 2017’s strict protocol around marketing and communications, and the number of projects competing with Look Up for their time, caused frustration for Partner organisations who wished to push publicity for their projects much sooner and more aggressively than they felt able. 

Lack of technical and production support specifically for the programme was seen to have put additional pressures on the curators (who were picking up many of these responsibilities); incurred additional costs through the need to be reactive to individual projects, rather than considered; and have caused some artworks to fall short in terms of the technical aspects required to support them.
There was a lack of contingency within the programme budget.
The reliance on online methods to promote Look Up affected awareness levels, especially as season brochures did not always include full details.

The programme highlighted usability issues with www.hull2017.co.uk, with audiences finding it difficult to navigate to Look Up artworks they had been told about.  
The name ‘Look Up’ caused some confusion in terms of which artworks were within the programme and which were not, which resulted from a literal interpretation of the name.


	OPPORTUNITIES IDENTIFIED BY LOOK UP
	THREATS IDENTIFIED BY LOOK UP

	UK City of Culture status is a significant motivator in attracting creative professionals, some artists, and partners to work on a project; and a significant motivator in attracting audiences (particularly visitors from beyond Hull and East Riding) to events – this indicates that Hull successfully positioned the year as something desirable to be a part of. This is something that should be fully exploited in attracting people to be involved in similar events. 

Artists are predominantly attracted by a challenge and something that interests and excites them, so this needs to be considered when creating project invitations and creative briefs.
Many Artists were new to working in Hull and the experience of Look Up showed to them that it was a great city in which to make work.
Gaining media and social media coverage appears to have a significant impact on attendance figures, as demonstrated by Blade and to a lesser extent Floe and A Hall for Hull. This highlights the benefit of AVE and a need to secure as much editorial coverage, critical review and “noise” about a project as possible. 
Schemes to develop ambassadors to spread word of mouth recommendations would be beneficial to attracting young people.
Selecting locations for projects where younger people frequent and within neighbourhoods where Hull’s more deprived communities live would be effective ways to engage these audiences as passers-by and potentially move them towards engaging with other artworks, events, and activities.

Selecting city centre locations for projects is most effective where a more general audience of both residents and visitors are the target.
The programme shows there is potential for art in the public realm to be part of the ongoing citywide visual arts offer, which in turn could be integrated into regional tourism strategies.

The programme has demonstrated there is buy-in from co-commissioning partners and venue partners about the strategic role public art can play, and how could be used by their organisations.
	Internal staff at Hull 2017 were working across multiple projects, which often meant external partners felt they were competing for time, which in turn could be damaging to longer-term relationships if not effectively managed.
Funding and capacity within partner organisations may threaten the likelihood of similar work happening in future, especially to the same scale and ambition.
Locating artworks within the public realm leaves them open to interference from external influences, which impacts upon visibility and audience experience – this was true for The City Speaks, Elephant in the Room, and The Train Track and The Basket. 

It was implicit within the Look Up programme that a high proportion of the audience would happen upon artworks (as is common with public art programmes), however, this also brings with it the challenge of how you raise awareness amongst audiences that may intentionally visit an artwork.
Younger audiences were less likely to use the Hull 2017 website, and adult audiences less likely to be in social media, which indicates a need to develop different marketing and communications strategies for different target groups.
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