Hul UK City of Culture 2017 Ltd
‘Back to Ours’”: Evaluation Report
Chapter 5: Society & Wellebing


5.  Society & Wellbeing

5.1. Introduction
Society & Wellbeing is one of the key themes of Hull 2017, made up of two aims and their accompanying objectives:

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

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

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

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

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

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

‘Back to Ours’ will be evaluated in reference to these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the aims and objectives specific to the project (see Chapter 1).
5.2. Value Statements About ‘Back to Ours’
Audiences were asked to rate each ‘Back to Ours’ festival against a variety of value statements, some that linked to a society and wellbeing (see Table X). Other value statements have been dealt with in preceding chapters.
These have been compared to audience feedback at each festival and at Hull 2017 events overall. 
Value statement results suggest that ‘Back to Ours’ improved with each festival, with all but one statement achieving a higher ‘strongly agree’ or ‘agree’ score in Festival 4 compared to the previous three festivals.

In particular, ‘Back to Ours’ seems to have been particularly successful in providing an enjoyable experience and giving everyone the chance to share and celebrate together.
· Nearly all audience members stated ‘Back to Ours’ provided an enjoyable experience (98.0% vs. 92.8% for Hull 2017 events overall);
· Nearly all audience members stated ‘Back to Ours’ gave everyone the chance to share and celebrate together (92.8% vs. 77.3% for Hull 2017 events overall).
Hull 2017 events overall do not appear to have been more successful than ‘Back to Ours’ in any of the value statements. This indicates that the project is one of the best examples of high quality and engaging work in the artistic programme, achieving meaningful response from audience members.

Table X: Value Statements – Strongly Agree or Agree

	
	Back to Ours 1
(n=77)
	Back to Ours 2
(n=96)
	Back to Ours 3
(n=280)
	Back to Ours 4
(n=282)
	Back to Ours Average
(n=735)
	Hull 2017 Overall
(n=XXX)

	…was an enjoyable experience
	97.4%
	95.8%
	97.5%
	99.4%
	98.0%
	92.8%

	…gave everyone the chance to share and celebrate together
	85.7%
	86.5%
	93.2%
	96.5%
	92.8%
	77.3%

	…gave me the opportunity to interact with other people who I wouldn’t have normally interacted with
	59.7%
	49.0%
	67.3%
	65.9%
	63.6%
	51.4%

	…has made me think that getting involved in a project as a volunteer looks like fun
	61.0%
	60.4%
	61.6%
	72.4%
	65.5%
	44.5%

	…made me feel more connected to the local community here
	57.1%
	52.1%
	70.3%
	71.5%
	67.0%
	N/A

	…made me feel more connected to Hull and it’s people
	59.7%
	53.1%
	71.8%
	75.4%
	69.5%
	N/A

	…showed me that there is more to Hull than I expected
	55.8%
	62.5%
	69.4%
	73.2%
	68.6%
	58.0%


Feedback from the Focus Groups and ‘Chat with Gran’ research provided some context to these responses with a clear sense that ‘Back to Ours’ was an enjoyable experience. 
“It was just great. I really enjoyed my night out.” 

“It was real good fun.”

(Focus Group Respondents: Audience Members)

“Best night I've had in ages.”
“We loved it, didn’t we? We thought it was brilliant.”
(Chat with Gran: Audience Members)
Respondents also felt that ‘Back to Ours’ helped to foster a sense of community and gave people the opportunity to interact with people they wouldn’t normally have interacted with. Indeed, community cohesion was a key outcome of the project, and is explored further in Section 5.2.2 below. 

“It was just totally a mixture of people that you wouldn't expect to see.” (Audience Focus Group Respondent)

“I think it helps bring all the community together. And it gets everyone together and smiling and seeing positive things.” (Chat with Gran: Audience Member)
Similarly, audience members suggested that the festival programme was appealing to a broad range of ages, which gave families the opportunity to celebrate together. 
“I wanted to come and experience something new with my family.” (Chat with Gran: Audience Member)
When splitting the value statement results by demographics and area of residence and deprivation, there were a number of significant differences (see Table X below): 

· Younger respondents were more likely to agree that ‘Back to Ours made me feel more connected to the community here’, with 78% 16-34 year olds agreeing with this statement compared to 65% of 35-54 year olds and 60% of those aged 55+ 

· Similarly audience members from the most deprived areas were slightly more likely to agree that they feel more connected with their community because of ‘Back to Ours’, with 77% compared to 66% from the least deprived areas. 
· Younger respondents were also more likely to agree that ‘Back to Ours made me feel more connected with Hull and its people’ with 78% of 16-34 year olds agreeing with this statement compared to 67% of 35-54 year olds and 68% of those aged over 55.

· Younger respondents and those who live outside of Hull and the East Riding were more likely to agree with the statement ‘Back to Ours showed me that there is more to Hull than is expected’.
Table X: Value Statements – Strongly Agree or Agree 
	‘Back to Ours’…
	Age
	Gender
	Area of Residence
	Area of Deprivation

	…made me feel more connected to the local community here
	16-34 years (78%)
35-54 years (65%)
55+ years (60%)
	Female (68%)
Male (67%)
	Hull residents (69%)
East Riding residents (64%)
Other UK residents (61%)
	10%-20% most deprived (77%)
20%-30% most deprived (69%)
90%-100% deprived (67%)


	…made me feel more connected with Hull and its people
	16-34 years (78%)
35-54 years <67%)
55+ years (68%)
	Female (68%)
Male (74%)
	Hull residents (69%)
East Riding residents
(70%)
Other UK residents 
(78%)
	10%-20% most deprived (75%)
20%-30% most deprived (68%)

90%-100% deprived (68%)


	…showed me that there is more to Hull than I expected
	16-34 years (80%)
35-54 years (67%)
55+ years (62%)
	Female (71%)
Male (63%)
	Hull residents (66%)
East Riding residents
(72%)
Other UK residents 
(81%)
	10%-20% most deprived (77%)
20%-30% most deprived (73%)

90%-100% deprived (57%)


	…has made me think that getting involved in a project as a volunteer looks like fun
	16-34 years (72%)
35-54 years (61%)
55+ years (72%)
	Female (68%)
Male (60%)
	Hull residents (67%)
East Riding residents
(62%)
Other UK residents 
(74%)
	10%-20% most deprived (73%)
20%-30% most deprived (64%)

90%-100% deprived (66%)


5.2.1. Emotional Response

The emoji paddle research findings reflect a sense of how the audience felt immediately after watching a ‘Back to Ours’ performance (see Appendix 16). 
The most common emotions across all shows were ‘Happy’ (36.7%) and ‘Love’ (30.4%). The least common emotion was ‘Angry’, gaining only 0.7% of responses, which equates to 10 individuals. Figure X shows the full range of emotional responses experienced by audience members. 
Figure X: Overall emoji paddle results across performances and venues (Base 1277)
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Positive emotions represented more than negative emotions for each show and overall, supporting the feedback that ‘Back to Ours’ was an enjoyable event. Positive emotions included: Happy, Love, Amused, and negative emotions included: Confused, Scared, Bored, Sad, Angry.

Audience research suggests that those who selected negative emotions were reflecting on the themes and content of the performance, rather than a negative experience. Feedback from the Chat with Gran research and the audience focus groups provided further context to the emotions selected in the emoji paddle activity. One child who had attended ‘The Story of Mr. B’ described how the show had initially made them feel sad: 
“I thought it was really sad at the beginning when Mr Bumblegrum was unhappy, but I cheered up when all the clouds went away.” (Chat with Gran: Audience Member)

Those who attended ‘Meet Fred’ were surprised at how strongly they felt towards the main character, which was essentially a puppet without any facial features. 

“You kind of felt a connection to the puppet…” (Chat with Gran: Audience Member)

“I just think the character, on such a plain puppet, it was just full of character. It was real.” (Chat with Gran: Audience Member)

Audience members at ‘Joan and Hekima’ described feeling completely ‘mesmerised’ by the actress, and reflected on her ability to hold the attention of the audience and affect their emotions. 

“I was feeling quite emotional at times. I think I was upset when she was upset.” (Chat with Gran: Audience Member)
Those who attended SKIN found it to be a powerful, thought-provoking and emotive performance. One audience member said that she was moved to tears by the story.
“I remember it made me cry. And I came away and I thought, who thought dancing could bring you to tears? It was so powerful. And the way their bodies told the story.” (Audience Focus Group Respondent)
5.2.2. Community Cohesion 
The research indicates that ‘Back to Ours’ has been successful in building community cohesion. As covered in Chapter 3.5 of this report, ‘Back to Ours’ helped to foster a community pride and a sense of inclusion due to events taking place in their own neighbourhoods rather than the city centre. 
“It brings happiness to the neighbourhood, doesn't it? It's a good thing. It puts a smile on people's faces.”

“I think it helps bring all the community together. And it gets everyone together and smiling and seeing positive things.”
(Chat with Gran: Audience Members)
The project also aimed to give people with disabilities better access to participate in activities in their own community. As such, a number of the Back to Ours performances had enhanced access, with relaxed performances and BSL interpretation. As mentioned in Chapter 2.8, the project received positive feedback in terms of its accessibility, with both audience members and peer assessors feeling that those with additional needs were well catered for and made ‘equally as welcome as everyone else’. 

As reflected in the value statements, audience members felt as though ‘Back to Ours’ gave everyone the chance to celebrate together as well as giving people the opportunity to interact with people they wouldn’t normally have interacted with. 
The CPT felt that this was most strongly demonstrated in The William Gemmel Club, particularly at the ‘Ceri Dupree and Gogglebox’ performance in Festival 1. The team felt that they achieved a diverse audience made up of club regulars along with Hull 2017 staff and visitors, which created a really positive atmosphere. Indeed, one audience member admitted that that the venue wasn’t somewhere she would normally go, but she was surprised and delighted with the welcome she received from the regulars. 

“We walked in and from the minute we walked in there, we were made welcome by the people that were in there. And it was absolutely lovely.”

 “They got us a couple of chairs and a table, the people around it, were all people that belonged to the club. And they were lovely people, and they really wanted us to enjoy it. You know it was lovely.” 
(Chat with Gran: Audience members)
One member of the CPT referred to the audience diversity at the William Gemmel club as one of the key achievements of ‘Back to Ours’ so far, considering this to be a key measure of success for the project.

“Having that kind of mish-mash of people from all different backgrounds.” (CPT member)
Audience research demonstrates another example of where ‘Back to Ours’ has enabled everyone the chance to celebrate together and encourage interaction with different people. Focus group respondents who attended live music events Pigeon Detectives and Badly Drawn Boy at the Freedom Centre felt that there was a real mix of people in the audience and that this created a great atmosphere. 

“There was a lovely cross section in that audience, from kids to adults to people even older than me.”
“It was just totally a mixture of people that you wouldn't expect to see.”

(Audience Focus Group Respondents)
Audience focus group respondents also reflected on how the project encouraged them to be more involved in their local community. One respondent had never visited the Freedom Centre despite living nearby, but now regularly attends a parent and toddler group there after seeing a leaflet at a ‘Back to Ours’ performance. Others said that it made them think about becoming more involved in the events on offer at the ‘Back to Ours’ venues. 
'I've never been to the Freedom Centre until I came to an event'

“It’s an eye opener to see what the various communities are doing.”

“It made me think about becoming more involved in other events at the venues that I went to.”
(Audience Focus Group Respondents)
5.2.3. Volunteering
Audience members at ‘Back to Ours’ were significantly more likely to think that getting involved with a project as a volunteer looked fun, with 63.9% agreeing or strongly agreeing with the statement compared to 44.4% for Hull 2017 events overall. 

Volunteers had a number of different roles in the ‘Back to Ours’ festivals, including monitoring and evaluation support; stewarding and way-finding; audience engagement and ticket scanning. A number of volunteers were also trained to be performers in the Picture House screenings and Hotel Paradiso performances. Prior to the festivals, there were also a number of community engagement shifts to promote the project and to support the remote box offices in each ‘Back to Ours’ neighbourhood. 

188 volunteers took part in the ‘Back to Ours’ training and 34 were trained to be volunteer performers. In total, trained volunteers signed up for 687 shifts across the four festivals. Based on an average shift time of 4 hours, this equates to approximately 2,748 volunteer hours in total (not including promotion shifts or remote box office support).

5.3. Success of the Concept
Audience research suggests that ‘Back to Ours’ has successfully reduced barriers to accessing arts and culture events in some of the more deprived areas of the city.  
5.3.1. Non-traditional Venues 
The fact that the ‘Back to Ours’ venues are recognisable and familiar buildings within the community was seen as a key advantage of the project. Focus group respondents felt that because people in the local community know where the venues are and how to get to them, this made them feel more comfortable in attending arts and culture events. 
“People know where they are and the kids are used to going to them.”

“People know where they all are, they’re buildings that everybody knows.”
(Audience Focus Group Respondents)
In addition, audience members felt that the experience of attending a performance in a ‘Back to Ours’ venue was much less intimidating in comparison to a traditional performance venue, for example Hull Truck or Hull New Theatre. Parents suggested that they felt less concerned about keeping their children quiet during performances, as the atmosphere was friendlier and more relaxed. 
“Like you go to New Theatre you think right, I’ve got to make the kids sit quiet.”

“I think it's less formal, so it's more relaxed.”

“It was more fun. Not stuffy. Everything was relaxed.”
(Audience Focus Group Respondents)

“You didn’t feel intimidated by anything.”
“You need to act and behave properly in a theatre, but I feel relaxed in here.”
(Chat with Gran: Audience members)
This is supported by audience survey data, whereby 45.8% felt that the atmosphere in the ‘Back to Ours’ venues was better than that in city centre venues, 45.3% felt it was the same and 5.2% said it was worse. 
5.3.2. Encouraging Risk-taking
Audience research suggests that ‘Back to Ours’ was successful in increasing aspirations to try something new. Focus group respondents felt that the low ticket prices encouraged people to experience a new art form or event, because it didn’t cost them as much it wasn’t seen as a big risk. 
“The fact that the tickets were really cheap, so you think, I'll take a risk on something, because I don't feel like I've spent 40-50 quid on something I haven't enjoyed.”

“I went to see that Yvette, which is obviously quite hard-headed. I wouldn't have risked paying 18 quid a ticket, to go see that at Truck, but for five pound a ticket, I'll go and give it a whirl.”

“For a few pound to experience something new, that you wouldn't normally bothering with going. You say you went to Badly Drawn Boy, if it had been, 40 pound at KC [stadium], you probably wouldn't have bothered.”
(Audience Focus Group Respondents)
One ‘Chat with Gran’ respondent said that ‘Back to Ours’ was an entirely new experience for their family and that this had changed the way they thought about entertaining the children in the future. 
“I'm really impressed. It's certainly changed the way that we look at entertaining the kids, anyway.” (Chat with Gran: Audience Member)
After experiencing ‘Back to Ours’, 94.8% said they would be interested or very interested in attending something similar in the future, which further supports that the project has increased aspirations to take part in arts and culture events. 
5.3.3. Family Groups

Survey results show that 60.2% of audience members attended ‘Back to Ours’ in a group of 3 or more and across the festivals, each group included an average of one child under the age of 16. This suggests that the project effectively engaged with family groups. 

Audience members felt that the ‘Back to Ours’ programme was appealing to a wide range of ages, which enabled family groups to enjoy arts and culture events together. 

“I’ve got a 5 year old so it’s really good that they can both go, it’s something we can take them both to. And it’s really good value for money I think.” (Audience Focus Group Respondent)
“We've got three young children so it appealed to us as adults as well as the kids.” (Chat with Gran: Audience Member)
Within audience members, it was felt that the low ticket cost was a key factor that enabled families to attend performances together. Focus group respondents spoke of the usual high cost of buying tickets for the whole family and praised the affordability of ‘Back to Ours’, citing it as one of the main reasons to attend. 
“But if you can buy a ticket for £2.50 and it's just around the corner, I could walk if I wanted. And even when you get here, I love that we came to, I think it was Lion King, and there was popcorn and candy floss, and they were a pound each, and that was it.”
“It's just so much easier, and so much more manageable cost-wise. You want to do stuff, and you want to take your family out, but not at 50-60 pounds for a couple of hours.”

“They’re offering quality performances for cut price tickets really, so like people with families can actually afford to go. And that’s what it should be about really.” 
(Audience Focus Group Respondents)
Audience survey data supports this, with 79.6% rating the affordability of ‘Back to Ours’ as better than city centre venues, 16% rating them as the same and only 0.9% rating them worse.  
5.4. SWOT Analysis – Society & Wellbeing
In order to summarise the key learnings from the above evaluation of Society & Wellbeing outcomes, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table X). 

Table X: SWOT Analysis – Society & Wellbeing

	STRENGTHS OF BACK TO OURS 
	WEAKNESSES OF BACK TO OURS 

	The project was successful in creating a positive and unintimidating environment where audience members felt comfortable in attending arts and culture events.
The experience of ‘Back to Ours’ was enjoyable for audiences and positive emotions were generated by performances. 
The artistic programme created opportunities for family groups to experience arts and culture events together.  

Increased community cohesion with younger people and those from the most deprived areas of Hull most likely to feel more connected to Hull and its people. 
Encouraged interaction with a range of different people who wouldn’t usually interact, reflected in the diversity of audiences at the William Gemmel Club and the live music performances. 
‘Back to Ours’ generated 2,748 hours of volunteering.
People with additional needs had better access to arts and culture events in their own neighbourhoods.
‘Back to Ours’ venues seen as more affordable than city centre venues. 
	· Small number of audience members felt that the atmosphere in ‘Back to Ours’ venues was worse than in city centre venues (5.2%). 
· Small number of audience members said that they felt ‘bored’ immediately after attending a ‘Back to Ours’ performance (3.3%). 

	OPPORTUNITIES IDENTIFIED BY BACK TO OURS 
	THREATS IDENTIFIED BY BACK TO OURS 

	High level of interest and confidence in trying something similar in future. 

Appealing programming and low ticket costs could encourage attendance of family groups. 
Affordable tickets encourages risk taking and audience members are inspired to look at alternative forms of entertainment due to positive new experiences of ‘Back to Ours’ 

Successful promotion of volunteering, with audience members thinking that getting involved in a project as a volunteer looked like fun.
Highlighted the potential for arts and culture events to create community cohesion.
Audience members inspired to get more involved in activities in their local community through experiencing new venues as part of the festival. 
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