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Chapter 7: Conclusions & Recommendations


7. Conclusions & Recommendations
7.1. Introduction 

As outlined in Chapter 1 of this report, ‘Back to Ours’ had a vision and a number of project-specific aims and objectives to deliver; as well as contributing towards the aims and objectives within the Hull 2017 Monitoring & Evaluation (M&E) Framework.
This concluding chapter will review these the aims and objectives to determine the extent to which ‘Back to Ours’ delivered against these targets, hopes and expectations.
7.2. Project Vision, Aims and Objectives

The ‘Back to Ours’ project set out to create a series of temporary performance venues within existing community facilities, transforming spaces that disengaged audiences are already familiar with and feel safe in.

The spaces are turned into venues that can cater for an inspiring night out at the theatre to see a comedian, watch an incredible musician or see some world-class dance. 

Using a ‘strategic touring’ approach but at a local neighbourhood level, ‘Back to Ours’ seeks to bring about such a strong and unexpected cultural intervention that it makes local people feel very proud of their part of the city, whilst also increasing their confidence to go out and explore similar events elsewhere and in the city centre.
7.2.1. Aims and Objectives of ‘Back to Ours’

‘Back to Ours’ had the following project-specific aims and objectives:

· Aim 1: To develop a recurring arts festival that brings innovative and contemporary live performance to Hull’s hard to reach communities
· Objective 1: Appoint a Programme Director, a Project Administrator and Technical Coordinator
· Objective 2: Establish a monthly programming steering group
· Objective 3:Build partnerships with promoters, agents, and other arts professionals / organisations to provide artists for the festival programmes
· Objective 4:  Deliver four ‘Back to Ours’ Festivals during half-term holidays between February 2017 and February 2018

· Objective 5: Deliver a minimum of 110 performances across the four festivals of a range of art forms

· Aim 2: To engage and develop audiences for arts and culture amongst Hull’s hard to reach communities, particularly those with little or no propensity to engage

· Objective 6: Work with gatekeepers to Hull’s Eastern European, African, Middle Eastern/Asian, LGBT, disabled and gypsy and traveller groups

· Objective 7: Deliver interactive community outreach in public spaces local to the festival venues, linked to programme and ticketing announcement

· Objective 8: Provide translation in key languages to support shows

· Objective 9: Provide at least two accessible events in each festival (i.e. BSL interpretation, captioning, audio-description, relaxed performances) 

· Objective 10: Appoint a local Marketing and Engagement Manager

· Objective 11: Attract a minimum of 13,000 audience members across the four festivals

· Aim 3: To build efficient and effective partnerships, which build capacity to enable ‘Back to Ours’ to be a part of Hull’s annual calendar.
· Objective 12: Identify appropriate venues (targeting schools, social clubs, and community centres) within North, East and West Hull

· Objective 13: Build partnerships with key staff at each venue and their technical liaison
· Objective 14: Appoint a festival-specific local technical manager to work with the venues

· Objective 15:  Recruit and train a team of support staff for Back to Ours for each of the three areas

· Objective 16: Offer apprentice / intern roles for key support roles linked to marketing and technical

Table X, overleaf, presents these aims and objectives and provides evidence from the preceding chapters to illustrate how all the aims and objectives have been achieved, and to what extent.

	Aim
	Objective
	Achieved?

	1. To develop a recurring arts festival that brings innovative and contemporary live performance to Hull’s hard to reach communities

	Appoint a Programme Director, a Project Administrator and Technical Coordinator
	YES
· These roles were all appointed and fulfilled as full time positions within the CPT. 

	2. 
	Establish a monthly programming steering group

	TO SOME EXTENT

· Regular meetings were held with the CPT, Venue Partners and Delivery partners to review programming and the planning and organisation of festivals. 
· Venue Partners rated the frequency of meetings as 4 out of 5, however qualitative feedback suggests that the level of involvement in programming decreased with each festival. 

	3. 
	Build partnerships with promoters, agents, and other arts professionals / organisations to provide artists for the festival programmes

	YES

· Effective relationships built with programme consultants China Plate, promoters Revolver Promotion and Film Hub North. 

· All Delivery Partners were keen to stay involved in the project going forward. 

· Positive relationships were built with artists, who were supportive of the concept of the project. All artists interviewed expressed an interest in being involved in ‘Back to Ours’ or a festival with a similar concept in the future. 

· 32 different artists and artistic companies were commissioned to perform across the four festivals. 

	4. 
	Deliver four Back to Ours Festivals during half-term holidays between February 2017 and February 2018


	YES
· Festival 1 was delivered: 22 – 25 February 2017
· Festival 2 was delivered: 30 May – 4 June 2017
· Festival 3 was delivered: 31 October – 5 November 2017
· Festival 4 was delivered: 13 – 18 February 2018

	5. 
	Deliver a minimum of 110 performances across the four festivals of a range of art forms


	PARTIALLY

· 112 performances scheduled although 1 was cancelled due to performer injury/illness and 2 were cancelled due to low ticket sales. As such, a total of 109 performances went ahead. 

	6. To engage and develop audiences for arts and culture amongst Hull’s hard to reach communities, particularly those with little or no propensity to engage

	Work with gatekeepers to Hull’s Eastern European, African, Middle Eastern/Asian, LGBT, disabled and gypsy and traveller groups
	NO
· The research provided no evidence to suggest that this took place within the project.

	
	Deliver interactive community outreach in public spaces local to the festival venues, linked to programme and ticketing announcement
	YES
· Outreach community engagement tactics and publicity stunts took place at key points in the festival calendar in targeted neighbourhoods surrounding the ‘Back to Ours’ venues. 
· Audience focus group respondents gave positive feedback around the community engagement activity and felt it was a good way to encourage people to ask questions and find out more about the festival. 

	
	Provide translation in key languages to support shows
	NO
· The research provided no evidence to suggest that this took place throughout the project.

	
	Provide at least two accessible events in each festival (i.e. BSL interpretation, captioning, audio-description, relaxed performances) 


	YES
· Festival 1 had a total of three accessible performances, two of which were BSL interpreted and one was a Relaxed Performance.
· Festival 2 had a total of four accessible performances, two of which were BSL interpreted and two were Relaxed Performances.
· Festival 3 had a total of three accessible performances, two of which were BSL interpreted and one was a Relaxed Performance. 
· Festival 4 had a total four accessible performances, three of which were BSL interpreted and one was a Relaxed Performance. 

	
	Appoint a local Marketing and Engagement Manager


	YES
· This role was appointed and fulfilled within the CPT alongside regional marketing leads in the North, East and West of the city who focussed on engagement within the ‘Back to Ours’ neighbourhoods.  

	
	Attract a minimum of 13,000 audience members across the four festivals
	NO

· Estimated audience numbers across the four festivals stands at 9,536.

	3. To build efficient and effective partnerships, which build capacity to enable Back to Ours to be a part of Hull’s annual calendar.


	Identify appropriate venues (targeting schools, social clubs, and community centres) within North, East and West Hull


	YES
· Eight community venues across the North, East and West of the city became designated performance spaces, including: William Gemmel Club, Hymers College, Sirius Academy West, Kingswood Academy, Winifred Holtby Academy, North Point Shopping Centre, Freedom Centre and Archbishop Sentamu Academy. 
· Artists gave positive feedback around the venues, including the appropriateness of the space and quality of the facilities. 
· Venue Partners reported benefiting from a positive shift in perceptions towards their buildings and facilities, leading to a raised profile within the local community. 
· Audience members reported that the experience of attending an arts and culture event in a community venue made them feel more comfortable and relaxed compared to city centre venues.
· Peer assessors rated the local impact of ‘Back to Ours’ as 10 out of 10, stating that it was important that the festival was held in community venues as it helped to engage those who were disengaged with arts and culture. 

· 45.8% of audience members felt that the atmosphere in ‘Back to Ours’ venues was better than that in city centre venues. 
· 79.6% of audience members rated the affordability of ‘Back to Ours’ venues as better than that in city centre venues. 
· 73.6% of audience members thought that parking in ‘Back to Ours’ venues was better than parking in city centre venues.
· 26.4% of audience members rated the facilities at ‘Back to Ours’ venues as better than those in city centre venues.

	
	Build partnerships with key staff at each venue and their technical liaison 


	YES
· Positive relationships were built with key staff across all eight venues, with Venue Partners rating the project management of ‘Back to Ours’ highly. 
· All but one Venue Partner reported learning new skills and developing existing ones as a result of taking part in ‘Back to Ours’, including making relevant contacts in the industry to help them continue using the venue as a performance space. 
· Venue Partners also indicated that the project enabled them to learn more about the capabilities of their venue, which increased their confidence in hosting events independently from ‘Back to Ours’ 

	
	Appoint a festival-specific local technical manager to work with the venues
	YES

· HPSS was appointed as a key partner to deliver and manage technical and logistics throughout all festivals. 

· Artists and Venue Partners gave positive feedback around HPSS and felt that all technical aspects were fulfilled to a high standard. 

	
	Recruit and train a team of support staff for ‘Back to Ours’ for each of the three areas
	YES

· Front of House staff and Event Leads trained and deployed for each festival.

· 188 Hull 2017 volunteers were trained to take part in ‘Back to Ours’ shifts and 34 were trained to be volunteer performers.

	
	Offer apprentice / intern roles for key support roles linked to marketing and technical
	NO
· The research provided no evidence to suggest that this took place throughout the project.


7.3. Hull 2017 Aims & Objectives

In addition to these project specific aims and objectives, ‘Back to Ours’ has contributed to many of the following aims and objectives from Hull 2017’s overarching Monitoring & Evaluation Framework:

· Aim 1: To produce a high-quality, exemplary programme of arts, culture and heritage, helping to position the UK City of Culture as a quadrennial national event

· Objective 1: Deliver a 365-day programme that is ‘of the city’ yet outward looking, and which includes 60 commissions.

· Objective 2: Improve understanding and appreciation of Hull’s heritage. 
· Aim 2: To develop (new and existing) audiences for Hull and East Riding’s cultural offer locally, regionally, nationally and internationally

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

· Objective 4: Increase engagement and participation in arts and heritage amongst Hull residents.

· Objective 5: Increase the diversity of audiences for Hull’s arts and heritage offer.

· Aim 3: To develop the capacity and capabilities of the cultural sector 
· Objective 6: Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners.

· Aim 4: To improve perceptions of Hull as a place to live, work, study and visit

· Objective 7: Enhance the profile of Hull’s arts, culture and heritage offer through positive media coverage and marketing activity.
· Objective 8: Increase the number of Hull residents who are proud to live in Hull and would speak positively about the city to others.

· Objective 9: Improve external attitudes towards Hull.
· Aim 5: To strengthen Hull and East Riding’s economy, with a focus on tourism and the cultural sector

· Objective 10: Increase visitor numbers to Hull.

· Objective 11: Deliver economic benefits for the city and city region. 

· Aim 6: To increase public and private sector investment and regeneration in Hull (through both cultural and wider investment)

· Objective 12: Support new investment and regeneration in the city.

· 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.

· 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.
Table X, overleaf, presents these aims and objectives and provides evidence from the preceding chapters to illustrate how ‘Back to Ours’ has delivered against almost all aims and objectives from the Hull 2017 M&E Framework.

	Aim
	Objective
	Achieved?

	1. To produce a high-quality, exemplary programme of arts, culture and heritage, helping to position the UK City of Culture as a quadrennial national event


	Deliver a 365-day programme that is ‘of the city’ yet outward looking, and which includes 60 commissions.
	YES

· 109 performances across 11 days and four festivals, covering a diverse range of art forms and one new commission.
· High post-event average scores by CPT (8.4 out of 10), Peer Assessors (8.8 out of 10) and audiences (8.7 out of 10) across all ACE Quality Metrics. 
· Eight community venues chosen to represent the North, East and West of the city in typically under-represented neighbourhoods such as Bransholme, Anlaby Road and Preston Road.  

	
	Improve understanding and appreciation of Hull’s heritage.
	NO
· This was not part of the aims and objectives of ‘Back to Ours’.

	2. To develop (new and existing) audiences for Hull and East Riding’s cultural offer locally, regionally, nationally and internationally
	Increase total audiences for Hull’s arts, culture and heritage offer.
	YES

· Estimated audience numbers across the four festivals total 9,536.
· 2.2% of audience members hadn’t attended any arts and culture events in the last 12 months. 

	
	Increase engagement and participation in arts and heritage amongst Hull residents.
	YES

· High density of audience numbers achieved from local areas surrounding festival venues and 9 in 10 audience members had HU postcodes, indicating success in reaching local audience.  
· Peer assessors rated the ACE Quality Metric ‘Local impact’ as 10 out of 10, stating that it was important that it was held in community venues as it helped to engage those who were disengaged with arts and culture.

· 29% attended more than one ‘Back to Ours’ festival.
· 86.6% planning to attend or participate in other Hull 2017 events or activities. 

· 94.8% said they would be interested in attending something similar in the future. 
· Audiences reported that the removal of financial and geographical barriers has encouraged them to take risks and buy tickets for something they may not normally have chosen to attend. 

	
	Increase the diversity of audiences for Hull’s arts and heritage offer.
	TO SOME EXTENT
· 8.5% of audience members were limited by disability.

· Successfully engaged a family audience with 60.2% of audience members attending in a group of 3 or more and across the festivals, each group included an average of one child under the age of 16
· Lack of representation in most deprived areas of Hull.

	3. To develop the capacity and capabilities of the cultural sector
	Develop the city’s cultural infrastructure through capacity building and collaborative work undertaken by/with Hull 2017 and its partners.
	· New partnerships have been made between community venues across the city that would unlikely have come about without the project. 
· ‘Back to Ours’ enabled a diversification of professional networks particularly for artists and Delivery Partners, who enjoyed working as part of a wider creative team. 
· CPT members, Delivery Partners and Venue Partners all benefitted from the collaborative approach to artistic programming and gave positive feedback around this process.

· Positive impact on the professional development of the CPT; Venue Partners; Delivery Partners and Artists, with all claiming to have learnt new skills or developed existing skills further

· CPT felt that the scale of ‘Back to Ours’ and their level of involvement and responsibility within the project was much greater than anything they’d worked on before.
· Venue Partners increased skills and confidence in hosting events in their spaces, as well as developing knowledge about the arts and culture sector

· All members of the CPT; Venue Partners; Delivery Partners and Artists were interested to be involved in ‘Back to Ours’ or a similar project in the future.

	4. To improve perceptions of Hull as a place to live, work, study and visit
	Enhance the profile of Hull’s arts, culture and heritage offer through positive media coverage and marketing activity.

	YES

· Total media coverage of 312 pieces across print, online and broadcast. 

· Total readership of over 354 million.
· Estimated AVE (Advertising Value Equivalent) of more than £472,000.
· Predominantly positive mentions across social media.
· 35 print pieces including national coverage in the Observer.
· 35 mentions across TV and radio.
· 264 mentions across online news pieces, including The Guardian and an Arts Industry Feature.
· ‘Back to Ours’ highlighted as a good example of community engagement in some key arts media such as the Stage and Arts Industry.
· 81% of mentions took place in the UK.
· The www.hull2017.co.uk website received more than 1,709 click-throughs from online editorial.
· Coverage about ‘Back to Ours’ has been shared over 21,000 times on social media, mostly Facebook, Twitter and LinkedIn.
· The Hull 2017 website and word of mouth from friends / family or colleagues were the principal ways of communicating with audiences about ‘Back to Ours’, most closely followed by Hull 2017 social media:
· 38.4% of audiences found out about ‘Back to Ours’ through the Hull 2017 website
· 30.9% of audiences found about ‘Back to Ours’ through friends /family / colleagues telling them in person

· 20.1% of audiences found out about ‘Back to Ours’ through advertising and printed promotional materials

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


	YES

· Qualitative audience research indicates ‘Back to Ours’ has fostered a sense of pride in local community.
· 68.6% ‘agreed’ or ‘strongly agreed’ with the statement ‘Back to Ours showed me there is more to Hull than I expected’. 

· Positive shift in perceptions of ‘Back to Ours’ venues with 26.4% feeling the facilities were better than those in the city centre. 

	
	Improve external attitudes towards Hull.
	PARTIALLY

· Seven out of eight peer assessors would speak more positively about Hull due to their experience of ‘Back to Ours’. The other peer assessor said that they wouldn’t change the way they speak about Hull because it is their hometown and they already have strong links to the city.
· Two out of five CPT members felt that ‘Back to Ours’ had placed Hull nationally on the arts radar for the coming year.  
· Positive experiences of national and international artists performing at ‘Back to Ours’ has the potential to help raise the profile of Hull further afield.  

	5. To strengthen Hull and East Riding’s economy, with a focus on tourism and the cultural sector
	Increase visitor numbers to Hull.
	TO SOME EXTENT 
· 27.9% of audiences at ‘Back to Ours’ were non-Hull residents.
· 5.3% of audiences at ‘Back to Ours’ were first-time visitors to Hull. 

· Average number of days stayed when attending ‘Back to Ours’ was 1.2. 

· Average number of nights stayed when attending ‘Back to Ours’ was 0.7.

	
	Deliver economic benefits for the city and city region. 
	TO SOME EXTENT 
· Of the respondents who were visitors to Hull, 87.6% were in Hull just for the day and 12.4% were staying overnight when they attended ‘Back to Ours’.
· Of the 12.4% who were staying in Hull overnight, 29.7% stayed in a hotel. 
· Estimated total spend of £91,105 across audiences at all festivals. 

	6. To increase public and private sector investment and regeneration in Hull (through both cultural and wider investment)
	Support new investment and regeneration in the city.
	NO
· This was not part of the aims and objectives of ‘Back to Ours’

	7. To improve wellbeing of residents through engagement and participation
	Increase levels of confidence and community cohesion among local audiences and participants. 
	YES
· Audience members reported feeling increased community cohesion and a feeling of being valued due to arts and culture events taking place in their own neighbourhoods rather than the city centre. 
· Audience members felt the experience of attending an arts and culture event in a community venue made them feel more comfortable and relaxed compared to city centre venues.

· The project gave people the opportunity to explore buildings in their neighbourhoods that they hadn’t had the chance to see inside before.
· 63.6% agreed that ‘Back to Ours’ gave them the opportunity to interact with people they wouldn’t normally have interacted with.

· Low ticket costs and appealing family programming enabled family groups to enjoy arts and culture events together.
· Focus group respondents said they had got more involved in activities in the ‘Back to Ours’ venues local to them as a result of attending the festival.

· 66.4% of audience members ‘agreed’ or ‘strongly agreed’ with the statement ‘Back to Ours made me feel more connected to the local community here’. 
· 69% of audience members ‘agreed’ or ‘strongly agreed’ with the statement ‘Back to Ours made me feel more connected with Hull and its people’.  
· 92.8% agreed that ‘Back to Ours gave everyone the chance to share and celebrate together’

	
	Increase levels of happiness and engagement, through arts and culture.
	YES
· Positive emotions were generated by performances according to emoji paddle research findings and the most common emotion selected was ‘Happy’ (36.7%). 

· 98% agreed or strongly agreed that ‘Back to Ours’ was an enjoyable experience. 

	
	Engage individuals from Hull and beyond to volunteer. 
	YES
· 188 volunteers were trained to take part in ‘Back to Ours’ shifts and 34 were trained to be volunteer performers. 
· Trained volunteers signed up for a total of 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).

· 65.5% ‘agreed’ or ‘strongly agreed’ with the statement ‘getting involved with a project as a volunteer looks like fun’ compared to 44.4% for Hull 2017 events overall. 
· Volunteers were not consulted for the ‘Back to Ours’ evaluation, as there is a separate evaluation of the Volunteer Programme.

	8. To raise the aspirations, abilities and knowledge of residents through increased participation and learning


	Through all Hull-based education institutions, provide young people of school-age with the opportunity to engage with arts, culture and creativity. 
	TO SOME EXTENT
· Five of the eight ‘Back to Ours’ venues were Academy buildings: Archbishop Sentamu Academy; Hymers College; Kingswood Academy; Winifred Holtby Academy and Sirius Academy West.

· Primary schools local to venues received marketing materials to promote ‘Back to Ours’ as an arts and cultural offer local to them. 
· Concession tickets available for a variety of performances. 

	
	Deliver training, development and participation opportunities for residents through arts and culture initiatives.
	TO SOME EXTENT
· Community cast took part in Hotel Paradiso performances, with a mixture of Sixth Form students and Hull 2017 Volunteers. 
· Volunteering opportunities across all four festivals, including performing roles. 

	9. To demonstrate exemplary programme delivery and partnerships, establishing Hull 2017 as a blueprint for successful delivery
	Demonstrate Hull as best practice of how to successfully deliver UK City of Culture.
	YES
· 95.7% of audiences at ‘Back to Ours’ felt welcomed by staff

· 96.8% of audiences at ‘Back to Ours’ felt welcomed by Hull 2017 Volunteers

· High levels of audience satisfaction with 82% very likely to recommend and 14.8% likely. 
· A strong CPT provided good project and production management, including a clear explanation of the concept, aims and objectives of ‘Back to Ours’; support in accessing people and resources required and strong communications.
· A high level of support for the concept of the project was clear across parties, including: Peer Assessors; Venue Partners; Delivery Partners; CPT and audience members. 
· Project under constant review, responding to feedback and learnings throughout.
· Efficient production management and high technical specifications enabled smooth delivery.
· Collaborative approach to artistic programme took into account feedback from Venue Partners, Delivery Partners and members of the community. 
· Ticketing strategy to give local audiences better access to tickets.
· Strong festival branding and visual identity.
· Hull 2017 Volunteers provided excellent support for audiences, as well as being effective ambassadors - raising awareness of the festival through word of mouth recommendation.

· The Hull 2017 website, word of mouth recommendation, and advertising and printed promotional materials (including season brochures) were responsible for a significant level of audience awareness, highlighting the impact that the Hull 2017 marketing campaigns had in pushing forward the ‘Back to Ours’ festivals. 
· Local and familiar venues, affordable ticket prices and an appealing family programme has helped to reduce barriers to accessing arts and culture events. 
· A diverse programme covering a wide range of art forms helped to push people out of their comfort zones and try something new. 

	
	Develop strong partnerships, where partners are satisfied with their experience.
	YES

· Hull 2017 team scored highly on statements relating to their project management skills, including frequency of meetings, explanation of roles and responsibilities and communication overall.
· Venue Partners rated the CPT as 4.6 out of 5 for project management post festival 3. 
· Artists felt confident in the capabilities of the CPT and felt well looked after by Front of House staff. 
· Venue Partners reported feeling like they were ‘part of the team’ and built a level of trust with the CPT
· All Venue Partners, Artists and Delivery Partners happy to stay involved with ‘Back to Ours’ or work on a project with a similar project in the future. 
· Artists developed positive relationships with Delivery Partners HPSS during live festival delivery. 

	
	Establish a suitable delivery model and approach for the UK City of Culture project.
	NO

· This was not part of the aims and objectives for ‘Back to Ours’.


7.4. Key Learnings

There are several key learnings that have been highlighted by the Evaluation Report for ‘Back to Ours’: 
· Venues within neighbourhoods in the North, West and East of Hull were chosen to target communities that typically have low engagement with the arts, to help remove geographical barriers. 

· Audience members feel valued and included in the Hull City of Culture celebrations through events coming to their local area rather than the city centre. 
· Hosting events in non-traditional performance spaces within familiar community buildings is a highly accessible approach to engaging audiences with arts and culture.
· Low ticket prices help to reduce risk when accessing events and enables people to try something new. 

· Hull 2017 Volunteers are invaluable to engaging audiences, increasing audiences’ understanding, and raising awareness.

· Creative ticketing strategies rather than relying on solely online sales are key to increase attendance in local audiences. 
· A strong, flexible CPT and technical and logistics Delivery Partners are key to ensure smooth delivery of productions in non-traditional performance spaces. 

· Reaching specific audience groups, for example over 55’s and males requires a strategic approach to marketing and communications activity.

· Creating a festival programme within a programme needs clear messaging and an overarching marketing and communications strategy, if it is to successfully carve out its own brand and identity.

· Managing expectations is a key factor of planning and developing a project – in particularly the audience and Venue Partner expectations. 
· Projects within a wider artistic programme could fall victim to ‘noise’ from other large scale and high profile events. 

· The success of longer-term projects is ensured by constant review of process and adapting to meet the needs of the audience. 
7.5. Recommendations

The experience of ‘Back to Ours’ highlights several recommendations linked to the delivery of UK City of Culture and strategic touring projects, whether in communities within Hull or elsewhere.
7.5.1. Non-Traditional Performance Venues
· The project has demonstrated clear benefits to hosting arts and culture events in community venues and this should be developed moving forward. 
· Consider expanding into currently under-represented areas, for example the North Hull Estates. 
· Explore the possibility of using outdoor areas at existing ‘Back to Ours’ venues to respond to the clear audience appetite for outdoor events, for example school playing fields or the Freedom Centre’s outdoor stage. 
7.5.2. Artistic Programme Development

· Continue to push boundaries with programming whilst maintaining a family friendly and mainstream appeal. Programming popular live music act next to other art forms can give added credibility to alternative work and encourage people to try something new
· Arts Council England advocate that diversity and equality enrich the arts for artists, audiences, and society. Future projects must consider how to increase the diversity and equality of CPTs and commissioned artists, which in turn may impact on diversity of the audience.
7.5.3. Audience Development and Engagement

· Work with community leaders and gatekeepers to increase representation of more deprived Hull residents and ethnic minorities in audience numbers.

· Keep ticket prices low to encourage risk taking and continue to attract family groups. 
· Revisit ticketing strategy to ensure local audiences have access to tickets, with further provision to purchase in person at more sites within the community and over a longer period of time.  
· Work with school venues to create awareness and appetite in students, using engaging tactics such as taster performances or publicity stunts. 
7.5.4. Marketing and Communications
· Where possible, build in longer lead times for programme announcements and marketing materials to allow awareness to build. This will help to encourage audience planning and enable enough time to save for tickets.

· Explore the viability of developing relationships with cafes, pubs, and restaurants close to venues to raise awareness and increase visibility locally.
· Empower partners to play a more active role in the marketing of events in their own venues to better capitalise on their existing local network and reach.
· Continue to identify and foster relationships with key regional and national media contacts alongside smaller local publications likely to have readership in the target audience. 
7.5.5. Project and Production Management
· Maintain high quality production of performances to provide portfolio of evidence for ‘Back to Ours’ as a credible and reputable festival to be involved in. Build on the positive reputation of ‘Back to Ours’ to attract new acts and creative partners. 

· Continue to consult with communities, Venue Partners, Delivery Partners and Peer Assessors to ensure the project adapts and evolves according to feedback. 
· Ensure a programme of the scale and ambition of ‘Back to Ours’ is properly staffed to ensure the vision of the CPT, artists and Partners can be realised to the desired quality.
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