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6. Partnerships & Development
“Slung Low have been magnificent at every stage of the process, and through every challenge the project offered; and Martin Green has been a superb and inspiring leader for the entire Hull 17 project, and for me personally.”
(Artist)
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.
Flood has been 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 Flood 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;

· and Delivery Partners.
6.2. Concept and Creative Development of Flood
The concept of a multi-platform, community-based arts project spanning the entire year was presented by the Hull 2017 Chief Executive as part of their vision for the 2017 artistic programme. 
The driving force behind the commission was to create something which was ambitious in both scale and duration, with high production values and a strong connection to the community.

“Far too often, community engagement work is accompanied by crap production values. It's all very worthy, but it's a bit shit, right? And, we were determined to give productions, either with communities or by communities, the same kind of level of production that we would give to a media-planned show. That sends out a very, very clear message of respect, I have learned, and also of people relaxing in, and being open to receiving the discussion that you're trying to have.”
(CPT Member)
Slung Low, a Leeds-based theatre company, were approached to deliver the project. Members of the team at Hull2017 had been impressed with the quality of their previous work, and they ticked a lot of boxes in terms of Hull2017’s wider commissioning objectives for the artistic programme.

 “The thing that I love about Alan's work [Slung Low’s Artistic Director], is that he directs really poetic, meaningful things as if they're Hollywood action movies, and he does it beautifully.”
(CPT Member)
 “That's what we said we would do, commission a lot of northern art. We also said that we were interested in who's next, not necessarily who's now, so they fit along that. So, everything fitted the bill to say, let's find a project to work with them on."
(CPT Member)
At this stage in the process, a Core Project Team (CPT) was established, which consisted of individuals from Hull2017 and Slung Low. The CPT had overall responsibility for delivering the project, although Slung Low were tasked with the developing the concept and producing the show. They enlisted the services of a playwright who had worked with them on a number of previous occasions to help develop the concept. 

Hull 2017 challenged the writing team to deliver an ambitious piece of theatre which would be delivered over the entire year across multiple platforms. Based on their previous work, there was an expectation that it would also contain strong political themes.

“It's a company that we know that do political work, right? So, we were going to be unsurprised if something edgy and political came back, because that's why we commissioned them.”
(CPT Member)
“Their initial provocation had a big impact on the project, they kept saying, be more ambitious, which was interesting because a lot of the time when we pitch a show they go that’s great, but we need you to think a little bit smaller because of the budget or whatever, whereas Hull kept saying no, think bigger, think longer, think 365 days, and it was through those conversations that we brought in those additional partners and that was exciting”
(CPT Member)
Slung Low reportedly invested significantly in research and development at the start of the process. Together with the CPT, Slung Low aimed to create something which would amaze audiences, engage them in a political narrative, and challenge their understanding of how theatre can be used and delivered. They came up with the idea for Flood and proposed it to the Hull2017 team, who offered their full support, despite some initial reservations about how local residents might react. 

“Literally, one day, we walked into the room to say, "I think we've got it. It's called 'Flood.' It's about what happens if the world is flooded, and how you survive that. But I think it's also about migration, immigration." And we went, "Great." And it's called "Flood," and I partially mocked him on the thought and idea of doing a show called "Flood" in a city that is the second most likely city to be flooded. It was provocative.”
(CPT Member)
With the support of Hull2017 staff, the team agreed on Victoria Dock as the location of the live performances, which started to inform the type of show they could deliver. Another key moment in the conceptual development of Flood was when the BBC came on board. The idea of producing a television episode was suggested by the Hull2017 team.

“The BBC project came up, where they suddenly said, we're going to commission 30 companies to do half an hour, and I said, we've got to bring that into this because it's just perfect.”
(CPT Member)
The concept was constantly evolving throughout 2017 as Slung Low learnt more about the city. Touring Part One around Hull was seen as a great introduction to the city and gave them a better understanding of what might capture the public’s interests. Part Two also influenced the latter episodes because it allowed them to really understand and respond to the space they were working in.
6.3. Motivations 

The status of UK City of Culture was clearly a significant motivation for many creative professionals, partners and audiences, when choosing to work on or attend Flood.
6.3.1. Creative Professionals and Partners
Some CPT members were already members of the Hull2017 team, but those from Slung Low had been excited by the prospect of working on a project of this scale, and the openness of the brief, which gave them the freedom and flexibility to develop the concept. 

Flood’s Writer had collaborated with Slung Low on several previous occasions, and the opportunity to build on this relationship was one of the reasons for their involvement in the project. The Digital Producer, meanwhile, had been excited by the conceptual narrative and the ambition of the project.

“I was really excited to be involved in something that was kind of new ambitious and was about stuff that I actually care about.” 

(Artist)
Delivery partners, who came on board after the concept had been developed further, said the innovativeness of the project had been a major reason why they had decided to get involved. They were also motivated by the opportunity to work in Hull and to reach new audiences.

6.3.2. Audiences

According to the post-event audience survey, there appears to be two main reasons why audiences decided to attend Flood. 41% of respondents stated that their main reason for attending Flood was ‘It’s a unique experience not to be missed’, whilst 34% said it was ‘Because it’s part of Hull UK City of Culture 2017’, the latter reason implying that the ‘branding’ of the event made it more likely that people would attend.

For each of the live performances, being a unique experience not to be missed was the most likely main reason for attending, given by nearly half of respondents for Part 4 and the Parts 2/4 omnibus performance.

Only for Part 3, the BBC2 broadcast, was being part of Hull UK City of Culture 2017 the main reason for viewing, given by nearly half (45%) of respondents.

Two further questions were asked only in relation to Part 3. Almost all respondents (98%) were aware that Part 3 was part of Hull UK City of Culture 2017, while 88% were aware that the event had been broadcast live from Hull.

Getting involved in what’s happening was significantly more likely to be mentioned for Part 3 than the other Parts, accounting for 15% of mentions, perhaps due to the ease of accessing the event (i.e. via a TV or online connection) making people more likely to sample this type of art project.
Motivations for attending Flood were more varied amongst focus group respondents. They included:

· Positive experience of watching Part One: From The Sea (the influence of previous episodes was also explored in the survey, see 6.3.3). 

· Curiosity after seeing the set being built;

· Twitter ‘buzz’;

· Seeing the image on the promotional poster;

· Receiving free tickets as a volunteer;

· Personal experience of flooding.

“I saw the first film, the first part one, and I booked straight away after that, I need to find out what part two is!”

(Focus Group Respondent: Flood Audience)
 “The platforms weren't put out yet. They were in the process of building them, and that was really interesting so I then went back and watched Part 1 and thought yeah this is really exciting.”

(Focus Group Respondent: Flood Audience)
“I follow everything on Twitter, I'm a real Twitter addict and I kept seeing things about it and reading things about it and I just thought, it just sounds so different and so unlike anything I've ever seen before. I've got to just go see it so that was really why I booked, just because it sounded so different.”

(Focus Group Respondent: Flood Audience)
“I think for me because I hadn’t really heard anything about it, I just saw the poster, I’ve not heard or seen any hype, I just saw this poster and thought, wow, seeing the bridge got flooded like that.”

(Focus Group Respondent: Flood Audience)
“It was slightly different for me because first of all, I was asked as a volunteer, it came up on my webpage and it asked whether I wanted to go and audition to be in Flood. So that's how I first heard about it. And I auditioned for that, but I wasn't chosen. And then later on, a lot of volunteers were offered free tickets to go and see it so that's how I came to see it.”

(Focus Group Respondent: Flood Audience)
 “As someone that has been flooded it resonated I think with me so I was intrigued by it from that moment.”

(Focus Group Respondent: Flood Audience)

6.3.3. Influence of Previous Episodes

The survey also asked respondents whether they had seen previous episodes of Flood, and to what extent this experience had influenced their decision to attend. Most respondents had attended either the standalone performances of Part 2 (42%) or Part 4 (28%).  A further 16% had attended the omnibus performance, while 15% had viewed Part 3 (broadcast on BBC Two and BBC iPlayer).

Flood Part 1: Most respondents (92%) had watched Flood Part 1 online, and 1% in the airstream caravan.

Flood Part 2: Most respondents recruited at the standalone Part 4 performance had watched the Part 2 performance in April (84%), as had 54% of Part 3 viewers  but only 7% of omnibus attendees.

Flood Part 3: 90% of respondents recruited at Part 4 and the omnibus performance had watched Part 3.

In terms of the influence this had on their decision to attend:
Viewing Part 1 had a strong effect on 30% of Part 2 respondents. 
Viewing either Part 1 or 2 had a strong effect on 63% of Part 3 viewers
Seeing any of Parts 1 to 3 also had a strong influence on 62% of Part 4 respondents.  
Previous Parts’ influence was rather less on the omnibus performance respondents. 

Figure 1: Motivations to Attend/Watch Flood by Episode
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6.4. Project Management
The overall management of the project was rated fairly highly by most stakeholders, specifically:
· Both Delivery Partners said they were ‘Very Satisfied’ with Slung Low’s project management and ‘Satisfied’ or ‘Neither Satisfied nor Dissatisfied’ with Hull 2017; 

· Artists rated Project Management an average of 4.5 stars out of 5. 
As mentioned previously, the CPT was made up of members from Slung Low and Hull 2017. The effectiveness of this collaboration formed part of the evaluation. 
6.4.1. Strengths of Project Management 
From the Artists’ perspective, overall project management was rated 4.5 out of 5 on average. 

Various top-level aspects of project management were tested with the Artists:

· Communications: Artists rated communications between themselves and Slung Low as 5 out of 5; 

· Contracting: Artists gave an average of 4.5 out of 5 for contracting, including the explanation of their roles and responsibilities;
· Development meetings: Artists gave 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 Artists. Average ratings are shown in the Table below. 

This suggests the CPT were effective in supporting Artists, providing resources and facilitating communications with other key partners.

Table 1: Artists’ Assessment of CPT Performance
	Q: How much do you agree with the following statements? During the project…
	Average rating (n=2)

	...Slung Low and Hull 2017 have helped me access the people I needed to talk to, to inform my work
	4.5

	...Slung Low and Hull 2017 have helped me access the information / resources I needed to inform my work
	4.5

	...I have been able to deliver my work to a high standard because of Slung Low and Hull 2017’s support
	4.5

	...Slung Low and Hull 2017 provided me with sufficient time to produce my work
	4

	...Slung Low and Hull 2017 have enabled me to communicate with other partners on the project when I needed to
	4


Given their role in developing the concept and managing the digital content, both Artists developed a much closer working relationship with Slung Low than Hull 2017. Both said the Slung Low team had been helpful, supportive and approachable throughout the project, and any problems were shared and addressed as a team.
 “I found working with Slung Low a really pleasant experience.”
(Artist)
“They were my main area of support and generally where I went to if I had a question or I needed a bit of extra assistance with something….I never felt like, ‘I can't go to them and get this, or I don't know how to ...’ we'd always find a solution together to get there.”
(Artist)
Discussions with the CPT suggest that Flood’s project management benefitted from a collaborative approach between Hull 2017 and Slung Low. The relationship between the two parties had improved considerably throughout the year as they developed trust and learned about each other’s methods of working.

There was a sense that the Hull 2017 team had provided effective support to Slung Low to develop and produce Flood – not just financially – but also by giving them the creative space to develop the concept, brokering important partnerships, securing additional funding, and providing practical production support. 
“It's just about going on that journey and knowing that relationships change, and they take a lot of nurturing. We did nurture that relationship a lot. We put a lot of energy into supporting them so they could deliver that work, rather than trying to do it for them.”

(CPT Member)
“I think inevitably at the beginning, there's always that tension of, ‘we don't need you, we can do it all ourselves.’ I think in that week they realized they couldn't do it all themselves. There were just holes. The holes, you're not going to find until you start doing it. Then that's why we're there to try to fill those holes.”

(CPT Member)
“That's amazing to work with people like that, but the second ... they gave us belief, but the second thing they definitely gave us is money, 'cause without it, it's all well and good having lots of ambition, but you just run out of it in the end.”

(CPT Member)
“I’m sure, but I don’t know, that having both Slung Low and Hull2017, big names together on our applications to The Space and Performance Live, strengthened the application and I’m sure that the demonstration that Hull was putting in so much money to support the live shows for Flood, demonstrated their level of confidence in what we were going to produce.”

(CPT Member)
 “[Hull 2017] were able to help broker some partnerships within the city and bringing on board the council and introducing us to the ESAG group… their support through that process, indeed throughout the whole year, was very smooth and very easy, and them securing the site for us, I think they were very well placed to do all that for us and that felt very smooth, that was great.”

(CPT Member)
6.4.2. Areas for Improvement within Project Management
Artists rated communications between themselves and Hull 2017 as only 2.5 out of 5. Whilst this appears to be indicative of the project management structure, one of the Artists mentioned that they would have liked more direct contact with Hull 2017 team.
To some extent the issues with communications were caused by a lack of clearly-defined roles and responsibilities at the start of the project stemming from a change of Producer.
 “Certainly early on it was unclear and undefined who really are you was directly answerable to.”

(Artist)
“That was difficult because the flow of information wasn’t clear, but once all of that had happened and we changed over, then roles became a bit clearer.”

(CPT Member)
CPT members were invited to rate Hull 2017’s support in a number of areas. Only one person completed this question, but the feedback suggests they were most useful in providing technical and operations, and marketing support. The lack of communication around roles and responsibilities was again highlighted as a problem area, as was monitoring and evaluation.

Table 2: Assessment of Hull 2017’s Performance on Flood
	Q: Please rate the following aspects of Hull 2017's involvement in Flood on a scale of 0 to 5.
	Rating out of 5 (n=1)

	Technical & Operations support, to advise on event management and technical delivery
	4

	Marketing support, to drive audiences to the live events
	4

	Creative Development meetings, including frequency and quality of opportunities to meet
	3

	Production support, to secure a production base and performance sites
	3

	Digital support, to support the delivery of online elements
	3

	Community Engagement support, to assist in the recruitment of the community cast
	3

	Communications between Hull 2017 and yourself
	3

	Contracting, including the explanation of roles and responsibilities
	2

	Monitoring and Evaluation support, to document the project, measure outputs and outcomes, and identify key learnings
	1


6.4.3. Challenges of Project Management
Members of the Slung Low team felt that one of the project’s major challenges had been the timescales, caused by what they called an “unsatisfactory initial commissioning development period”, which delayed the development of Parts Three and Four. 

“We ended up getting commissioned I think six months, seven months before. Certainly less than the time we needed, which meant that when we got, when we went to rehearsals and designed for part two, we didn't have part three or four.”
(CPT Member)
Hull 2017 staff said they’d initially found it challenging to work with Slung Low because of their different way of working, but they recognised the importance of allowing them the freedom to deliver the production in their own way.

“It is a challenge to work with that company. I don't agree with everything they do….I don't, as an executive producer, and the commissioner, want to walk onsite and see the director moving the set around, when he should be focusing on, "Can the show be better?" But, you choose to work with artists like Alan. You take it on, because you know what they're like.”
(CPT Member)
Slung Low’s independence and proactiveness during the project was largely seen as a positive trait, but as an external organisation, they sometimes lacked the awareness and understanding of how their actions would impact on Hull 2017’s wider programme of work. 
“I don't think that he asked for that much. They required help and assistance but there weren't like lots of demands, they were very much proactive about what they needed to do and they got on with it. In one way they did that, and in another way, we needed to bring them back a little bit. Go, wait a minute before you do that, let's talk about it because it will have an impact over here.”
(CPT Member)
Given that a number of organisations were involved in the management and delivery of Flood, some members of the Hull 2017 team said they’d found it challenging to manage all the separate relationships within the CPT and the wider creative team. 
6.5. Production Management

6.5.1. Strengths of Production Management
Having the whole creative team on-site seems to have been pivotal in strengthening these working relationships and retaining the creative vision for the project. It also enabled the team to develop and expand on elements of the live performance, like the projections that were used on each of the islands in Part Four.
“By working together I was able to make some new stuff that otherwise wouldn't have been there.”

(Artist)
“Having the writer of a piece there constantly, I thought was great.”

(Artist)
Members of the CPT talked about the importance of developing a positive relationship with the Victoria Dock community, which underpinned the successful delivery of the project. To achieve this, they ensured that residents were provided with as much information possible; the team were open to conversations with residents on-site, delivered workshops, and gave out free tickets.

“We decided we would be much more proactive about talking to people. The returns were huge.”
(CPT Member)

“It was a relentless campaign of information. We went to ... we put letters through the doors. We went to every community meeting we could do…there was an ad campaign which was amazing, and we promised them all they would get free tickets to the show, which was great 'cause it sold out in less than 24 hours.”
(CPT Member)

The team also worked closely with the local residents association, and delivered workshops at the primary school and Victoria House, a residential home for adults with disabilities.

Slung Low’s resource-intensive approach to community engagement had been questioned by some members of the Hull2017 team at the start of the process. On reflection the CPT agreed that it had been the right approach to take, both morally and for the project as a whole, and the level of community engagement they achieved was one of its major success stories. 

“There were times when people were saying, "You've got to stop wasting ... you've just got to stop spending so much resource on this." I disagree with that because it's really easy for two reasons. It's a bad thing to do…but secondly, it's just a really bad tactic because all of those people as individuals are more than capable of stopping this project, and the community knew that.”
(CPT Member)
“I think their resident engagement, which I was very, very passionate about, they did beautifully.”
(CPT Member)
“The engagement and the outreach is a huge part of its success. It was never intended to be a five-day show that engaged just an audience. It was about…having a long-term relationship with a community, and I think that it absolutely achieved that.”
(CPT Member)

It was mentioned that one of the strengths of Slung Low was that they build their expertise by ensuring continuity within their team, whilst also bringing people into the process who were highly skilled and hard-working. Their management skills and their dedication to artistic quality were also praised.

“With Slung Low I found it for maybe the first time, a company that only wanted to produce quality rather than quantity…everything they put out was to serve the story and not to serve some marketing requirement.”
(Artist)

Both Artists were impressed by Slung Low’s ability to place the community at the heart of the project. They were reportedly friendly and open to conversations with local residents, and were discernibly grateful to the people that contributed to the project.

“I went to Open Doors in Hull and ... I went and filmed twice but I went like four or five times around that and got to know some of the volunteers, some of the people that they support, people that use the service. And we were able to give them a bunch of complimentary tickets to come and see the show as well…which I thought was a really nice touch as well.”
(Artist)
6.5.2. Areas for Improvement within Production Management
Neither the CPT nor the Artists identified any weaknesses in Slung Low’s production management approach. Even residents who were sceptical about their residency because of the disruption caused by the In With A Bang event were won over by their proactive approach to communications, friendly demeanour and care for the environment. The only criticisms from residents who took part in the Focus Groups were the occasional noise issue, and the lack of opportunities for them to be involved in the project as cast members.

“We haven't had the opportunity to part of the actual play. That would've been quite cool. If I could've gone on stage, I'd quite like that. That would've been quite cool.”
(Focus Group Respondent: Victoria Dock Resident)

6.6. Marketing & Communications
· By far the leading way of finding out about Flood was the Hull 2017 website, mentioned by over two-thirds of respondents, followed by social media with a third of respondents. Both sources were cited by a much higher proportion than Hull Truck and overall Hull 2017 audiences. 
· Advertising and printed promotional materials generated a greater awareness for Hull Truck than for Flood or Hull 2017 events overall.
· More significant for Flood than for Hull Truck and Hull 2017 events overall was the influence of word of mouth recommendation, in person – 20.0% for Flood, 15.5% for Hull Truck and 14.5% for Hull 2017 overall. However, a lower proportion had heard about it through the sharing of digital content compared to Hull Truck and Hull 2017 overall.
· 7.6% had heard about it on TV – a higher proportion than Hull Truck and Hull 2017 overall – which was clearly driven by the broadcast of Part Three on BBC2.
Table 3: Marketing and Communications

	
	Flood

(n=446)
	Hull Truck

(n=2741)
	Hull 2017 overall

(n=20,890)

	www.hull2017.co.uk
	67.5%
	28.3%
	22.2%

	Hull 2017 Facebook / Twitter / Instagram / Youtube / Flickr / e-newsletter
	33.9%
	13.4%
	13.4%

	Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)
	20.6%
	28.3%
	13.1%

	Friends/family/colleagues - told me in person
	20.0%
	15.5%
	14.5%

	Friends/family colleagues – via social media / email
	8.3%
	
	

	TV
	7.6%
	4.3%
	5.7%

	Other organisation’s Facebook / Twitter / Instagram / YouTube / Flickr
	5.2%
	2.3%
	1.4%

	Newspaper
	4.3%
	6.0%
	5.4%

	Radio
	4.0%
	3.7%
	3.5%

	I'm a Hull 2017 volunteer
	2.9%
	N/A
	N/A

	Other
	2.5%
	3.5%
	8.6%

	www.bbc.co.uk
	2.0%
	N/A
	N/A

	Don’t remember
	1.8%
	N/A
	N/A

	Performance Live Trailer on BBC TV
	1.6%
	N/A
	N/A

	Other website
	1.3%
	35.0%
	7.3%

	BBC Facebook / Twitter / Instagram / Youtube / Flickr
	1.1%
	N/A
	N/A


The principal difference between the three events was that www.hull2017.co.uk was significantly more influential for Flood than for Hull Truck or Hull 2017 events overall, which suggests that the audiences who engaged with Flood were interested in the wider artistic programme. It also demonstrates the growing significance of the website in terms of being the main source of information for audiences. 

Hull 2017 social media also played a more important role in raising awareness compared to Hull Truck and Hull 2017 events overall, which reflects the strong focus on digital content within the project, supported by The Space. The Part One: From The Sea video, the podcasts and behind-the-scenes videos were all examples of shareable online content which were hosted on the dedicated Flood microsite and promoted across all Hull 2017 social media platforms.

The impact of ‘Family/friends/colleagues told me in person’ for Flood vs. Hull Truck and the wider 2017 programme suggests that within the delivery year for a UK City of Culture, events that have a longer run than just one night, have the opportunity to build an audience via personal recommendation. Restrictions on audience members taking photos of the live performances (and sharing them online) perhaps explains why fewer said they’d heard about Flood from family or friends via social media or email. 

It should be noted that there were additional strands to the marketing of Part 3, which was advertised on the BBC website, BBC social media platforms and as part of a trailer for Performance Live. Other notable differences for Part 3 were that a higher proportion of audiences had heard about it on social media – either on one of the official Hull 2017 platforms, or from friends and family. 
Further comparisons between the parts are shown in Table 4, which also shows that the influence of the Hull 2017 website was much greater for Parts Two and Four compared to Part Three and the omnibus performance.
Table 4: Marketing and Communications by Episode

	
	Total
	Part 2
	Part 3
	Part 4
	P2 & 4

	
	(n=446)
	n=187
	n=65
	n=124
	n=70

	www.hull2017.co.uk
	67.5%
	71.7%
	56.9%
	73.4%
	55.7%

	Hull 2017 Facebook / Twitter / Instagram / Youtube / Flickr / e-newsletter
	33.9%
	34.8%
	49.2%
	29.8%
	24.3%

	Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)
	20.6%
	21.9%
	13.8%
	23.4%
	18.6%

	Friends/family/colleagues - told me in person
	20.0%
	17.1%
	20.0%
	21.0%
	25.7%

	Friends/family colleagues – via social media / email
	8.3%
	7.0%
	18.5%
	6.5%
	5.7%

	TV
	7.6%
	8.0%
	7.7%
	8.1%
	5.7%

	Other organisation’s Facebook / Twitter / Instagram / YouTube / Flickr (please specify)
	5.2%
	3.2%
	9.2%
	6.5%
	4.3%

	Newspaper
	4.3%
	4.8%
	6.2%
	3.2%
	2.9%

	Radio
	4.0%
	7.0%
	0.0%
	2.4%
	2.9%

	I'm a Hull 2017 volunteer
	2.9%
	3.7%
	0.0%
	4.0%
	1.4%

	Other (please specify)
	2.5%
	2.1%
	6.2%
	2.4%
	0.0%

	www.bbc.co.uk
	2.0%
	0.0%
	13.8%
	0.0%
	0.0%

	Don't remember
	1.8%
	1.1%
	6.2%
	0.8%
	1.4%

	Performance Live Trailer on BBC TV
	1.6%
	0.0%
	10.8%
	0.0%
	0.0%

	Other website (please specify)
	1.3%
	1.1%
	1.5%
	1.6%
	1.4%

	BBC Facebook / Twitter / Instagram / Youtube / Flickr
	1.1%
	0.0%
	7.7%
	0.0%
	0.0%


Focus group respondents had heard about Flood from a variety of sources covering most of the channels listed above. Those who had seen the printed materials were struck by the dramatic nature of the images.

 ‘I think for me because I hadn’t really heard anything about it, I just saw the poster, I’ve not heard or seen any hype, I just saw this poster and thought, wow, seeing the bridge get flooded like that.’ 
(Focus Group Respondent: Flood Audience)
The way the project was described and talked about on social media appears to have generated interest.

‘I follow everything on Twitter, I'm a real Twitter addict and I kept seeing things about it and reading things about it and I just thought, it just sounds so different and so unlike anything I've ever seen before. I've got to just go see it so that was really why I booked, just because it sounded so different.” 
(Focus Group Respondent: Flood Audience)
The intensive community engagement approach, which involved the recruitment of Hull 2017 volunteer as the community cast, the offer of free tickets to local stakeholder groups, and the development of positive relations with Victoria Dock residents, helped to create a group of Flood community champions who helped to raise the project’s profile and generate interest through personal recommendation. 

“I post stuff on Facebook, I used to post as they were building the set a lot of photographs and stuff in the building of it and so people were getting interested in where is Victoria Dock? And where is Half Tide Basin? And then I attached to that with arty things around the area. People were getting more knowledge of the area.” 
(Focus Group Respondent: Victoria Dock Resident)
 “It was slightly different for me because first of all, I was asked as a volunteer, it came up on my webpage and it asked whether I wanted to go and audition to be in Flood. So that's how I first heard about it. And I auditioned for that, but I wasn't chosen. And then later on, a lot of volunteers were offered free tickets to go and see it so that's how I came to see it.”
(Focus Group Respondent: Flood Audience)
“I think it was nice for your family and friends to come along and see you in it as well”

(Focus Group Respondent: Community Cast)
“We promote them now as well, obviously, cos we’ve had such a good experience and I want other people to have that.”

(Focus Group Respondent: Community Cast)

For Flood there was a significant difference in how a range of demographics affected the way that people had heard about Flood (see Table 4). 
Younger audiences were more likely to have heard about Flood through word of mouth or on social media.

The Hull 2017 website appears to be more effective in raising awareness amongst women and audiences over 35.

Non-Hull residents appear to have utilised the website as much as other groups, but were less likely to have got information from Hull 2017 social media platforms. They were also more likely to have heard about Flood from personal recommendation than other groups. 

These aspects should therefore be considered when developing future marketing campaigns. Should any of these be a target audience, then the most appropriate methods of communicating with them should be selected.
Table 5: Marketing and Communications by Demographics
	
	
	Age
	Gender
	Residency

	
	Total
	16 - 34
	35 - 54
	55+
	Male
	Female
	Hull residents
	UK residents

	
	n=446
	n=60
	n=175
	n=197
	n=134
	n=297
	n=271
	n=108

	www.hull2017.co.uk
	67.5%
	61.7%
	70.3%
	68.5%
	61.2%
	71.7%
	70.8%
	66.7%

	Hull 2017 Facebook / Twitter / Instagram / Youtube / e-newsletter
	33.9%
	40.0%
	41.1%
	26.9%
	35.8%
	34.0%
	35.8%
	20.4%

	Advertising and printed promotional material (e.g. brochure, leaflet, flyer, billboard, poster)
	20.6%
	15.0%
	16.6%
	24.9%
	21.6%
	19.5%
	22.1%
	21.3%

	Friends/family/colleagues - told me in person
	20.0%
	35.0%
	15.4%
	20.8%
	25.4%
	17.8%
	17.3%
	26.9%

	Friends/family colleagues – via social media / email
	8.3%
	10.0%
	9.1%
	7.6%
	10.4%
	7.7%
	5.9%
	8.3%

	TV
	7.6%
	1.7%
	5.1%
	11.7%
	13.4%
	5.1%
	7.0%
	9.3%

	Other organisation’s Facebook / Twitter / Instagram / YouTube
	5.2%
	6.7%
	5.1%
	5.1%
	6.0%
	5.1%
	4.8%
	3.7%

	Newspaper
	4.3%
	3.3%
	2.9%
	5.6%
	7.5%
	2.7%
	4.1%
	3.7%

	Radio
	4.0%
	0.0%
	2.9%
	6.6%
	6.7%
	3.0%
	4.1%
	6.5%

	I'm a Hull 2017 volunteer
	2.9%
	3.3%
	2.3%
	3.6%
	1.5%
	3.7%
	4.1%
	1.9%

	Other (please specify)
	2.5%
	0.0%
	1.1%
	4.1%
	3.0%
	2.0%
	1.1%
	3.7%

	www.bbc.co.uk
	2.0%
	1.7%
	2.3%
	2.0%
	2.2%
	2.0%
	0.0%
	0.0%

	Don't remember
	1.8%
	1.7%
	2.3%
	0.5%
	0.7%
	1.7%
	1.5%
	0.0%

	Performance Live Trailer on BBC TV
	1.6%
	1.7%
	0.0%
	3.0%
	2.2%
	1.3%
	0.0%
	0.0%

	Other website (please specify)
	1.3%
	0.0%
	1.7%
	1.5%
	2.2%
	0.7%
	1.1%
	1.9%

	BBC Facebook / Twitter / Instagram / Youtube / Flickr
	1.1%
	1.7%
	1.7%
	0.5%
	2.2%
	0.7%
	0.0%
	0.0%


6.7. Legacy of Flood
As discussed in Chapter 2, Flood had a significant impact on Slung Low in terms of developing their knowledge and skills in delivering site-specific theatre, increasing their ambition as a company, and giving them confidence in their creative process.
Artists also grew in confidence and developed their skills in a number of areas, including community engagement and production management.
All creative professionals involved in the project said they would be confident in working on a something like Flood again, particularly now they understood its intensity.

6.7.1. Key Learnings
Most of the key learnings from the project were associated with its extended duration, which had implications on a number of areas such as project management, audience development and creative process.
Clarifying roles and responsibilities: It was mentioned that there had been a lack of clarity about who was reporting to the various funding and delivery partners at the start of the project. Therefore one of the key learnings from the development process was to ensure clear lines of communication from the outset. Indeed, evidence from CPT Members shows that having a clear management structure later in the process had helped secure additional funding. 

“With The Space there was a back and forth, was the money going to Hull, then us, or directly to us, and therefore who would be reporting to whom, and whose responsibility were certain things, by the time we had got to the BBC and we’d already dealt with those issues, we set out much more clearly, this is coming to us, this is your responsibility, this is your contact…”
(CPT Member)
Adopting a flexible project management approach: Artists felt that the level of flexibility in their approach to the latter stages of the project was key to responding to the ongoing conceptual development of the piece, rather than trying to stick too rigidly to a delivery plan.

“If you have a more reactive and open schedule of work especially on something like Flood where I feel like the actual story of Flood was being changed and developed as things went on…I actually think as we went on and we became more reactive, the quality of stuff we produced felt better… that way of doing it works and that as long as you've got a backbone of content planned, you should leave space to be reactive on a project like that”
(Artist)

Investing in ongoing audience development: Whilst audience retention was considered a success, CPT Members felt that ticket sales suffered from a lack of investment in continually developing audiences, particularly as audiences experience cultural exhaustion later in the year. Artists said that next time they would push for more resource for promoting and disseminating the digital content in order to reach a wider audience.

“In terms of the content we produced I'm very happy with and proud of a lot of the stuff we produced. I just think that we could've better planned or executed how we got that stuff in front of an audience, specifically an audience that are consuming stuff digitally.”
(Artist)
“Looking at sales, the majority of people who came to part four, had seen part two. Actually, it was about new audiences, and maybe we were exhausted too…when we announced part two, that was one of the first projects that was announced at the beginning of the year. Oh my God. Everybody had the energy and enthusiasm, I've got to get to this. It was a large-scale and outdoor event.”
(CPT Member)

Sourcing specialist expertise: One of the main learnings from Delivery Partners was to ensure that future commissions / partners were fully supported in areas where they required specialist expertise.

“It is vital to find key TV production support with expertise in the area / environment that you are filming in, in order to minimise risk and create additional work in order to deliver.”
(Delivery Partner)

6.7.2. Future Collaborations
CPT Members said they’d forged relationships with a number of individuals who had worked on Flood, with whom they would be willing to work with in future. 
Given the uniqueness of the project, there was a sense that future collaborations between Slung Low, Hull 2017 and the BBC were unlikely. However, future collaboration with The Space was much more likely, given Slung Low’s interest in developing their digital offer.

“Certainly it would be interesting to work with The Space and build that digital stream within our work, definitely”.
(CPT Member)

Table 7: SWOT Analysis – Partnerships & Development (including Process Evaluation)

	STRENGTHS OF FLOOD
	WEAKNESSES OF FLOOD

	· Effective collaboration between Hull 2017 and Slung Low in forming the CPT
· The creative team given space and flexibility to develop concept and site-specific nature of the production
· Enabled the commissioned production company to develop core skills as an organisation and strengthen relationships with key partners

· The unique nature of the project and its association with the City of Culture brand were the main reasons why audiences engaged initially. 
· Audience retention was high, reflecting the writer’s ability to draw audiences into the narrative, and the production team’s ability to create visually engaging theatre.

· The community engagement approach adopted by Slung Low was effective in winning over Victoria Dock residents who, along with the Community Cast of Hull 2017 volunteers, became Flood’s local ‘champions’. This raised the profile of the project through positive word of mouth.
· Flood had a significant impact on Slung Low in terms of developing their knowledge and skills in delivering site-specific theatre, increasing their ambition as a company, and giving them confidence in their creative process.

· Artists also grew in confidence and developed their skills in a number of areas, including community engagement and production management.

· All creative professionals involved in the project said they would be confident in working on a something like Flood again, particularly now they understood its intensity.
	TBA

	OPPORTUNITIES IDENTIFIED BY FLOOD
	THREATS IDENTIFIED BY FLOOD

	TBA
	TBA
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