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4. Economy

4.1. Introduction
Economy is one of the key themes of Hull 2017, made up of one aim relevant to ‘Back to Ours’ and its accompanying objectives:

· Aim 5: To strengthen Hull and East Riding’s economy, with a focus on tourism and the cultural sector

· Objective 10: Increase visitor numbers to Hull

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

‘Back to Ours’ will be evaluated, referencing these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the project’s specific aims and objectives (see Chapter 1).
It is important to note however, that ‘Back to Ours’ wasn’t a project designed with economic impact in mind and was more focused on engaging local people who were non-engagers of arts and culture. As such, ticket prices were subsidised to help remove any financial barriers, and events were very much directed towards Hull residents rather than visitors. 
4.2. Motivations to Visit Hull
79% of audience members from outside Hull were in Hull ‘mainly’ to attend ‘Back to Ours’ when they attended the ‘Back to Ours’ show.  14% were in Hull ‘partly’ and 7% ‘not at all’ to attend the ‘Back to Ours’ show.
Table X: ‘Back to Ours’ as Reason for Visit to this part of Hull 

	
	Back to Ours
(n=186)
	Hull 2017 Overall
(n=7137)

	Mainly
	79.0%
	70.9%

	Partly
	14.0%
	20.0%

	Not at All
	7.0%
	9.1%



Compared to Hull 2017 events overall, ‘Back to Ours’ was slightly more likely to be the main reasons for visitors being in Hull, with 79% compared to 70.9%. 
Table X: Main Reason for Visiting Hull

	
	Back to Ours
(n=735)
	Hull 2017 Overall
(n=14717)

	Just for this event
	70.0%
	38.0%

	Because Hull is UK City of Culture 2017
	13.0%
	21.6%

	Here for general leisure purposes – shopping and eating out
	2.0%
	10.6%

	To visit friends and family
	5.0%
	7.8%

	To take in some arts/heritage/culture generally
	6.0%
	9.1%

	For work / because I work in the area
	2.0%
	2.7%

	Other
	3.0%
	10.0%


4.3. Visitor Profile – Non-Hull Residents
For ‘Back to Ours’ the percentage that did not reside in Hull, and are therefore classed as visitors was 27.9%. For Hull 2017, overall visitors made up 48.6% of the audience. This indicates that ‘Back to Ours’ was more likely to attract a local audience in comparison to Hull 2017 events overall.

Analysis of the visitor data for ‘Back to Ours’ compared to Hull 2017 events overall shows that audience members were 7.2% more likely to be visiting for the day rather than staying over. One reason for this is that only a small percentage of audience numbers came from outside of Hull and the East Riding so were unlikely to need overnight accommodation. 
Table X: Visitors to Hull
	
	Back to Ours
(n=153)
	Hull 2017 Overall
(n=7137)

	First-time visitors 
	5.3%
	10.5%

	Repeat visitors
	94.7%
	89.5%

	Day visitors

	87.6%
	80.4%

	Staying visitors
	12.4%
	19.6%


4.3.1. Staying Visitors – Length of Stay

· 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, 33% were staying in the area for 1 night, 34.5% for 2 nights and 32.5% were staying for 3 or more nights.  

· 65% were staying with friends and family, 29.7% were staying in a hotel and 5% were camping.  The mean spend on accommodation was £71.
Table X: Staying Visitors - Length of Stay

	
	Back to Ours
(n=153)*
	Hull 2017 Overall
(n=7137)

	Mean no. of nights 
	0.7
	2.4

	Mean no. of days
	1.2
	3.4


This suggests that those who were staying in Hull for ‘Back to Ours’ were likely to be staying solely for that event, whereas visitors to Hull 2017 events overall were in the city as part of a wider visit. 
4.4. Visitor Satisfaction 

Visitors to Hull were asked to rate a series of statements linked to Visitor Satisfaction. Overall, visitors were less happy with the city centre signposting and public transport for ‘Back to Ours’ compared to Hull 2017 overall. This may be due to the ‘Back to Ours’ venues being located in neighbourhoods outside of the city centre, which may have made this more difficult for non-Hull residents to get to.

Visitors were also more likely to be satisfied with the overall value of money for ‘Back to Ours’ than Hull 2017 events overall – potentially due to the low ticket prices. 
Table X: Visitor Satisfaction with Hull Offer

	
	Back to Ours (Satisfied or Very Satisfied)

(n=152)
	Hull 2017 Overall (Satisfied or Very Satisfied)

(n=7137)

	Overall value for money
	97.1%
	91.9%

	General visitor welcome
	94.2%
	92.0%

	Places to eat and drink
	90.2%
	91.9%

	City centre signposting
	81.0%
	92.3%

	Public transport
	84.7%
	91.6%

	Quality of accommodation
	93.5%
	91.2%


4.5. Visitor Spend
Average visitor spend seems to have increased with each festival with Festival 4 showing a higher average spend on all counts, excluding accommodation. 
Table X: Average Spend
	
	Back to Ours Festival 1
	Back to Ours Festival 2

	Back to Ours Festival 3

	Back to Ours Festival 4

	Back to Ours Overall


	Hull 2017 Merchandise
	N/A
	£1.47
	£1.03
	£5.24
	£2.99

	Accommodation
	N/A
	£40.00
	£144.81
	£24.17
	£57.50

	Food and drink
	N/A
	£12.35
	£16.83
	£17.31
	£15.50

	Shopping
	N/A
	£2.58
	£2.38
	£7.41
	£4.69

	Travel and transport
	N/A
	£3.38
	£4.54
	£5.43
	£4.80

	All Other spend
	N/A
	£1.61
	£1.08
	£6.40
	£3.56

	Spending money for children
	N/A
	£1.68
	£1.07
	£4.05
	£2.50

	Total spend (not including accommodation)
	N/A
	£23.07
	£26.93
	£45.84
	£35.05



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

· Other UK residents estimated spend = £64.48
· East Riding residents estimated spend = £37.65
· Hull residents estimated spend = £31.78
This higher spend by other UK residents is predominantly on travel and transport and food and drink. All spending categories are also slightly higher among East Riding residents when compared to Hull residents – apart from spend on Hull 2017 merchandise, which is slightly higher for Hull (£3.02 compared to £2.54 for East Riding). 
4.5.1. Ticket Sales

Based on ticket sales, Festival 4 was by far the most successful in terms of percentage of seats sold and total value of sales, achieving a total yield of £20,590 compared to an average of £9,394 across the other three festivals. 

Average ticket costs remained low throughout the festivals, peaking slightly at Festival 4 with £3.75. The average cost of ticket takes into account concessions as well as full price adult tickets. Not all shows had concession tickets available due to the already low cost, for example Picture House screenings were priced at £2.50 across the board. 
Table X: Ticket Sales

	
	Back to Ours Festival 1
	Back to Ours Festival 2

	Back to Ours Festival 3

	Back to Ours Festival 4


	Total capacity
	4,866
	5,880
	5,061
	6,010

	Seats sold (%)
	62%
	49%
	50%
	75%

	Value of sales (£)
	£8,930
	£10,765
	£8,487
	£20,590

	Average cost of ticket (£)
	£3.45
	£3.84
	£3.29
	£3.75


4.5.2. Estimated Economic Impact: Audience Visitor Spend

Formal spend resulting from ‘Back to Ours’, will form part of the economic evaluation of the City of Culture year.  The audience estimates and spend figures from this research will assist in this. 

Although spend was small in comparison to some of the other events forming part of the City of Culture year, visitors had spent an average of £35.05, primarily on food and drink.
As an initial estimate, the audience of 9,536 people across all festivals had an estimated total spend of £91,105.
It should be noted that these figures do not include any multiplier effect.
4.6. SWOT Analysis – Economy
To summarise the key learnings from the above evaluation of Economy outcomes, the key strengths, weaknesses, opportunities, and threats have been identified and placed within a SWOT Analysis (see Table X)
Table X: SWOT Analysis – Economy
	STRENGTHS OF BACK TO OURS 
	WEAKNESSES OF BACK TO OURS 

	‘Back to Ours’ was successful in attracting a local audience – one of the project’s overall aims. 
· Compared to Hull 2017 events overall, ‘Back to Ours’ was slightly more likely to be the main reasons for visitors being in Hull, with 79% compared to 70.9%. 

Visitors felt that ‘Back to Ours’ was value for money, which supports one of the main project aims to remove financial barriers to accessing arts and culture events.  
Estimated total audience spend of £91,105.
	Festival concept was focused on a local audience therefore has low visitor numbers and little economic impact. 
Only 5.3% of visitors were first-time visitors to Hull.

Average stay for visitors was shorter than for Hull 2017 events overall. 

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

	Visitor average spend increased with each festival. 

High levels of visitor satisfaction, particularly regarding the general visitor welcome and overall value for money, suggest a high likelihood of repeat visits. It also indicates Hull is successfully moving towards the status of world-class visitor destination. Identifying ways to sign visitors up to marketing and communications about upcoming events and activities during their visit city will be vital in providing the catalyst for deciding to return.
	‘Back to Ours’ visitors were less happy with signposting and public transport than they were for Hull 2017 overall, indicating that the venues are potentially harder to get to and harder to find for those who do not know the area, which could prove to be a barrier to attending. 
Most staying guests stayed with friends and family, therefore there is little economic benefit for hotels etc.  
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