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Chapter 4: Economy


5. Economy

5.1. Introduction
Economy is one of the key themes of Hull 2017, made up of one aim relevant to ‘<PROJECT TITLE>’ and its accompanying objectives:

· Aim 5: Strengthen Hull and East Riding economy 

· Objective 10: Increase visitor numbers to Hull

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

‘<PROJECT TITLE>’ 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).
5.2. Motivations to Visit Hull City Centre
<X in 10> of audiences said <PROJECT TITLE> was the main reason for their visit to Hull city centre. 
Compared to <EVENT 1>, the difference for <PROJECT TITLE> is approximately <%> <higher/lower>. 
Table 41: ‘<PROJECT TITLE>’ as Reason for Visit to Hull City Centre 

	
	<PROJECT TITLE>
(n=XXX)
	<EVENT 1>
(n=XXX)
	<EVENT 2>
(n=XXX)

	Mainly
	<%>
	<%>
	<%>

	Partly
	<%>
	<%>
	<%>

	Not at All
	<%>
	<%>
	<%>

	*Visit 1



When comparing the extent to which ‘<PROJECT TITLE>’ was the cause of people visiting Hull city centre on the day they attended the event by demographics, the main influencing factor appears to be <finding>.
Those in the <younger/older> age groups were less likely to have come to the city centre just for ‘<PROJECT TITLE>’.

Table 42: ‘<PROJECT TITLE>’ as Reason for Visit to Hull City Centre 

	
	Age
	Gender
	Area of Residence
	Deprivation

	Mainly
	13-34 years
<(%)>
35-64 years
<(%)>
65+ years
<(%)>
	N/A
	N/A
	N/A



In terms of specific reasons for the visit ‘<PROJECT TITLE>’ was the main reason that <X in X> visitors were in Hull, whilst <X in X> stated it was because of the city’s ‘City of Culture status’. 
<Insert comparison with similar event>
Table 43: Main Reason for Visiting Hull

	
	<PROJECT TITLE>
(n=X)*
	SIMILAR EVENT
(n=X)

	Just for this event
	<%>
	<%>

	Because Hull is UK City of Culture 2017
	<%>
	<%>

	Here for general leisure purposes – shopping and eating out
	<%>
	<%>

	To visit friends and family
	<%>
	<%>

	To take in some arts/heritage/culture generally
	<%>
	<%>



When comparing answers to this question amongst ‘<PROJECT TITLE>’ audiences by demographics, <main reason> seems to have a greater influence amongst <older/younger> audiences than <older/younger> ones; whilst <other reason> seems to have a greater influence amongst people that <live outside Hull & East Riding/from Hull & East riding>.
Table 44: Main Reason for Visiting Hull 

	
	Age
	Gender
	Area of Residence
	Deprivation

	<Main Reason>
	13-34 years
<(X%)>
35-64 years
<(X%)>
65+ years
<(X%)>
	N/A
	N/A
	N/A

	<Other Reason>
	N/A
	N/A
	Other UK residents 
<(X%)>
East Riding residents
<(X%)>
Hull residents
<(X%)>
	



These results have several implications:

· <Insight 1>: <expand>

· <Insight 2>: <expand>

· <Insight 3>: <expand>
· <Insight 4>: <expand>
5.3. Visitor Profile – Non-Hull Residents
For ‘<PROJECT TITLE>’ the percentage that did not reside in Hull, and are therefore classed as visitors was <%>. For <EVENT 1> visitors made up <%> of the audience. This compares with <%> for <EVENT 2>. 
Analysis of the visitor data from all three events (see Table 45), shows that the breakdown of staying visitors vs. day visitors has <insert trend>. 
<expand>
This suggests that <insert rationale>

Table 45: Main Reason for Visiting Hull

	
	<PROJECT TITLE>
(n=XXX)
	<EVENT 1>
(n=XXX)
	<EVENT 2>
(n=XXX)

	First-time visitors 
	<%>
	<%>
	<%>

	Repeat visitors
	<%>
	<%>
	<%>

	Day visitors

	<%>
	<%>
	<%>

	Staying visitors
	<%>
	<%>
	<%>

	*Visit 1


5.3.1. Staying Visitors – Length of Stay

<Insert trend e.g.> Despite <EVENT 1> attracting a slightly higher number of staying visitors than ‘<PROJECT TITLE>’, the staying visitors for ‘<PROJECT TITLE>’ were likely to stay more nights than those who came for <EVENT 1>.
<Offer a further comparison or insight>
Table 46: Staying Visitors - Length of Stay

	
	<PROJECT TITLE>
(n=XXX)*
	<EVENT 1>
(n=XXX)
	<EVENT 2>
(n=XXX)

	Mean no. of nights 
	<X.XX>
	<X.XX>
	<X.XX>

	Mean no. of days
	<X.XX>
	<X.XX>
	<X.XX>


This suggests that <expand>

<Provide recommendation / learning>
5.4. Visitor Satisfaction 

Visitors to Hull were asked to rate a series of statements linked to Visitor Satisfaction. Overall, <insert main finding>. In addition <further insight>:

· <Insight 1>: <expand>

· <Insight 2>: <expand>

· <Insight 3>: <expand>
Table 47: Visitor Satisfaction with Hull Offer

	
	<PROJECT TITLE> (Strongly agree or Agree)
	<n>
	<EVENT 1> (Strongly agree or Agree)
	<n>

	Overall value for money
	<%>
	<X>
	<%>
	<X>

	General visitor welcome
	<%>
	<X>
	<%>
	<X>

	Places to eat and drink
	<%>
	<X>
	<%>
	<X>

	City centre signposting
	<%>
	<X>
	<%>
	<X>

	Public transport
	<%>
	<X>
	<%>
	<X>

	Quality of accommodation
	<%>
	<X>
	<%>
	<X>



The relatively low score for <indicator from list above> was an issue that came up within the Focus Group research for ‘<PROJECT TITLE>’. Respondents had broad discussions <insert broad topic> particularly in terms of <specific indicator>. 
<expand on this further>

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
<What did audiences feel could have been done about this>

‘Quote.’ 
(<PROJECT TITLE> Audience)
‘Quote.’ 
(<PROJECT TITLE> Audience)
5.5. Visitor Spend
Average visitor spend seems to have <increased/decreased> compared to <insert comparison events>, with ‘<PROJECT TITLE>’ showing a <higher/lower> average spend on <insert spend type> and <insert spend type> spend than for <EVENT 1> and/or <EVENT 2>
<Offer a further comparison or insight>
Table 48: Average Spend
	
	<PROJECT TITLE>
(n=XXX)*
	<EVENT 1>
(n=XXX)
	<EVENT 2>
(n=XXX)

	Accommodation
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>

	Food and drink
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>

	Shopping
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>

	Travel and transport
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>

	All Other spend
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>

	Total spend (not including accommodation)
	<£XX.XX>
	<£XX.XX>
	<£XX.XX>



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 = <£XX.XX>
· East Riding residents estimated spend = <£XX.XX>
· Hull residents estimated spend = <£XX.XX>
This higher spend by other UK residents is predominantly on <spend type>, <spend type>, <spend type> and <spend type>. All these categories (except for accommodation) are also significantly higher among East Riding residents when compared to Hull residents.
This supports the widely held belief that the staying visitor market represents a great opportunity for Hull, and that cultural regeneration can result in significant economic benefits. Investment in the tourism infrastructure and tourism marketing is therefore going to be of paramount importance for the remainder of 2017 and beyond.  

<adapt above / expand to give rationale that is project-relevant>

Staying visitors from the ‘<PROJECT TITLE>’ audience principally stayed with friends and family <(%)>, with <%> staying at a hotel and <%> at a B&B. This again reinforces the importance of <expand>.

5.5.1. Substitution – Activity and Spend

As detailed in Appendix <X>, substitution is defined by the HM Treasury Green Book as the substitution of one activity for a similar activity. Audiences for ‘<PROJECT TITLE>’ were asked to state what they otherwise might have done and spent if they had not attended the event.
The results show that ‘<PROJECT TITLE>’ was <much more likely / less likely> to have inspired a visit to Hull City Centre compared to <EVENT 1> and <EVENT 2>. 

Table 49: Substitution Activity

	
	<PROJECT TITLE>
(n=XXX)*
	<EVENT 1>
(n=XXX)
	<EVENT 2>
(n=XXX)

	Would have come to Hull City Centre on day of ‘<PROJECT TITLE>’, if ‘<PROJECT TITLE>’ was not on
	<%>
	<%>
	<%>

	Would not have come to Hull City Centre on day of ‘<PROJECT TITLE>’, if ‘<PROJECT TITLE>’ was not on
	<%>
	<%>
	<%>

	*Visit 1


<Expand with an overall insight>
For ‘<PROJECT TITLE>’, those in the <XX-XX> year age group, those from <area of residence>, or those from the <most / least> deprived parts of Hull were much <more/less> likely to not have come to the city centre on the day they visited, had it not been for the event.
This suggests that <expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
<Recommendation or further learning>
Table 50: Substitution - Activity 

	
	Age
	Gender
	Area of Residence
	Deprivation

	Would have come to Hull City Centre on day of ‘<PROJECT TITLE>’, if ‘<PROJECT TITLE>’ was not on
	16-34 years
<(%)>
35-64 years
<(%)>
65+ years
(<(%)>
	N/A
	Other UK residents <(%)>
East Riding residents
<(%)>
Hull residents
<(%)>
	Least deprived <(%)>
2nd Most deprived <(%)>
Most deprived <(%)>



Had they not come into Hull city centre to see ‘<PROJECT TITLE>’ most audiences would have stayed at home <(%)>. This was particularly true of Hull residents <(%)> and East Riding residents <(%)>.

5.5.2. Estimated Economic Impact: Audience Visitor Spend

Formal spend resulting from ‘<PROJECT TITLE>’, 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. 

As an initial estimate, the audience of <XX,XXX> people and <XX,XXX> individuals had an estimated total spend of nearly <£X million> <(£X,XXX,XXX)>. 
Considering substitution (spend that would have occurred on activities instead of attending ‘<PROJECT TITLE>’), the results show additional spend (additionality) of just over <£X million> <(£X,XXX,XXX)> for the week-long event.  
It should be noted that these figures do not include any multiplier effect.
5.6. Local Businesses
Despite Hull 2017 working closely with Hull BID to encourage local businesses to make the most of the opportunity that ‘<PROJECT TITLE>’ offered them, a great proportion of businesses chose <to/not to> change their opening days or hours in response to the event – <%> <had/had not> changed their opening hours.

<Expand with an overall insight>
Of all the businesses, those within the visitor economy offer (bars, fast food, cafes, hotels and visitor attractions) were <%> <more/less> likely to have stayed open longer ours or opened more days
. Retail businesses were <%> <more/less> likely to have stayed open longer hours or opened more days. 

This may reflect a belief amongst businesses that <expand>. 

This backs up what many of the Focus Group respondents fed back, about <relate back> (see Section 5.4).

5.6.1. Impact on Businesses

Overall, the <positive/negative> impacts on all businesses of ‘<PROJECT TITLE>’ appear to have far outweighed the <positive/negative>:

· <XX> out of the <XX> <(%)> businesses responding to the question <(%)>said it had a positive or very positive impact on their business; 

· <XX> out of the <XX> <(%)> businesses responding to the question, said it had a negative or very negative impact on their business.

For those visitor economy businesses, the <positive/negative> impacts were even greater:
· <XX> out of the <XX> <(%)> visitor economy businesses said it had a <positive/negative> or <very positive/very negative> impact on their business.

Increased <reason>, increased <reason>, <reason>; and increased <reason> of their business’ customers, were explanations given for this <positive/negative> impact.

‘Quote.’ 
(Business)
‘Quote.’ 
(Business)
<Reasons for opposite impact if any>
‘Quote.’ 
(Business)
<Give some specific examples of positive impact>

‘Quote.’ 
(Business)
Turnover & Profit

· <%> (n=x) of all businesses reported an increase in turnover, compared with <month / year>;
· <%> (n=x) of all businesses reported an increase in profit, compared with <month / year>;

· <%> (n=x) of all businesses reported a decrease in turnover, compared with <month / year>;

· <%> (n=x) of all businesses reported a decrease in profit, compared with <month / year>;

· <%> (n=x) of visitor economy businesses reported an increase in turnover, compared with <month / year>;

· <%> (n=x) of visitor economy businesses reported an increase in profit, compared with <month / year>;

· <%> (n=x) of visitor economy businesses reported a decrease in turnover, compared with <month / year>;

· <%> (n=x) of visitor economy businesses reported a decrease in profit, compared with <month / year>.
On average, where businesses chose to share figure, some specific examples included:

· Turnover increased by <%>, with the largest percentage increase being <%>, and the largest percentage decrease being <%>;

· Turnover increased by £XXXX in actual terms;

· Profit increased by <%>; and 

· Profit increased by £XXXX
.

Staffing
· <%> (n=x) of all businesses said they had given staff extra hours:

· <%> (n=x) had given staff between 1 and 10 hours extra

· <%> (n=x) had given staff between 11 and 20 hours extra

· <%> (n=x) had given staff between 21 and 30 hours extra

· <%> (n=x) had given staff between 31 and 40 hours extra

· <%> (n=x) had given staff between 71 and 80 hours extra

· <%> (n=x) had given staff 101 or more hours extra

· <%> of the businesses giving extra staff hours were in the visitor economy: <%> (n=x) had given staff between 1 and 10 hours extra

· <%> (n=x) had given staff between 11 and 20 hours extra

· <%> (n=x) had given staff between 1 and 10 hours extra

· <%> (n=x)  had given staff between 21 and 30 hours extra

· <%> (n=x) had given staff between 71 and 80 hours extra.
Footfall & Booking

· <%> (n=x) of all businesses said ‘<PROJECT TITLE>’ had coincided with an increase in customers and room bookings;

· <%> (n=x) of all businesses said ‘<PROJECT TITLE>’ had coincided with a decrease in customers and room bookings;

· <%> (n=x) of visitor economy businesses said ‘<PROJECT TITLE>’ had coincided with an increase in customers and room bookings;

· <%> (n=x) of visitor economy businesses said ‘<PROJECT TITLE>’ had coincided with a decrease in customers and room bookings.
5.6.2. Arts & Culture Sector and Visitor Sector

Despite the existence of negative impacts on some of the city’s businesses, the overwhelmingly positive impact on most businesses should hopefully be enough to inspire further buy-in from others, especially those operating in the visitor economy. 

<adapt above / expand to give rationale that is project-relevant>
There appears to be a need for a significant “cultural” shift amongst many local businesses, to act in a more entrepreneurial and opportunistic way, and see how closely intertwined the success of the arts and culture, visitor and retail sectors are. Each can benefit from the growth and accomplishments of the other.

<adapt above / expand to give rationale that is project-relevant>

5.7. 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 51, Page 117).
Table 51: SWOT Analysis – Economy
	STRENGTHS OF <PROJECT TITLE> 
	WEAKNESSES OF <PROJECT TITLE> 

	<Insert Strength>

<Insert Strength>

<Insert Strength>
	<Insert Weakness>

<Insert Weakness >

<Insert Weakness >

	OPPORTUNITIES IDENTIFIED BY <PROJECT TITLE> 
	THREATS IDENTIFIED BY <PROJECT TITLE> 

	<Insert Opportunity>

<Insert Opportunity >

<Insert Opportunity >
	<Insert Threat>

<Insert Threat >

<Insert Threat >


� It should be noted that the sample size of visitor economy respondents is small at 18, so results should be treated with caution


� Not all respondents chose to share their % or actual change in turnover and profit, so results should only be used as suggestion of impact in this area.
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