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4. Place Making

4.1. Introduction
Place Making is one of the key themes of Hull 2017, made up of one aim and its accompanying objectives.
· Aim 4: Improve perceptions of Hull both internally and externally

· Objective 7: Enhance positive media coverage of Hull’s arts and heritage offer
· Objective 8: Increase in Hull residents who are proud to live in Hull and who would speak positively about the city to others
· Objective 9: Improve positive attitudes towards Hull as a place to live, study, visit and do business.
‘<PROJECT TITLE>’ will be evaluated in reference to these aims and objectives, as well as identifying additional outcome areas not covered in the above, but linked to the aims and objectives specific to the project (see Chapter 1).

4.2. Knowledge of Hull UK City of Culture 2017

CCT Members, Artists and audiences were all asked questions that tested their prior knowledge of Hull UK City of Culture:

· <%> (n=x) of CCT responding to the ‘<PROJECT TITLE>’ pre-event CCT survey knew that Hull was UK City of Culture 2017 before they became involved in ‘<PROJECT TITLE>’;
· <%> (n=x) of Artists responding to the ‘<PROJECT TITLE>’ pre-event Artist survey knew that Hull was UK City of Culture 2017 before they became involved in ‘<PROJECT TITLE>’; and

· <%> of audiences responding to the ‘<PROJECT TITLE>’ post-event audience survey knew that ‘<PROJECT TITLE>’ was part of the Hull UK City of Culture 2017.
This data shows that both arts and culture professionals, and the general public choosing to attend arts and cultural events in Hull, have a <high/low> level of awareness of Hull’s UK City of Culture. This suggests that the Marketing & Communications activity in the lead up to 2017 have been <working well/not working well> at promoting the city and its status in <preparation> for delivery year.

4.3. Personal Changes in Perceptions of Hull
<X of X> CCT members and <X> artists had personal connections to Hull, though the extent of these connections varied by individual. <Currently living in Hull> was the most likely connection that people had, whilst <family connections> were also significant.
As a result of this, some members of the CCT and artists already had a <positive/negative> perception of the city. This was reflected in the fact that some were motivated to be involved in ‘<PROJECT TITLE>’ because of <a desire to challenge the more widely held misconceptions about the city.>
Both at pre-delivery stage and post-event <the majority> of CCT members and artists reported that as a result of their involvement in the project they <would/would not> speak more positively about the city to others. 

· <X of X>  CCT members said they would speak about Hull more positively to others at pre-delivery stage;
· <X of X>  CCT members said they would speak about Hull more positively to others post-event;
· <X of X>  artists said they would speak about Hull more positively to others at pre-delivery stage; and
· <X of X> artists said they would speak about Hull more positively to others post-event.

Reasons for these changes linked to <reason>; <reason>; <reason>; and <reason>.
‘Quote.’ 
(Member of CPT)
‘Quote.’ 
(Member of CPT)
‘Quote.’ 
(Artist)
‘Quote.’ 
(Artist)
‘Quote.’ 
(Artist)
Where another answer was provided, it was always that they would not change the way they spoke about the city to others, as they already had a positive perception of it. <adapt or expand>
‘Quote.’ 
(Artist)
Amongst Delivery Partners <X out of the X> stated they would speak <more positively / less positively> about the city as a result of working on ‘<PROJECT TITLE>’. 
This was predominantly caused by <expand>.
Those who stated they would not change how they talked about it said this was the case because they would already have spoken in a positive manner. <adapt or expand>
Audiences also reported how ‘<PROJECT TITLE>’ particularly had opened their eyes to what Hull had to offer:
· <%> of audiences responding to the ‘<PROJECT TITLE>’ post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’; and
· <%> of audiences responding to the ‘In With a Bang’ post-event audience survey strongly agreed or agreed that there was ‘more to Hull than [they] had expected’.
Comparatively, <%> of audience at <COMPARABLE EVENT PRIOR> strongly agreed or agreed that there was ‘more to Hull than [they] had expected’.
The respondents in the Walk and Talk Groups also spoke of how the installation at <location> had caused them to reflect on <expand>.
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
Overall, the Walk and Talk Group respondents spoke of the <emotion type> the event had instilled within them. This had come not only from what they saw and felt as a result of the installations, but also what they felt from the crowds experiencing it alongside them – <expand>.
This was also echoed within the Focus Groups with audience members for ‘<PROJECT TITLE>.’

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
The event had also made them look at their city differently, experiencing it in a new way and even visiting new parts of the city that they had not previously gone to. <adapt or expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
There appeared to be a great sense of excitement about what was already happening in the city in 2017 and what could be. <adapt or expand>
4.4. Changes in Regional and National Perceptions of Hull

As well as having their own perceptions of the city challenged, members of the CCT and artists spoke of their belief that regional and national opinion towards the city was changing as a result of ‘<PROJECT TITLE>.’
<X of X>  CCT members stated agree and the other <X> strongly agree in response to the question:

‘Please mark a point on the scale that best represents your level of agreement with the following statement about <PROJECT TITLE>. 
<PROJECT TITLE> has placed Hull nationally on the arts radar for the coming year.’ 
Equally members of the CCT talked of how there had been a distinct shift in the way that people from within the sector were talking about Hull, relative to how they talked of it pre ‘<PROJECT TITLE>’. <adapt or expand>
‘Quote.’ 
(Member of CPT)
‘Quote.’ 
(Member of CPT)
One Focus Group respondent spoke of how they had been trying for a long time to convince people to think positively about the year. It seemed that with the ‘<PROJECT TITLE>’ event there had suddenly been a distinct shift in attitudes. <adapt or expand>

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
This was echoed by another respondent, referencing the scepticism of people they knew that there would be anything in City of Culture about or for the residents of the city. <adapt or expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
There was a sense that Hull was now being taken seriously by the outside world. <adapt or expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
Across all respondent groups people commented upon the level of positive press and media coverage they had seen in response to the event. <adapt or expand>
4.5. Audience Response 

The CCT and Artists had an aspiration to <what did they want audiences to feel>. In reflecting on the event they felt that this had been a <success/failing> of the project, talking about the <outcome for audiences>; <outcome for audiences>; <outcome for audiences>; and <outcome for audiences>. 
The feedback from audiences seemed to reflect these observations, with discussions of <expand>. 
These generated <X> key themes:

· <Theme 1>
· <Theme 2>
· <Theme 3>
4.5.1. The City as a Stage <Swap for Audience Place Making Theme 1>
Audiences fed back via the Walk and Talk Groups and the Focus Groups that they had been impressed by <expand>. This was seen to:

· <Insight 1>
· <Insight 2>
· <Insight 3>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
4.5.2. Reclaiming the City Centre <Audience Place Making Theme 2>
Focus group respondents expressed their <reaction> about <expand>.
‘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)
4.5.3. Pride <Audience Place Making Theme 3>
Focus Group and Walk and Talk Group respondents, as well as unsolicited emails from attendees, all spoke of the amazing sense of <emotion>  they had felt for the city at ‘<PROJECT TITLE>’, and how they had also seen this emanating from other audience members too.

‘Quote.’ 
(Email: <PROJECT TITLE> Audience)

(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
There was a feeling that <particular installation> had been particularly successful in bringing this out of the public.

‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
One audience member emailed in a poem following <his/her/their> attendance of ‘<PROJECT TITLE>’:

‘Poem.’ 
(Email: <PROJECT TITLE> Audience)
4.6. Media Coverage & Analysis

Cornershop (one of Hull 2017’s PR agencies), utilised TrendKite to undertake an analysis of media coverage and analysis for ‘Where Do We Go From Here’. 
‘Where Do We Go From Here?’ secured over 160 pieces of coverage across print, online and broadcast, which equated to readership of over 326m and an estimated AVE (Advertising Value Equivalent) of more than £401m. 
The majority of coverage generated was from media publications inside the UK, with 104 pieces appearing on UK websites and 14 pieces for the USA. Other countries include Ireland (12 pieces), Canada (2 pieces), Columbia (1 piece), France (1 piece), Ukraine (1 piece), India (1 piece) and South Africa (1 piece). These are mostly articles syndicated by international wires and news feeds. 

The majority of the coverage was flagged as neutral (68%) or positive (31%).
4.6.1. Coverage Highlights

There were 22 newspaper pieces in print.  
Print highlights include: 
· A double-page spread in The New European; 
· A preview in The Observer in a feature titled Five of the best: UK winter light festivals;

· A full-page feature in Yorkshire Post.
4.6.2. Broadcast Highlights
There were more than 59 mentions across TV and radio including, BBC Radio 5 Live, BBC Radio 2, BBC News 24 and ITV1 Yorkshire East.
4.6.3. Online Highlights
There were more than 73 mentions across online news pieces including Aesthetica, Dezeen, The Culture Trip, Creativepool and Blouinartinfo. 
Online highlights include: 

· The project was named as one of Britain's 30 most Christmassy days out for all the family on The Telegraph.
4.6.4. Website Traffic Generated
The www.hull2017.co.uk website received more than 271 click-throughs from online editorial. 

Coverage about Where Do We Go From Here? has been shared over 13,400 times on social media, mostly Facebook, Twitter and LinkedIn.  

A Guardian article by Rachel Cooke titled Hull’s year of culture: ‘We look at our city with new eyes’ was the most shared article on social media with 6,850 shares.
4.7. Social Media Analysis

Social media coverage of ‘Where Do We Go From Here’ has been analysed, utilising Falcon Social. The period looked at ran from 1 November 2017 to 22 January 2018, using the search terms:

· #WhereDoWeGo
· Hull; and

· ‘Where Do We Go From Here?’
Sources searched by the system are Twitter, Instagram, Facebook, Blog & Comments, News, Google + and Forums.

4.7.1. Coverage Volume

Over the 10 week period, which includes ‘Where Do we Go From Here?’ itself and the two weeks following this, there were a total of 377 mentions, representing an average of 5 mentions per day and mentions per hour.

Over the time period analysed, the peak in mentions coincided with the opening of the installation on the 1st December.
Social media channels (86%) were by far the most active generators of mentions, with Blogs & Comments and News generating 14% of mentions with these search phrases. 
4.7.2. Sentiment

Analysis of the mentions made suggests that positive mentions marginally exceeded neutral mentions. The main peaks in positive mentions was at the launch of the installation on the 1 December. 
Comparatively, negative mentions were minimal, with less than 25 mentions being negative across social media platforms. 
4.7.3. Reach

83% of mentions took place in the UK, with 9% in USA and 3% in France. Other countries that appeared to be following proceedings included, Australia, Canada, Indonesia, Spain, Italy, India and Malaysia. 
4.8. SWOT Analysis – Place Making

In order to summarise the key learnings from the above evaluation of Place Making outcomes, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table 40, Page 103).

Table 40: SWOT Analysis – Place Making
	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 >
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