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6. Society & Wellbeing

6.1. Introduction
Society & Wellbeing is one of the key themes of Hull 2017, made up of two aims and their accompanying objectives:

· Aim 7: Improve wellbeing through engagement and participation

· Objective 13: Engage volunteers from Hull and beyond through the Volunteering Programme

· Objective 14: Increase levels of happiness and enjoyment as a result of engaging with the arts and culture

· Objective 15: Increase levels of confidence and community cohesion among local audiences and participants

· Aim 8: Increase aspirations, abilities and knowledge of residents 

· Objective 17: Delivery of training and development opportunities to local residents through arts and culture initiatives.

‘<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).
6.2. Value Statements About ‘<PROJECT TITLE>’
Audiences were asked to rate ‘<PROJECT TITLE>’ against a variety of value statements, some that linked to a society and wellbeing (see Table 52). Other value statements have been dealt with in preceding chapters.
These have been compared to audience feedback at similar events: <EVENT 1> and <EVENT 2>.
‘<PROJECT TITLE>’, seems to have been particularly successful in <value statement>, <value statement>, <value statement>, and sparking a <value statement>
· Nearly all audience members stated ‘<PROJECT TITLE>’ gave everyone the chance to share and celebrate together (<%> vs. <%> for <EVENT 1> and <%> for <EVENT 2>);
· Nearly all audience members stated ‘<PROJECT TITLE>’ placed the community at the centre (<%> vs. <%> for <EVENT 1> and <%> for <EVENT 2>); and
· Nearly all audience members stated ‘<PROJECT TITLE>’ made them feel more connected to the stories of Hull and its people (<%> vs. <%> for <EVENT 1> and <%> for <EVENT 2>). 
<Update value statements above as required>

<EVENT 1>, appears to have been more successful than ‘<PROJECT TITLE>’ in <value statement> with (<%> vs. <%> respectively). <Expand with explanation>
<Offer a further comparison or insight>
This suggests that <insert rationale>
Table 52: Value Statements – Strongly Agree or Agree

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

	…was an enjoyable experience
	<%>
	<%>
	<%>

	…gave everyone the chance to share and celebrate together
	<%>
	<%>
	<%>

	…placed the community at the centre
	<%>
	<%>
	<%>

	…gave me the opportunity to interact with other people who I wouldn’t have normally interacted with
	<%>
	<%>
	<%>

	…made me think positively about people from other generations
	<%>
	<%>
	<%>

	…has made me think that getting involved in a project as a volunteer looks like fun
	<%>
	<%>
	<%>

	…made me feel more connected to the stories of Hull and its people
	<%>
	<%>
	<%>


Feedback from the Focus Groups provided some context to these responses with a sense that <expand>.
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Equally, Delivery Partners who attended the event, gave ‘<PROJECT TITLE>’ high ratings against the same statements:
· ‘<PROJECT TITLE> gave everyone the chance to share and celebrate together’: <%> (n=x) strongly agreed with this statement;
· ‘<PROJECT TITLE> was an enjoyable experience’: <%> (n=x) strongly agreed with this statement;

· ‘<PROJECT TITLE> made me feel more connected to Hull and its people’: <%> (n=x) strongly agreed or agreed with this statement;
· ‘<PROJECT TITLE> placed the community at the centre’: <%> (n=x)  strongly agreed with this statement;
· ‘<PROJECT TITLE> gave me the opportunity to interact with other people who I wouldn’t have normally interacted with’: <%> (n=x) strongly agreed with this statement; and
· ‘<PROJECT TITLE> made me think positively about people from other generations’: <%> (n=x) strongly agreed or agreed with this statement.
In terms of the level of agreement with the different statements, when comparing a range of demographic factors, it is important to note that there was a significantly <higher/lower> level of agreement with some statements from certain demographics (see Table 53). These findings suggest:
· <Insight 1>: <expand>

· <Insight 2>: <expand>

· <Insight 3>: <expand>
6.2.1. Emotional Response

The exploration of <emotional response / or alternative theme> to ‘<PROJECT TITLE>’ provides further insight into why people gave the scores they did to the value statements in Table 53. 

When being asked to describe ‘<PROJECT TITLE>’, Focus Group respondents <expand>. However, there was universal agreement that it <expand>.
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Table 53: Value Statements – Strongly Agree or Agree

	‘<PROJECT TITLE>…
	Age
	Gender
	Area of Residence
	Deprivation

	…has made me think more positively about people from other generations
	16-34 years <(%)>
35-54 years <(%)>
55+ years <(%)>
	N/A
	Hull residents <(%)>
East Riding residents <(%)>
Other UK residents <(%)>
	N/A

	…placed the community at the centre
	16-34 years <(%)>
35-54 years <(%)>
55+ years <(%)>
	Female <(%)>
Male <(%)>
	N/A
	N/A

	…gave me the opportunity to interact with other people who I wouldn’t have normally interacted with
	16-34 years <(%)>
35-54 years <(%)>
55+ years <(%)>
	N/A
	Hull residents <(%)>
East Riding residents
<(%)>
Other UK residents 
<(%)>
	Most deprived <(%)>
2nd Most deprived <(%)>
Least deprived <(%)>

	…has made me think that getting involved in a project as a volunteer looks like fun
	N/A
	N/A
	Hull residents <(%)>
East Riding residents
<(%)>
Other UK residents 
<(%)>
	N/A


Among the Walk and Talk Group respondents, the three principal emotional responses were:

· <emotion>;
· <emotion>; and
· <emotion>.
Table 54 and Figure 5 show the full range of emotional responses experienced at <each installation>. 

Across the event, these emotions created <expand>
<Specific example> 

‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
Within the Focus Groups, this sentiment was echoed.

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Table 54: Emotional Response to ‘<PROJECT TITLE>’
	INSTALLATION SITE
	HAPPI-NESS
	FEAR
	ANTICI-PATION
	DISGUST
	SADNESS
	ANGER
	SURPRISE
	TRUST
	TOTAL

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	<Installation location>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>

	TOTAL
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	<X>
	


Figure 5: Emotional Responses by Installation Location

<Insert bar chart>
<Specific example> 

‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
<Specific example> 

‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
6.2.2. Atmosphere & Shared Celebration <Or alternative theme>
Focus groups respondent reflected on <expand>, as well as <expand around a value statement>.

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
<What was the impact of this?>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
This idea of <theme> was explored further within the Focus Groups when looking at the value statements from the audience survey. 
The statement ‘<PROJECT TITLE> gave people the opportunity to share and celebrate together’ was the principal value statement selected by group members, which again linked back to the emotion of the event.

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
 ‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Equally, ‘<PROJECT TITLE> was an enjoyable experience’ was selected by many respondents within the group as one they most associated with their experience of the event.

<Specific example of installation that did this> 
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
6.2.3. Anticipation for Year Ahead <Or alternative theme>
Audiences, via email, the Walk and Talk Groups and Focus Groups, spoke of how ‘<PROJECT TITLE>’ had <expand>. 

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Email: <PROJECT TITLE> Audience)
One focus group respondent also talked of <expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
6.2.4. Personal Memories <Or alternative theme>
A number of the ‘<PROJECT TITLE>’ installations also brought up personal memories amongst respondents. These were recounted both amongst focus groups respondents and those taking part in the Walk and Talk groups (see Chapter 3, section 3.3).
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
6.2.5. Intergenerational Communications <Or variation theme>
The event, as well as <encouraging people to do further research into the history that was presented in the artworks>, also <expand>. This was reflected in the audience survey, where <%> of audiences agreed or strongly agreed that ‘<PROJECT TITLE>’ had inspired them to talk to people from other generations about the stories presented (see Chapter 3, section 3.3.1). 
It was also discussed amongst respondents in the focus groups.

‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Equally, many people had <expand>
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
6.2.6. Community Cohesion & Interaction <Or variation theme>
In addition to discussions about intergenerational communications, Focus Group respondents also talked of how ‘<PROJECT TITLE> made me feel connected to Hull and its people’ and ‘<PROJECT TITLE> gave me the opportunity to interact with other people who I wouldn’t have normally interacted with.’
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Focus Group Respondent: <PROJECT TITLE> Audience)
Some of the installations had also made respondents in the Walk and Talk Groups reflect on the experience of others, as well as reference other times in their own lives where they had faced <insert specific issue>.
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
Other installations had presented the importance of people working together and finding commonalities, as opposed to focusing on our differences. <Expand>
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
‘Quote.’ 
(Walk & Talk Group Respondent: <PROJECT TITLE> Audience)
6.3. SWOT Analysis – Society & Wellbeing
In order to summarise the key learnings from the above evaluation of Society & Wellbeing outcomes, the key strengths, weaknesses, opportunities and threats have been identified and placed within a SWOT Analysis (see Table 55, Page 133). 

Table 55: SWOT Analysis – Society & Wellbeing

	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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