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“come Judgement Day 

the city would be  

leased out indefinitely 

to Satan to provide 

housing for the Damned” 

2003 



MADE IN 
HULL 

JAN–MAR 



MADE IN HULL 
Curated by Sean McAllister 



BLADE 
by Nayan Kulkarni 





ZIGGY STARDUST 
AND THE SPIDERS 

FROM MARS 

BASIL KIRCHIN 

COUM TRANSMISSIONS 

LILLIAN BILOCCA 



LAND OF GREEN GINGER 
ACT III: THE LONGHILL BURN 



FLOOD 



VOLUNTEERING 



LEARNING & PARTICIPATION 



COMMUNITY ENGAGEMENT 



IMPACT AREA: ARTS & CULTURE 

38% of bookers for  
The Hypocrite were new 
audiences at Hull Truck 

New Existing

For every one event delivered, 
produced or funded by Hull 2017, 

the city staged another 3 

Hull 2017 Non-Hull 2017

During the first three months of 2017… 

9 in 10 residents have attended 
or experienced at least one  
UK City of Culture activity 

Yes No



And 20.1% came from 
outside Hull & East Riding 

Over 420,000 (38.2%) people 
interacted with Blade 

Of which, 50.5% stated Blade was the 
main thing that influenced their visit 

IMPACT AREA: ARTS & CULTURE 

Of the 1.1m people passing through Queen Victoria Square during Blade… 



IMPACT AREA: PLACEMAKING 
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IMPACT AREA: ECONOMY 
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Accommodation & travel 
January – March 2017 vs same period in 2016 
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Over 1 million visits to Hull’s museums & galleries 

during January – August 2017 (+500%) 



IMPACT AREA: SOCIETY & WELLBEING 

80% of Made in Hull audiences said it 
inspired them to talk to people from other 

generations about stories presented. 
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Act I: 7 Alleys Act II: Longhill Burn Act III: Gold Nose of Green
Ginger

Average number of people out of 10 
who felt happier after attending this 

Land of Green Ginger project 



IMPACT AREA: SOCIETY & WELLBEING 

Land of Green Ginger projects have been highly successful in engaging  

residents in Hull’s most deprived communities. 
 

45% of Hull’s population are in the 10% most deprived communities in the UK. 
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IMPACT AREA: SOCIETY & WELLBEING 

Audiences for Acts II & III had a higher percentage of people from these 

communities, by 14% and 18% respectively. 
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Across Acts I, II and III, all Land of Green Ginger projects have connected 

communities and altered attitudes. 

IMPACT AREA: SOCIETY & WELLBEING 

0 1 2 3 4 5 6 7 8 9 10

Had a different experience of the neighbourhood

Feel more connected with the stories and people of Hull

Feel more proud of where you live

Have spoken to people you normally wouldn’t have 

Will attend more arts and culture in the city

Feel more positive towards the area

Average number of people who, as a result of the project… 

Strongly agreed /10 Agreed /10



IMPACT AREA: PARTNERSHIPS 
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Partner awareness amongst  
audiences from Hull & East Riding  

Public & 
Lottery, 
£21.8m 

Trusts & 
Foundations, 

£4.1m 

Corporate, 
£5.6m 

Income 










