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Project: Bite the Mango Film Festival

Organisation: National Museum of Photography, Film & Television
Region/location: Yorkshire/Bradford
Programme strand: Arts Connect
Financial year: 1998/1999
New Audiences grant: £13,000

Bradford Film aimed to build attendance for African and Asian cinema throughout the year beyond the time-span of the annual Bite the Mango Film Festival. A series of special screenings, including a touring programme were designed to widen the audience base and encourage current attendees of Bollywood cinema to attend other films from Asian and European art house.

about lead organisation

Bradford Film Ltd – BFL is a limited company funded by the British Film Institute, Yorkshire Arts, Bradford Metropolitan Council, West Yorkshire Grants, Europa Cinemas and the European Commission.

BFL raises funds for other film festivals including the Bradford Film Festival and Bradford Animation Festival.

background

Bite the Mango began in 1995 as a 9 day Film Festival celebrating and profiling the work of Asian and African film-makers. The festival is held at the National Museum of Photography, Film and Television in Bradford, a city with a large South Asian and African population. The title covers the broad range of mango growing countries whose films have contributed to the festival. Bite the Mango has become an established brand which has been registered as a trademark.

The project wished to develop the work of the festival by broadening its audience base and establishing a strong attendance for African and Asian films throughout the year. West Yorkshire Arts Marketing had been commissioned to carry out audience research at the 1999 festival. The resulting data was used as the basis for the project.

aims of the project

· To create links with a wider audience and investigate a long-term marketing strategy

· To develop a touring programme

· To encourage Bollywood film audiences to attend other types of film from Asian to European arthouse cinema throughout the year

· To target specific audiences including Asian audiences and women through special events and screenings

about the project

The festival re-launched in March 2000 with a series of themed screenings of Bollywood movies called Eastern Movies. The cinema was given the feel of an Asian bazaar and food was provided by a local restaurant Asian restaurant. 

A Bollywood Newsletter featuring competitions and reviews of film and music was direct mailed to attenders. Film reviews were also written for local newspapers including the Bradford Telegraph and the Argus Asian Eye supplement. Advertisments were placed in a local Urdu newspaper, which also featured an article written in Urdu about the project.

Monthly women women-only screenings were launched in May. Potential audiences were contacted through local community groups that had been identified by earlier surveys. Groups of five or more were also offered discounted tickets as an added incentive. 

The Touring programme began in October. A selection of six short films by Black and Asian film makers were offered to cinemas on a no fee basis. The film toured to venues in Glasgow, London, Inverness, and London as well as to several film festivals including the Welsh International Film Festival, Cork Film Festival and Hull Short Film Festival.

During the project partnerships were established with a local branch of Asda and the Leeds/Bradford Odeon. Asda hosted an open-air Bollywood Drive In Movie in the carpark of their Bradford store. Refreshments were served and the event was advertised in the local press. Bradford Film worked in collaboration with the newly opened Leeds/Bradford Odeon. A programme of Asian films which were promoted through a supplement in the Yorkshire post were run at the cinema.

about the audience

· 1300 tickets were sold for the Bollywood Drive in at Asda
· Estimates suggest that approximately 450 people saw films screened during the touring programme
outcomes and lessons learned

Both Eastern Movies and the women only screenings continued beyond the festival. Eastern movies became a regular feature and films were screened on Fridays, Saturdays and Sundays throughout the year. The women only screenings which initially started on a monthly basis were also extended to fortnightly performances. 

The partnerships with Asda and the Leeds Bradford Odeon were successful. The Drive In Movie did attract large audiences. However, it was an expensive element of the project and therefore difficult to repeat. 

It was felt that the audience research had been useful in helping to determine potential audiences for Asian and Black films.

Project: Bollywood Drive In

Organisation: Navrang / Leicester Promotions
Region/location: East Midlands/Leicester
Programme strand: Regional Challenge
Financial year: 1999/2000
New Audiences grant: £13,415

A Bollywood film was screened at a Leicester drive-in cinema, targeting a culturally diverse audience. Innovative marketing techniques and data collection methods (such as including a questionnaire in a ‘popcorn’ package) supported the project. Video comments were also gathered.

Contact information:

Ranjan Saujani
31 Badminton Road
Leicester LE4 7RQ

phone: 0116 2612327
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Contact information:

Chris Fell
The Town Hall
The Headrow
Leeds LS1 3AD

phone: 0113 247 8389
fax: 0113 247 8494
chris.fell@leeds.gov.uk
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Site by Quail Software Ltd.
About the site | Terms and conditions | Feedback to us 

Project: Interaction 2000

Organisation: Leeds International Film Festival
Region/location: Yorkshire/Leeds
Programme strand: Regional Challenge
Financial year: 1998/1999
New Audiences grant: £4,500

With Interaction 2000, Leeds International Film Festival aimed to explore the under-representation of young Black and Asian people in Leeds in the film festival’s audiences. It set up focus groups and gathered evidence from other organisations, aiming to use the research findings to inform the artistic programming and marketing activity of future festival programmes.

about lead organisation

Leeds International Film Festival (LIFF) is part of Leeds City Council’s Leisure Services Department. The festival programme covers the whole moving image spectrum, from film premieres and archive screenings to film distribution via the internet and video games.

As part of Leeds City Council, the festival works within the council's overall mission: community regeneration, enabling access for diverse groups, promoting the heritage of the city with an active equal opportunities policy.

background

The festival was concerned that Black and Asian young people in Leeds, especially those between 16-18 years, were under-represented in attendance and participation at screenings and events. As an international festival, it has many satellite partners, cinemas and other smaller film festivals that look to it as a guide. The findings of this pilot research could therefore have wider dissemination within the sector as a whole.

aims of the project

· To carry out research during the festival and compare findings against existing evidence from Leeds City Council and research from Leeds Youth Service

· To consider evidence from other partnerships, including other arts organisations

· To work with the research consultant during the Festival to estimate attendance for whole festival and its cultural diversity contingent

· To estimate the cost of attendees and the crossover of the target group

· To look at frequency of attendance

· To undertake focus groups to elicit opinions/perceptions about the festival and the effectiveness of its marketing

· To produce a set of results to inform future targeting

· To use information in preparation for a computerised box office system

about the project

The original intention to undertake the research prior to the 2000 festival had to be revised. Instead, the research was integrated within the period of the event in 2000 and the results informed the 2001 festival. This allowed the team to devise a well structured project, and take account of developments in the festival’s programme that have evolved naturally.

Focus groups were organised and after initial concerns about recruitment, they were all fully subscribed. A consultant for West Yorkshire Arts Marketing compiled a report on the results. 

about the audience

This project was concerned with research and as such did not have an `audience’.

outcomes and lessons learned

LIFF was concerned by the timescale for reporting and implementing recommendations identified by the research and evaluation, as well as the small number of people within the age range – only 2,245 individuals meeting the criteria within Leeds. As a result LIFF included Bradford’s National Museum of Photography, Film and Television by agreeing to test the programme and marketing of Bite The Mango Film Festival (Black and Asian focus). 

Although the delay initially caused concern for LIFF, it felt that in the end this has been positive - the results of this research informed the planning of the festival that took place in October 2001.

Project: SituAsians: Provocative South Asian Cinema

Organisation: Fillum Screen Agency c/o Asian Arts Access
Region/location: East/Luton, Cambridge, Norwich, Leicester, Nottingham, Slough, Southampton.
Programme strand: Diversity
Financial year: 2001/2002
New Audiences grant: £50,000

Fillum Screen Agency aimed to encourage cinemas to introduce diversity into their programmes and to screen South Asian and British Asian films in Cambridge, Ipswich, Luton, Norwich, Southend and Watford. It offered guidance to each cinema on programming, education and marketing, to help develop cross-cultural audiences at minimal risk and cost to six cultural exhibitors. There were three categories of partner: (1) established well-equipped cultural cinemas with some knowledge or experience in screening a diverse product, including Asian films, 2) local authority-led cinema with a considerably smaller screening capacity (technical and programming), and 3) local non-cinema venues with screening equipment, having no experience of film programming.
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Contact information:

Kalwant Ajimal
1 Great Goodwin Drive
Merrow
Guildford GU1 2TX

phone: 01753 571050
fax: 01753 571070
kalwant.ajimal@which....
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Resources

SituAsians: Provocative South Asian Cinema final report
