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(i)tex, International Theatre Exchange was aiming to promote foreign language drama performances to family audiences and new audiences in the UK. From Lithuania it brought Masquerade, with the Small Theatre of Vilnius, to four venues, aiming to attract new family audiences.

about lead organisation

(i)tex – International Theatre Exchange – was set up in 1997 to promote cultural links between the Baltic states and Britain. Based in London, (i)tex completed its first successful tour of the The Cherry Orchard by the Lithuanian company, Small Theatre of Vilnius, in 1998. (i)tex also wanted to produce new UK work and tour it to theatres in the Baltic states.

background

It is unusual to have a foreign language show (with snow, ice-skating and fireworks) that is accessible for family groups and new attenders. (i)tex had was committed to increasing audience figures for international work. This show is aimed at audiences with children of ten years upwards. The Vilnius company had made previous visits to Derby Playhouse and Gardner Arts Centre, Brighton.

aims of the project

· To further (i)tex’s commitment to bringing the very best of foreign language theatre to the UK and break down preconceptions about `gloomy and poltically didactic’ eastern European theatre

· To assess the specific strategies used to reach target audiences

· To enable (i)tex to assess audience response to the work, thereby informing the venues how to develop their future audiences and how to programme international work

· To monitor the future attendance of the targeted groups through the marketing and ticket pricing strategy

· To establish how responsive the target audiences were in actually booking thereby informing future audience development of the targeted groups.

about the project

Masquerade had various special effects, such as `snow’, flame effects and fireworks, as well as a snowy set and ice-skating. It toured to four venues in late 1999, using surtitles to help audiences follow. 
At the Belfast Festival in Northern Ireland both Masquerade and The Cherry Orchard were performed in the Waterfront Hall. Another new venue for the Small Theatre was Warwick Arts Centre, Coventry. 
The visit to Derby Playhouse was an opportunity for both theatres to reaffirm the relationship forged during the first visit in 1998. The Gardner Arts Centre, Brighton also received a return visit.
All the venues presented pre-show talks and workshops as part of education and outreach programmes, which had been drawn up in consultation with the respective venues. The format for these varied – from an intensive workshop with drama students at the local university to pre-show talks in the auditorium. 
Various marketing methods – press work, promotions and so on – were used to target first-time attenders and family audiences. A photographer visited Vilnius to take advance photos of Masquerade, which were incorporated into publicity by the venues and for general marketing. Direct mail letters were sent to individuals on the venues’ databases and to local schools and colleges. Box office data from ticket sales was monitored by the four venues.

about the audience

· Across all four venues, 5,017 paid to see Masquerade, an average sold seating capacity of 56.5 per cent, with a high of 83 per cent in Belfast and a low of 34 per cent in Brighton

· The average number of people at each of the 20 performances on the tour was 450

· In six performances at Derby Playhouse there were 97 first-attenders (5%) and for one performance box office data reported 72 tickets sold under the theatres’ `family audiences’ offer. The report contains similarly detailed data for Warwick and Brighton, the latter attracting the highest number of new attenders (154 across six performances)

· Although comparisons with the Cherry Orchard tour are difficult – only two venues were involved in the first tour – the marketing company reports a roughly 80 per cent increase in audience size for Masquerade

· With one exception, the pre-show talks were not well attended – audiences usually estimated at between 20 and 50.

outcomes and lessons learned

The tour widened the audience and may have eroded preconceptions about `gloomy’ eastern European theatre. It succeeded in bringing new audiences to international work.

