New Audience Case Study 

Navrang: Bollywood Drive-In

Summary

What: 
Navrang: Bollywood Drive-In – Asian cinema project

When:
1999/2000

Where:
Leicester 

Approach :
To create a Bollywood drive-in event as a focus for growing an a multi-cultural cultural audience for Asian media events

Key features:
Extensive leaflet drop including targeted door to door



Extensive liaison with Asian and local press



Innovative approach to market research – in pop corn

Lessons:

Weekend events would increase attendances 


More cultural sensitivity in the catering would have been advantageous

Impact:
1,200 people attended - 

Funding:
£10,000

This summary has been drawn from the EM Regional Challenge evaluation by Kevin Jackson.

Aims & Objectives

· Profile Indian cinema positively and encourage wider appeal.

· Build on the success of previous ‘Drive-In’ events to feature first ever Bollywood Drive-In.

· Re-establish key partnership with Leicester Promotions – the destination-marketing agency for Leicester – and to identify other key partners for culturally diverse arts.

· Developing new audiences for Indian media events.

Methodology

· 60,000 A5 handbills distributed door-to-door and through strategic outlets.
· A4 and A3 posters produced and displayed at retail outlets, community centres and libraries.
· Extensive press liaison with Asian and mainstream press, including radio, TV and printed media.
· New methods to collect audience data and evaluation were piloted at this event, which resulted in an unusually high response rate of 63%. This was due to the unusual packaging of the questionnaire in a special ‘pop-corn’ package.

Implementation

· NAVRANG set up as an organisation February 1999.
· Applied for funding from EMA August 1999.
· 1st stage payment made to NAVRANG September 1999.
· Evaluation received October 1999.
Outcomes

· Extensive press coverage, both from the Asian networks and the mainstream press.

· 61% of questionnaire respondents found out about the events from Sabras Sound; 29% through BBC Radio Leicester; 6% via Leicester Sound and 4% from Leicester Mercury.

· 92.8% of cars had 4 or more passengers, and 71% of total cars had family occupants. No one came alone.

· 93% were attracted to the event because it was a drive-in movie. 38% were attracted to the fact it was a Bollywood movie.

Project
Attendance
Age
Disability

Bollywood Drive-In
1,200
22% = under 17

15% = 17/ 24

23% = 25/ 34

24% = 35/ 44

11% = 45/ 54

5% = over 55
24%

Lessons Learned

· It was apparent that if the Bollywood night had been held on a weekend evening, the number of people attending would have been far greater (60% of questionnaire respondents).

· The weather was commented on as not being conducive to this type of event. Although there were no statistics to back up this comment, organisers felt that this may have been a contributing factor to fewer people attending than perhaps may have, and that future events would be better suited to being staged during the summer months.

· The food outlets provided for future events should reflect the diversity of the audience (7% of questionnaire respondents).

What Happened Next?

· Navrang have continued to be active within the cultural sector in Leicester, and have been investigating partnerships for a further ‘Drive-In’ event. Navrang are currently in discussion with Nottingham and Nottinghamshire with a view to staging a similar Bollywood Drive-In event in September 2003.

· The 2003 event will address those issues raised by the audience at the 1999 event.

· NAVRANG identified the need for Asian development in Leicester, and may have informed the development of the Peeple Centre.

