New Audiences Case Study 

BSL Interpreted Screening at Metro Cinema

Summary

What: 
BSL interpretation at Metro Centre, Derby 

When:
2000/2001

Where:
Derby, East Midlands 

Approach :
To build an audience amongst people for whom British Sign Language (BSL) is their first language/ major language and to facilitate access to the cinema for this linguistic minority 

Key features:
Programming mainstream and of general appeal:
Partnership with key players– local  statutory health sector, University of Derby Deaf Support Service Unit

Incorporation of technology – sub titles to help build deaf audiences for foreign language films

Staff training – BSL and Deaf Culture 

Lessons:

Signers need high visibility and to be well lit


Some of the meaning was lost in translation 

Impact:
Now seen as leading cinema for integrated screening 


Attracted 170 attenders at four titles

Funding:
£1,000 from New Audiences

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

Aims & Objectives

· To further develop audiences from the deaf community, particularly those who have BSL as their first language.

· To further establish Metro as a UK example of best practice in BSL integrated cinema screenings and related development work.

· To increase awareness of Derby’s deaf community, and of the city as a strategically important centre for the deaf.

· To increase general awareness of sign language and of the national campaign to achieve legal recognition for sign language as is the case for Welsh and Gaelic.

Methodology

· Establishment of partnerships with key players.

· Appropriate programming to attract target audiences.

· Relevant training for Metro staff.

· Support mechanism of sub-titling to complement BSL screenings.

Implementation

· Local contacts and networks in the deaf community were established for advice on programming and marketing the extra-signed screenings funded by Arts Council England, East Midlands. These included Social Services for the Deaf, Southern Derbyshire Health Authority, Derby University’s Deafness Support Services Unit and Derby Deaf Children’s Society. Consultation and feedback were undertaken on a continual basis by Metro with deaf audiences through questionnaires.

· Films were chosen that had crossover appeal. The chosen films were ‘The Luzhin Defence’, ‘Billy Elliot’, ‘Wonder Boys’ and ‘102 Dalmatians’.

· Two deaf awareness training days were tailored specifically for the cinema staff. Metro also invited Derby Playhouse and Northampton Forum staff to the training days. This training was essential for Metro to get an understanding of deaf culture and for both staff and deaf customers to feel relaxed about basic communication. Metro also ensured that at least one member of staff with Stage 1 BSL was present for signed screenings.

· Metro also promoted its programme of sub-titled films for the deaf, since, even though BSL is usually their first language (especially in Derbyshire), many will have English as their second language. As a result of this, Metro had deaf audience members for Iranian and Japanese films as well as European titles.

Outcomes

· According to ‘Signed Performances in Theatres’ (SPIT), Metro now attracts more deaf customers than any other cinema in the country and actually more than most repertory theatres. Deaf customers travelled from as far field as Buxton, Leicester, Mansfield and Nottingham.

· In order to attract the widest number of deaf customers, and in consultation with Derby Deaf Children’s Society, Metro programmed its first non-school screening for deaf children.

· Attendances were ‘The Luzhin Defence’ (23): ‘Billy Elliot’ (41): ‘Wonder Boys’ (12) and ‘102 Dalmatians’ (88).

Lessons Learned

· Comments were made about the interpretation of specific lines of dialogue that do not ‘translate’ to BSL – and some issues can be lost in translation. There is a danger of interpretation becoming bland and appearing to be ‘withholding information’ in order to keep in time with the film.

· Better lighting and a raised platform for interpreters were needed.

What happened next?

· Following on from the success of the children’s screenings of this project, Metro now programmes bi-monthly screenings for deaf children.

· The project went on to inform Metro’s involvement in the New Audiences-funded Hands Up! project.

