New Audiences Case Study

Fast + Wide
Summary

What: 
Fast + Wide


When:
1998/9

Where:
 Broadway Media Centre, Nottingham
Approach :
Digital media arts exhibition to launch the organisation into digital arts, diversify the audience for the venue

Key features:
The venture had a dedicated web site which was not used extensively

Challenges:

While the exhibition helped to attract new audiences there was evidence that they were not successful at taking the older traditional gallery audience with them


Short time table for planning 


Insufficient publicity 

Impact:
660 participants 

A significant proportion of new visitors

A significant number of younger visitors

Funding:
£50,000 Regional Challenge Fund

Background 

Broadway had plans to expand into digital arts programming, and this was consistent with current trends in digital and broadcast media production. This was also supported by recommendations from a previous consultancy into the potential for digital media arts programming at Broadway. Broadway Media Centre is best known for its independent cinema programme. It is also an umbrella facility for a wide range of media and digital arts-related organisations, and offers office and workshop facilities. Broadway has occasionally hosted digital media exhibitions in the past. However, Fast + Wide was its most ambitious venture yet.

Fast + Wide 

Fast + Wide was a six-week digital media arts exhibition held at the Broadway Media Centre in Nottingham. The project aimed to increase accessibility to this art form and to encourage those who had not previously experienced it. Younger audiences were particularly targeted
Aims of the project:

· To strengthen Broadway’s identity as a media centre

· To attract at least 10 per cent of existing audiences to see the programme exhibits

· To gauge how the introduction of a digital arts programme would draw new customers, attract younger audiences and offer increased value to existing customers

· To offer a diverse, high quality, accessible programme of digital artwork, which would be of interest to Broadway’s target audiences

· To provide high level technical information and support so that Broadway visitors would familiarise themselves with digital artwork

· To evaluate the role of the Fast + Wide website as a means of promotion

· To assess the market for additional programming such as talks by artists and multi-media courses.

Methodology 

A series of exhibitions were held during the six-week period: 

12x was an exhibition of artists’ CD-ROMs. Five computer workstations were provided. Four CDs were available at any one time, and the selection changed every two weeks. The themes were narration, landscapes and games.

Shift Control was an interactive installation, enabling visitors to compose their own music whilst simultaneously generating images on a large screen.

Please Focus, another interactive installation, consisted of a small booth. Visitors entered the booth, interacted with a machine that mimicked controls for laser weaponry, and questioned the reality/unreality of war images seen on screen.

The Handrail was a sound sculpture that produced musical sounds when touched or stroked. 

CafeBar Screenings ran continuously throughout the project, using a specially installed plasma screen. 

A variety of marketing tools were used such as press releases, a brochure, a specially commissioned website and a leaflet. A club-style event, `Trampoline’, launched the programme. It was organised by a local artists’ group and artists’ videos were screened and live music was played in the CafeBar. Four evening talks were held by different artists.

Impact 

Over the six-week period of the exhibition, an estimated 660 people visited. 51 per cent of respondents to the post-project research were previously unfamiliar with contemporary digital arts. Around 75 per cent found the exhibition exciting and of good quality. 96 per cent expressed an interest in seeing more art of a similar nature. 

16 per cent were visiting Broadway for the first time. 69 per cent were aged 34 years or below. 39 per cent were aged 15 -24 years. 16 per cent were black or Asian.

The programme offered a diverse, accessible programme of digital artwork that was generally enjoyed by gallery visitors. It raised Broadway’s profile in Nottingham, particularly among younger audiences with an interest in digital media arts. The project also filled a gap in the provision of digital media arts in the region, and led to an increase in the numbers of visitors to the Mezzanine Gallery.

It was found however, that digital media arts may have a negative impact on older or more traditional gallery visitors. There were low levels of visitors to the website.

Lesson learned

· The timescale was tight, and this, together with the one-off nature of the funding, imposed logistical challenges, which need to be born in mind for future projects. 
· Some visitors had little prior experience of new technology and needed a high level of support to encourage them to interact with technology-based exhibits. 
· An education programme would be a useful adjunct to any such future programme. 
· For future projects, publicity would need to be sent out earlier, and be placed in more prominent positions. 
· Normal evening cinema screenings should be suspended when a future launch event is held.
