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Guest curators

In collaboration with the African Studies Centre Leiden University,
the Israeli Embassy, Museum Volkenkunde and Yallah! Yallah! we
have again set up a beautiful and diverse side program.

African Studies Centre

The African Studies Centre at Leiden University celebrated the 60th
anniversary of the independence of many African countries. Together
with the African Studies Centre, we have put together a program in the
cinemas, but as a result of the closing of the cinemas halfway through
the festival, it was decided to screen three recent films online that give
a good picture of Africa today. These films were also made by African
directors.

Embassy of Israel

In collaboration with the cultural department of the Israeli Embassy in
the Netherlands, we managed to bring a number of Israeli films to the
Netherlands. With this program we have tried to give a stage to the
emerging high quality and diverse Israeli cinema in the Netherlands.

Yalla Underground!

FARID ESLAM ’
i

Museum Volkenkunde

Together with the Museum of Ethnology, a film program was curated
around their exhibition ‘Pacific Islands’. This program also had a
substantive side program with talks and snacks in the museum, but
unfortunately it was cancelled halfway through the festival due to the
closure of the cinemas and museums

Yallah! Yallah! presents

With the Yallah! Yallah!-team, we curated a special selection of films
that were shown online and in the cinema. In addition, DJ Imad entered
into a conversation with the Collective about what Yallah! Yallah! is,
what they do during their out of the box dance evenings and what the
link is between a film experience and music.
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LIFF Goes Online

Taking the measures posited by the government and the protocols of the
NVBF into account, we developed diverse scenarios for the festival. The
choice quickly fell on LIFF in a hybrid form, where films would be shown
both online and in film theatres. In this way we strived to fulfil the goals of
the festival. We've also seen great value in having both physical and online
screenings of films during LIFF.

“Screening films online was a whole
different ballgame than what we were used to
playing. But seeing the results it feels like we hit
a homerun. Thanks to our amazing visitors,
volunteers and crew!”

Managing Director
Ratna Lachmansingh

The value of the film festival is not only found in the screening of film,
but also in the atmosphere, the collective experience of the festival-
goers, and the exchange of perspectives and experiences. For the online
variation of the festival we have therefore chosen to make use of the
video-on-demand platform in a different way than had heretofore been
done. More than thirty-five films filled three digital 'theatres” that were
named after historic cinemas in Leiden. After these cinemas had to
close halfway through the festival, a fourth digital theatre was added.
In each digital theatre, like in the physical cinemas, five digital screenings
were held per day with fixed start times and a maximum capacity.

22
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Past year’s screenings were consistently sold out at the Leiden Interna-
tional Film Festival. With the application of the social distancing rules,
the room capacity was reduced to about 25%-30% relative to last year.
A few weeks before the festival began, this capacity was reduced to

a maximum of 30 people per cinema hall. As expected, this led to the
screenings selling out faster than previous years. Festivalgoers that did
not wish or weren't able to visit the cinemas, were able to attend one of
the virtual theatres.

From a program perspective it was especially satisfying to have a

large and varied selection of films available for the online screenings.
Collaboration with sales agents have accomplished an extensive online
film program, which certainly contributed to the positive response we
received from our audience. The fixed times also facilitated engagement
of the public in the digital lobby, where visitors could have online
contact with each other and hunt for easter eggs.

Collective festival experience

For the online visitor, we also wanted to create a collective festival
experience. Using fixed times for the online films, visitors watched the
same films at the same time, and could afterwards start conversations
about these films in the digital lobby. This implementation led to a uniform
and positive interpretation of our online screenings, which we feel have
been as visible and appealing as our regular screenings.
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Education

The educational platform of LIFF is an important pillar of the festival
and has seen an eventful but successful year. Through the educational
platform, the festival tries to educate students in the areas of film tech-
niques, film theory, and media knowledge. We live in a society where
image culture plays a prominent role. With regards to this, LIFF consid-
ers it important to teach students the language of the moving image.
The educational mission is given form in three ways: film screenings for
students during the festival, lessons in image language and film and
media wisdom, and film practice all year round.

Lessons and workshops

Luckily, the annual guest classes, workshops and lesson series at
schools could still take place this year. Schools have become more
aware of the importance of image and media literacy in our strong
digital and image-dominant world. Requests from schools to pay atten-
tion to this are just as diverse as the schools themselves, with requests
for practical workshops, such as making sounds with image fragments
and learning how that is done in films, to guest lessons in Film History,
Visual Language and Media Literacy.

From learning to make short documentary or fiction films to watching
and analysing existing films and going to the cinema, LIFF supports and
advises schools on the best ways to give film, media literacy and visual
language a structural place in the curriculum. It is a positive outcome
that almost all schools LIFF works with continue to do so structurally
throughout the years. In this way the bond between the schools, stu-
dents and the festival becomes stronger and the offer can be tailored
even better.

In addition, the new objectives in Creative Arts lessons for in-depth
research by students have also had a positive effect, and film can be
used as a subject for in-depth research, or in the required disciplines;
Fact versus Fiction, Entertainment versus Engagement, Beauty versus
Ugliness.

Pupil screenings

The local high schools are invited every year during LIFF to come to
the festival for special student performances. Unfortunately, due to the
growing rate of contamination at the start of the new school year and
the limited capacity, this has not continued as in other years, and we
hope that next year it will be possible again to receive the schools at
LIFF itself.
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Order online at:
www. brouwerijproncinl
Langegracht 700 2312 NV Leiden

Or visit the store:
PRONCK
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the perfect pairing of beer and film, you

havae to try every hop, inspect every grain and understand avery yeast in
the world. That seemed like too much work for a beer, so we made this

one. It's fine, it's beer, drink it. Half Measur
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Fifteen years ago we had the dream to make the world's greatest film

We are the Leiden International Film Festival

and this is our beer Half Measures.

festival beer. However, to create
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Publicity & Marketing

The Leiden International Film Festival has been growing every edition
for fourteen years. In recent years, this has resulted in us having to look
for extra locations or extra capacity to welcome all of our visitors. This
year more than ever, we were faced with the limited capacity of our
locations due to the corona measures. This year, our marketing strategy
was therefore based on the following two principles:

1. The limited capacity in the cinemas means that growth in the
amount of attending physical visitors was not possible this year.
2. With the regular and loyal visitors we have built up over the past

fourteen years, the available capacity will also be sold out with
limited marketing.

At the same time, this year also came with new opportunities with our
expansion to the online realm. Festival films could also be watched
online this year, and of course there were less restrictions on capacity
in this online environment. We have therefore focused on three pillars
in the marketing of LIFF 2020:

1. On location: connecting with existing fans from the region.
2. Online: welcoming new visitors and fans.
3. Both: both offline and online visitors are “present” at LIFF.

Halfway through the festival, the physical part of LIFF had to be shut
down completely, which made us extra happy that our marketing
strategy was already mainly based on the online festival. We have never
regarded the online festival as a mediocre replacement for the physical
festival in times of corona, but rather as a full and beautiful addition

to the festival. Our visitors apparently thought so too and the online
festival was a great success. So successful in fact, that the majority of
our visitors indicated that they would also attend to the online festival
when the cinemas are fully open again next year. A nice compliment
for the online festival, and something we will certainly consider for LIFF
2021 in the upcoming months.

Campaign
Using the slogan “No Half Measures” we have deliberately opted for an
exuberant and positive approach for the campaign of our festival this
year. We have jokingly dubbed the festival “edition 14.5” instead of the
15" edition. The campaign was designed by cultural campaign agency
Grotesk, located in Amsterdam. It was the second time that Bureau
Grotesk provided the design for LIFF.
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Focus on online platform

In the October edition of De Filmkrant, an entire section was devoted
to LIFF. This has also been the case in some of the previous years, but
this year we chose not to highlight several parts of the program as we
would usually do, but rather to dedicate all pages to the new online
platform. We did not know at that time that the cinemas would have
to close completely halfway through the festival, but we did know that
our online platform would also give our visitor a full LIFF-experience.

De Filmkrant was not the only place where we mainly focused on

our online platform. The screens in the trains of the Dutch Railways
advertised the online festival, and on a large billboard next to the A4
highway, we placed an advertisement persuading people to attend the
online festival from their own homes.

The online festival was more than a mere place where our films could
be watched. Two other important elements of LIFF have also been
adapted into an online version: firstly, our online cinema lobby where
visitors could meet each other, and secondly, catering to turn your
festival visit into a real night out.

The digital lobby [LIFF Interactive] was a virtual environment in which
visitors could ‘actually’ walk around. People who bought tickets to an
online film could go to the lobby before and after their film screening.
The lobby was projected on all screens in the cinemas, so that the on-
line visitors were in direct contact with the cinema visitors.

The results were clear: 12250 people watched a film or attended an
event online during LIFF.
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DELIFFEROO

Using the name DELIFFEROO, we worked together with various restau-
rants in Leiden, allowing people to order a special take-away or delivery
festival menu, including a voucher for an online film. In doing so, you
received a full evening program of both films and food, delivered to the
comfort of your own couch.

DELIFFEROO
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Visibility in the city

To increase visibility in the city, we chose to implement various physical
promotional expressions throughout Leiden. From flags and posters in
bus shelters, to a huge scaffolding canvas and spotlights projecting the
LIFF logo on the ground: it was impossible to miss the presence of LIFF
in the city this year. In times of corona, it was extra important to show
that LIFF would still take place in today’s circumstances, with adequate
safety measures in the cinema and a complete online program. The
objective of being visible in Leiden has thus been amply achieved.

Visitor profile

. The average LIFF visitor is 45 years old. More than 10% of our
visitors were younger than 25.

. Online films were most often watched with 2 or more people.
In the cinemas, 42% of the visitors attended by themselves.

. 59% of our visitors would also like an online festival component

next year. 41% would not watch online films if they also had the
opportunity to physically visit the cinema.
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Friends & Sponsors

LIFF attaches great importance to cooperation with (cultural) partners
from both within and outside of the film sector and the region. The
many content and business collaborations deepen and diversify the
program, broaden the network and anchor LIFF within the film sector
and the cultural field.

This year the support was extra noticeable and heart-warming. LIFF
is very grateful to all its partners for making the festival possible!
Some of the different partners of LIFF are: Cineville, Cinemas Leiden,
Leiden University, Museum Volkenkunde, KINO, Yallah! Yallah!, the
Israeli Embassy, Pronck Brewery, FlexIT and Studio America.

Media partners who are committed to LIFF: De Filmkrant, LOS, Leiden
Marketing, Sleutelstad.

LIFF Friends & Contributors

Every year, the dedicated support of our LIFF Friends and donors con-
tributes to the creation of a varied, playful programming and a broad
reach of the festival.

Local companies
Visibility of LIFF also got off the ground through the deployment of

local businesses. Examples are patisserie Vinteage that made LIFF
cakes, hospitality partners that provided LIFF menus in combination
with online film tickets and also the successful partnership with the
Pronck beer brewery that developed the delicious festival beer “HALF
MEASURES” for our 14 Y:th edition and with whom we created the LIFF
Pronck Collection award ceremony for short films.

We expect to continue these collaborations in 2021 and are actively
looking for new partners to strengthen and broaden the program and
reach of LIFF.
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Organisation

LIFF was set up this year by a core team consisting of 6 people, 5
interns, 35 crew members, and about 100 volunteers. The team is
divided into several departments, all led by one of the core team
members and the management.

The management, general director Alexander Mouret and business
director Ratna Lachmansingh, together with main programmer Nick
Hortensius, head of publicity and marketing Evert de Vries, coordinator
of production Daan van den Bergh and coordinator of publicity and
marketing Annika Provily, form the core team. The core team is sup-
ported by young students or recent graduates looking for an internship
or work experience at the film festival. This has given LIFF the oppor-
tunity to discover new talent and given the interns the opportunity to
gain work experience and be part of a driven and enthusiastic team.

The core team of six is responsible for setting up the festival. They are
supported by a team of 35 crew members about six months before
the festival. During the festival, more than 100 volunteers will work in
various positions to keep the festival on the right track.

Within the framework of the Cultural Governance Code, Fair Practice
Code and Cultural Diversity Code, this year we have made a brief
inventory of what we as an organization and policy comply with and
where we still have to make changes. Taking into account the financial
weight that these changes can entail, we are doing this step by step.

This year, as part of the professionalization and further development of
the festival, the processes, job descriptions and transfers were recorded,
so that the continuity can be guaranteed even better and the festival
can be further developed organizationally.

The board of Stichting Start, which includes the festival,
consists of:

- Michel Zorge — Chairman

- Hein van Joolen - Secretary

- Gideon Shimshon - Treasurer

- Micheal Roumen - Board member

- Dorieke van Helden - Board member
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Scheltema Leiden, Museum Volkenkunde, Leidse Schouwburg - Stadsgehoorzaal, Filmhuis Wassenaar, De Muze,
Filmtheater Voorschoten, Velvet, Plato, Fast , Eburo communicatie, Kellerfilm, Leiden Parking, Leiden Shorts, Meneer
Jansen, Sabor Sabor, City Hall, In den Bierbengel, Brasserie Groep, De Poort Brasserie ,Tabu, Just Meet, FF Burgers, Bar
Lokaal, Easy Fiets and ALV.

Distributors

A24, Alpha Violet, Antidote Sales, Arti Film, Athena ,BAC FILMS DISTRIBUTION, Charades, Cherry Pickers, Cinéart,
Cinemien, DFW, DI FFA, Disney, EYE, Figa Films, Filmax, Filmbankmedia, Filmfreak, Films Boutique, Filmservice, Imagine,
Intramovies, Kwassa, Lapsis Beeftech, LLC, Media Luna, MKI Sevices Inc., MOOQV, Neon, NTR, Paradiso, Park Circus, POM,
RAMONDA INK SAS, Reason 8, September Film, Sphere Media, Stray Dogs, Telepool, The Festival Agency, The Film Factory,
The Match Factory, The Party Film Sales, The Searchers, Totem Films, Trustnordisk, Universal Pictures International, Utopia
Media LLC, Visit Film and WTFilms.

Colophon
Written by the LIFF-team and designed by Bureau Grotesk.
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