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» Context & Background
* Bournemouth University examples
» Challenges
* Discussion:
 What is creative learning?
* For whom is it creative?
* Why?
* How do we do it?
« Strengths & weaknesses?
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School of Services Management, BU E-
learning strategy 2002

HEFCE FDTLS 2007-10 Teaching &
Learning Creatively

Experiential learning — live & virtual —
mirroring the hybridity of events in practice

BU 2018 Strategy — blended education,
research, professional practice
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“successive Education
Ministers have devalued

reativity

1 . [kree-ey-tiv-i-tee]
th € a rts In a Stru Ctu ra I n. the state or quali? of being creative.
I I The ability to transcend traditional ideas and
W a y W i t h | N t h e to create meaningful new ideas.

curriculum ... the next
generation will be a pale,
posh shadow of the

current one.” https://soundcloud.com/graham-brown-

18 June 2015 — House of Lords debate on martin/five-minutes-with-sir-ken
Economy: Creative Industries. Comment
focused on school education but could it be true
of events education (most probably not of this
audience) but we are certainly suftering the
consequences.

www.bournemouth.ac.uk




B I

Bournemouth
University

Multi-faceted unit to introduce the creative concept of
experiential marketing and to apply its concepts and
principles to events and leisure marketing

The unit develops the scope of the marketing into the realm
of experiences

Developing exciting new ways of delivering content with the
use of online material taking full advantage of the range of
technologies available to modern teaching and learning.

An online core text is used and students are set questions
each week to develop an online Mahara portfolio which
showcases all of their work utilising varied medias

Students also develop and present a Pecha Kucha
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Old Spice

Week 3 - Mahara

Week 3 - Mahara

Experiential Marketing Portfolio

Old Spice Case Study

Ol Spice

Repositioning Strategies
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Sport England Case Study

Choose one segment and write 100 words on a physical activity they
would enjoy and why you have chosen it, bearing in mind the information
you have read about them.

I have chosen “young image-conscious females keeping fitand trim” (Sport

010) aged between 18- K egmentwoulg

Summarise how and why Old Spice repositioned their brand?

The users and the target market of Old spice male grooming products
were of an older generation, which is a smaller segement of the market
Branding had become very boring and old fashioned so Old Spice felt
they needed to rebrand and revitalize their image, to create interest for a
new market segment. They created a shower gel and developed a
campaign using Isaiah Mustafa that went viral (see video). Research was
carried out showing that women tend to buy the body wash products for
the home, often one scent for everyone.) The new campaign therefore
needed to appeal to both males and females. The campaign impacted
both genders and created conversation for both men and women,
because men were wishing they didn't smell like women and looked like
Isaiah Mustafa, and women were wishing their man looked like Isaiah
Mustafa. Tangible repositioning was extremely successful for Old Spice
as the campaign targeted both genders through the same adverts,
cutting costs but still increasing sales dramatically.[y)

Graph 1

Chloe: Motivations and barriers for taking part in sport

m Chioe Al adults

Just enjoy it

To keep fit

To meet with friends

To lose weight

To improwe performance
Competition

To take children

Help with injury/disabilty

Other
Work commitments
Family

Lack of time

How to take a screenshot on Mac - How to - Macworld UK

Market Segmentation, Targeting, and Positioning
lecture

Debbie Ch...5(1).ppt

Details

The Man Your Man Could Smell Like

Chloe: What would make her do more sport?

m Chioe Al aduits

Less busy _mﬂ

Cheaper admission T ]
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Innovation unit aims to provide a critical understanding of
the importance of innovation and the role it plays for market
leadership in a competitive events and leisure environment.

Engagement with industry through the brief and eventual
‘Dragons Den style’ presentation to live local clients

Lectures focus on key innovation concepts and processes,
while seminars are centred on the application of those
concepts and processes to the development of a new
event/new leisure product for the organisation.

Students present their cumulative work resulting in an
innovative event/leisure product through syndicate groups .
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Lecture: Event Design and Venue Selection

Aims & Outcomes of the lecture

o Assessing the relation between event concept and
event design

o Assessing and evaluating the role of the design
domain as process and functional tool

o Discussing the application of design and venue
selection to the assessment for the unit

Learning & Teaching function of the following
case

- Breaking ice, application of theory to case & interaction

www.bournemouth.ac.uk




Designing an experience

experience curve
in your design.
You are designing
a series of event
experiences. So,
there are many
events in every
event.
Choregraphy!
Count how many
experiences are in
the following

Remember the E>

Adapted from E
Event Design: Creating and

Design Principles
(dramatically influence
success)

RN
2

\

Focus

3rown, S (2004 & 2010)

Torn by Johann Lippowitz with Natalie Imbruglia

Scale — matching scale of
activity with venue and ability of
audience/ visitor to see or be
involved

Shape - clear, clean.
Understanding audience/ visitor
psychology

Focus — understand focus
(based on film and theatre
direction), force attention where
required (use blocking & colour)
Timing — accurate timing!
Contract with visitors/audience.
Understanding of attention span.
Build - see event curve

How many experiences can you see?

www.bournemouth.ac.uk
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* Do we need to move from an industrial provider-
designed and directed model of higher education
to a more ecological learner-designed and
managed model of learning? (Jackson 2014)

 Norman Jackson (2014) argues that academics
need to take inspiration from their academic
discipline — is events a discipline or multi-
disciplinary?

« Jackson also argues for Lifewide Learning
(Jackson and Willis 2013) — how well do we
recognise this?



