CREATIVE INDUSTRY WORKSHOP

- What is novel is that individual creative production can be tracked and shared… Didi asked what about material culture -- it is not novel that we leave traces but what type of traces and ‘how’ perhaps is new.

- relevance of DE for education and the evolution of schooling... forms of education which are learner driven, where students can get other forms of recognitions outside the school room. Change of the role of teacher into facilitator, importance of peer support and new models of education provision.

- What is economy? GDP is the right measure? What is the role of DE in the future? Carbon allowances? How to use this ‘tracking’ possibility to enable people to monitor their own carbon footprint?

- relationship between DE and Creative Industry. Why creative industry has to be connected to economy? Often economy represents the constrain for creativity. Looking on how to explore DE through creativity?

- Concept of VALUE? Research should evaluate the concept of value, using also people point of view? How to evaluate it?

- Generally use of quantitative ways to measure value.. example number of hints in Youtube video or old research on who is watching TV. Need to introduce the concept of engagement/participation. How to evaluate the quality of participation? How people create value for their life?

- Second life: there are companies that make more money in the virtual world that in the real one. So where is money generated now? E.g. Nike being sold in second life for £1 and people make a lot of money. A whole new economy is developing. Virtual economy.

- As technology is growing really quickly, what is the best way to measure it?

- How can you track how people gain skills? Today MYGUIDE is the number one way for community learning… is there any other way to do it, less intrusive, more fun?

-  How to cover the gap in the continuous changing of professional practice? Also caused by new technologies? Concept of creative learner, everybody has to be a creative learner.. there is a diffuse preoccupation about learning in communities

· Evaluate the relationships among creativity-learning-economy.

2 Section

- How can you evaluate the activities that people do through the technology? Important not to focus only on technology.. How people are using technology? Is the context influencing the way people use technologies?

- Why people do engage? How the existing infrastructures are influencing the way we use technology?

- How people use STS to find the right information?

- What is the methodology? Example Social Technology Unplugged or game played in a pub with common projection, but people don’t know whom they are playing with… observe how people use technology related to a place… is remote technology transforming the way places are perceived?

- What is the role of reviews in the selection of products/services? Relevance of the concept of TRUST and IDENTITY. How big companies are able to answer to users’ feedback? What is the difference between big and SME in DE?

- Potential relevance to track the memory of companies to build cvs, etc.

- Measurement of VALUE.. there are already studies investigating the value of companies in terms of happiness, relationship, etc… how to evaluate this and introduce it in measurements of value?

3rd section

Use of social networking at work, in some companies it is blocked. Balance between positive and negative effects useful to connect quickly with colleagues, less intrusive…  on the other side, loose of time and productivity

Use of second life: public events or meeting, good because more immersive that other forms of remote meetings, use of real voice, moving in the space.. necessity to learn new skills to interact in these kind of spaces. Possibility to have multiple presence in different means. Not substitution of traditional ways, but complementarity. 

Problem of TRUST- how information is used? Fear of intimidation

Balance of use of technologies as social and/or work space… similar to a performance, need to consider the ability of self-presentation and who is the audience

Problem of ownership: example of MYspace that owns the content that you share on line.

Publishing: what can be shared? In America making a chapter of a book available on-line is seen as a possibility to augment the number of people buying the book not in UK

In research: one group made an experiment to put a selection of research outputs online, they feared people taking the content but they did it anyways and the effect was: people getting in touch, more citation and interest.

4th section

notion of how to share content among different platforms: interoperability

Portability if ID from one platform to the other..

How can you understand what is it in an archive? 

Creativity I about finding the right information?

Problem of METADATA; indexic vs diactic? Issue of what to associate with what? For example in the music sector.. you tag music with similar characteristics.. or study of audio characteristics of hits songs, to evaluate potential future hits songs..

RECOMMENDATIONS: recommendations for he purchase/selection of products/services on line is based on backwards.. how to project it? 

WHAT IS THE NEXT STEP IN SEARCH?

Prediction.. what are the elements to look at to understand f a band will succeed? They look at concentration of Myspace selections maybe in few days, or mentioning in blogs… example sales are proportional to how many times a song is reproduced in the radio..

Other issue: the use of VISUALISATION in search.. how to navigate, also for visual impairs.. not only visual then and not only in traditional PC, but also on other devices..

Development of business analysis from demographic into psychografic. How to identify profiles? People accept to be oriented by Google if it is useful..

Problem of STANDARDS, and issue of GOVERNANCE. What is that you should control and why? Why should you try to control if Internet is global? Today control through IP address.. How to study the governance of code?

If you try to control media in a connected environment you loose… people or overcome the control or ignore the content, that becomes irrelevant.

5th section

Exchange: how to sale the offer of a TV programme? How the sharing of TV programmes on line, is affecting sales and audience? How is this affecting programming?

Three levels:

Exchange/sharing for companies: what is the return of it? What is the effect on the company? How this affects the way users use the service?

Exchange/sharing at the community level: example of scalation.. trend in the manga reader communities, to scan and translate the mangas to diffuse them in international markets. It becomes more an issue of reputation, and artists consider it an honour.

Exchange sharing at a personal level: what individuals gai by sharing their personal information? Who is in power to decide what to provide or not? Example information to provide to access a service.. or acceptance of terms and conditions.. who uses the information and how? Problem of NEGOTIATION

6th section

Sector of filming and animation: it is a sector based on individual carriers and frellance work; that’s why belonging to communities become extremely important in particular for learning, up-skilling.

How professionals are selected? Based on networks of friendships? What kind of friendships? 

What level of control from the government in the future?

The funding model is =already changing.. fear of companies to share contents, need to understand the links between different channels lf sales.. radio, internet, dvds…

Relevance of new models of sharing to know what you are buying in advance, enable users to find what they like..

Game multiplayer.. worldcraft game, used to evaluate where is the community of potential buyers (similar to carsharing development).. post code finder

Therefore a scenarios where filming and animation sector is empowered by STS to augment network potentialities, among professionals, companies and users.. to personalise and inform access. 

At the same time there is a risk behind the cheap or free download concept, where some productions are becoming advertising based, losing artistic content and quality. 
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