ANNEX 3

Entrepreneurial Case
Studies: using animation
as an emotional learning
tool for film production and
entrepreneurs.

Introduction

Animation is a communication media and artistic expression
which can foster emotional intelligence and creativity within
different fields, besides the film industry and the entrepreneurial
world. Such a concept, animation as an emotional learning tool, is
presented and developed within the international module Creative
learning and Animation (Erasmus semester) at VIA University
College in collaboration with The Animation Workshop.

The semester takes place at VIA college during five months,
twice a year, hosting students from all over the world, creating
an international environment with social challenges for the
students and teachers. VIA University College and the Animation
Workshop count on several years of experience educating
students as professionals and entrepreneurs for the film industry,
the educational system and other fields where animation or film
making may be applied to the curricula as a subject or part of one.
Social skills and creativity are crucial for personal development
and growth, in parallel with the technical aspects taught to work
within the film industry.

Towards the end of this particular semester, as part of the
curricula, students face two challenges, a big opportunity to
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apply their knowledge about animation techniques until that
moment, as wel as pedagogic approaches, working in teams
and accomplishing a task given by a local company. A visual
presentation is provided at the end of the challenge/job as a
product to be used by the company/studio, under his policy and
copy rights in previous agreement with the college’s policy.

The challenges may change year to year depending on the
companies contacted and agreements obtained.

On this paper we present two case studies corresponding to the
semester Fall 2015:

1. Food maker. A video promo for the website of a local danish
company.

2. Refugee’s stories. An animated movie is made based on
young refugees’ stories from a local high school.

Both challenges required the use of animation and storytelling to
visualize ideas and perspectives, by following guidelines provided
by the client. We work different target groups and goals, but over
all, the creative process remains the main focus to obtain on one
hand: a physical final product which addresses the company’s
objective; and on the other hand, the personal outcome from the
experiences of the participants of the project.
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Food Maker case study

Introduction

Food maker is a young company based in Arhus (Denmark) with
an ambitious project to encourage people to organize meetings
and learn how to cook. It's a social event to gather people from all
ages and backgrounds to exchange recipes and learn how to eat
healthy. The initiative was created a year ago and aim to expand
all over the country with the desire to become a national social
movement.

They provide a website http://foodmaker.dk/ as a portal to
promote the meetings offering information to make them
happen. There is a group of directors to control the website
and marketing, including some economical support and
practical advice in order to structure the events. These take
place from time to time at different locations, depending on the
organizers’ choice.

They organize the activity by splitting the tasks in four profiles of
participants: the big brain ( director), the raw power ( production
assistants), the looper ( people in charge of the continuity of the
event) and the sweet talker ( the ones who help to disseminate the
information). Food Maker wanted to promote through animated
clips these four profiles and the company to inform and attract new
participants.

The main slogan of the company is having fun by cooking, playing
with food, learning by playing, which suits perfectly with animation
as an attractive media, diverse and very entertaining, especially to
engage with young audiences.

The company and college agreed Food Maker would pick the best
movies and use them at their website and social media.
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Methology

The goal of is to make and deliver an animated movie in two
weeks.

length of film- 30 sec minimum- over one minute is recommended.
Music- free choice, and use of free sources.

Animation technique- mix of media, pixelation, cut out, hand
drawing or clay animation.

Target group- all audiences, especially youngsters (15-30).

Material/software- pc, cameras, paper, plasticine, color pencil,
watercolors, Stop motion Pro, Adobe premier, Adobe photoshop,
Sony Vegas.

The directors of Food Maker have a meeting with the students
and teachers in their classroom to discuss and present the project.
Contact information is provided for further assistance or future
doubts during the process.

Food Maker provided with a series of guidelines for the students
with the description of the company : story about who they are,
logos, website, contact information and references for possible
designs; together with the four profiles. Students have to work
in teams and chose either to make an animation to promote the
company or the four type of participants.

Theres freedom to chose animation technique, music and the
length of the movie.



210

CIAKL I

Students pitching their movie to Food maker team

The class of 17 students is divided in small teams of 3 and 4
members, as they please, in order to work peacefully and have
fun during the experience. At this point students have already had
previous experiences working together which allowed them to get
to know each other and their compatibility to work together.

Animation teachers acted as guides during the creative process
allowing free decision making to the pupils. In this way students
learn to be professional and take responsibility for their choices,
gain confidence to distribute tasks, respect deadlines and be
ready to receive external critiques.

The creative process is divided in three stages of:
preproduction, production and postproduction.

At the end of the activity students pitched their idea in a formal

presentation where they showed the final movie to Food Maker

directors. These gave a constructive critique to each team in
order to improve the movies for their use
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Results

The movies were finished in time with great success. Different
quality levels were observed among all productions, reason why
Food Maker decided different uses for each movie.

The company was very pleased with the results and the
dynamic of the groups. Most of movies are currently in use (see
link below, last view 30/12/2015)

http://foodmaker.dk/1375-2/

Each group felt proud of the final result showing a personal
growth in social skills, communication, work under pressure,
assertive discussions and facing challenges with different
techniques.

The big reward to work on something real with a company raised
the interest and potential of students involved in the activity. They
see their work useful out in the world, that is a big validation to
reinforce and rehearsal future situations in work environments,
productions and project management. Even for those who would
like to be entrepreneurs themselves and start their own companies
or projects.

After this experience they got to know the whole process of a
real production with its limitations and problems solving within
team work and technical issues to face from scratch until the final
render.

Discussion

In order to improve the experience and results it's recommended
to ensure students have what they need to address the companies’
product regarding to material and information.

The company must be clear from the beginning with the
description of the project, what is expected from students, as
wel as with the technical aspects of the movies ( formats, music
rights, aspect ratio and so on), either if students are professional
animators, film makers or not.
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It's very positive to watch and do a follow up of the movies before
they are finished. Invite guest professionals as advisors during the
creative process and in a final evaluation must be considered.

Over all, these activities must be increased during the courses
no matter their length, trying to contact companies and studios to
invite them to college and vice versa. Set visits where students
can see the routine of a regular day in studios or productions. It's
extremely important to start true relationships where pupils see
the connection between what they are learning in college with the
real demands from the market. Furthermore, studios must talk
with colleges and educators to keep any curricula up date, always
connected to real experiences. There must be a flow that comes
and goes from the inside-out academic world, which is as wel, a
business company itself.

Refugee’s case study

Introduction

Due to extreme circumstances, war or poverty, many citizens are
forced to leave their mother land. In times where economic crisis
affects the whole entire world, we face resistance and racism from
the most extreme mind sets. From our educative philosophy using
filmmaking and the pedagogics hand to hand , we try to foster
compassion and emotional intelligence to think, feel and act with
kindness and wisdom. Everybody lives a different story, but same
feelings, dreams, fears and hopes.

Animation students with refugees at Ungdomsskole
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This has been a great case study and opportunity to meet

other kind of students who didn’t decide to leave their country

and families just to get an exciting experience. At Viborg
Ungdomsskole, there are many refugees who arrived from
different countries, circumstances and social backgrounds with the
hope of a new start. At first, they are placed for a period of time

in integration classes, where they learn the official language and
danish culture, as others from their fellows. It's a time of adaptation
and it varies from person to person and his learning process

to pass to another class of different level. Although there is an
estimate frame time to keep the learning flow.

Some of these students didn’t even speak English, for what they
have translators supporting them during the classes. This is a
language barrier which makes difficult the learning and teaching.
Some teachers started to use more visual material such a movies
and animated clips to capture their attention and enhance the
communication as wel as the classes.

The school contacted us to make some movies based on the
stories of these youngsters, formers of a class of 10-12 students
from 15 til 20 years old. They wanted to develop an activity which
could bring students together by learning and playing. Animation
within this context faces the challenge to go through language
barrier and be able to communicate not just thoughts, but feelings
in a very sensitive situation.

For its power as visual metaphor, animation works very well in
such a situation by providing enough tools to express emotions
and tell stories, even when words are hard to say or students don’t
feel comfortable to speak loud.

The goal was to give them a voice and tell their story, as our
students had to visualize and decide what kind of story and how
they could tell it,in such a way that the message of being human,
over all, prevails despite of what make us different. Dreams and
happy memories were the main themes to work on.

The challenge ended up in a big screening of the movies and their
use in the integration classes and website of the school as real
testimonies.
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Methology

The goal of is to make and deliver an animated movie in two
weeks.

length of film- one minute is recommended.
Music- free choice, use of free sources.

Animation technique- mix of media, pixelation, cut out, hand
drawing or clay animation.

Target group- all audiences, especially youngsters (15-30).

Material/software- pc, cameras, paper, plasticine, color pencil,
watercolors, Stop motion Pro, Adobe premier, Adobe photoshop,
Sony Vegas.

The school set up several meetings between the animators and
the refugees to get to know each other. During these meetings
the animators prepared several activities, such as games and
interviews to get familiar with the refugees and feel comfortable in
order to start gradually a dialog. They created a trust environment
with the teachers, from both sides, supervising the whole process.

Students and animators discussing their stories.
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Animators showed some previous work to the refugees to make
them understand clearer what they do and wanted to do with their
stories. Some animated movies related to war and persecution,
from the Film Board of Canada, were shown to the class to
sensitize and create a debate to talk about these issues.

There were 5 groups in total working together with one, two or
three refugees respectively. Each team focused on one theme
preparing a production pipeline to control the time, the activities to
collect personal data, and brainstorm together about the type of
story they would like to do. After collecting enough data, they draw
the storyboard before jumping into production.

Some of the refugees worked on the production stage by using
personal photos, recording their voices and even drawing and
animating some scenes by themselves.

The main animation techniques used were cut out and hand
drawing for their sensibility and aesthetic. External support, like
translators and supervisors, was always provided. Animators
shared their stories and experiences with the young students,
obtaining a very different perspective from preconceived ideas and
prejudices.

All groups worked from different angles: working personal
emotions, relationships, family environment, the journey to an
unknown country and dreams after their arrival to Denmark. The
groups enjoyed more about learning different cultures, living
situations, and traumas through games and making the movies.
They realized they shared more in common despite of their origin.

The project was followed at every step by the teachers, giving
constructive critiques, technical advices and triggering questions to
push further those whose potential could reach better results.

The creative process had the three main stages of any animated
film: preproduction, production and postproduction. The music was
taken into account basically from the very beginning to inspire the
team and be more in control of the movie and time.

Results

The experience was very rich for both sides, despite of some
resistance from a few animators who wanted to work on their
personal story rather than a refugee’s one.

The use of pedagogic games helped the animators to bond with
the refugees enhancing compassion, resilience and tolerance .

They learn to listen and question cultural beliefs, religion and
personal tabus, talking and discussing in a assertive manner. We
see a strong use of animation to reflect on actions, thoughts and
feelings.

Confidence and team work improved to resolve problems and
help each other. In this specific case we appreciated the strength
of animation as an affective communication tool to express very
deep feelings and talk without words through the movement,
colors, and mimic when they didn’'t want to speak.

Either animators as the refugees become more open minded, they
loved the experience to be able to do something meaningful and
useful for the community and themselves.

A screening was organized at the main theater of Ungdomsskole
to show all movies. The experience was very rewarding, a more
relax and fraternal environment full of laughs and illusions to see
themselves, their stories on the big screen.

A refugee drawing and animating one scene with an animator.
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Discussion

Animation is an excellent media to work especially sensitive
matters as this case. As a visual game and the practice itself
of animating and being part of the creative process, helps the
participants to feel useful, fulfilled and happier. It should be
considered within art therapy and regular schools for a creative
and emotional learning since our brains and as human beings
learn and teach using stories.

Final screening at Ungdomsskole.
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INTRODUCTION

| will reflect on the bridge metaphor we frequently use to talk about
the two sides of the creative media industries river: artistry and
management.

In the field of entrepreneurship learning for the creative industries
and media arts, there are several common running misconceptions
that apparently stem from distorted views one field has about the
other.

| will argue that the bridge between entrepreneurship or
management and creativity or spontaneity goes both ways.

When we think that only creative cultures have something to
learn from entrepreneurs and the interest is not mutual we may
need to look more closely at what's happening in state-of-the-art
management studies.

What's more, creativity and good management are not opposing
realities, and both may find benefits in becoming entangled.

The very opposition between systematized and ordered
organizations and creativity or artistry seems to fall apart when we
think of some of the most successful cases in the fields of creative
industries.

When we think of Pixar, should we think of a very well-managed
creative media project or of a very artistic business or enterprise?
When confronted with challenging cases, these stale oppositions
appear to be diminishing either of managers or producers and
artists.

When one aims to make creative media students familiar with
business and management principles, it may be useful to make the
deep gulf once imagined between these two areas look more like
a gentle and peaceful narrow stream that feels natural to cross.
Today | will try to contribute to that picture.

Profiling both worlds

One usual misconception is that competences of creative
media students are antagonistic to business and organization
environments. Common sense, psychology and traditional
management profile artists and creative people as difficult

to manage, unorganized and unable to follow rules. They

are therefore understood as anti-management. What's more
interesting even is that creative students and teachers profile
themselves according to these prejudices. They still find they
are creative persons but not businesspersons or entrepreneurs,
and demonstrate to still thinking these skills and attitudes are
unrelated.

THE OBJECTIVES

This misconception is easily contradicted by the not-yet-declining
interest business people, managers and consultants have

had, since the 1990s, in creativity as an indispensable tool for
innovation and competitiveness.

What's actually at stake, is that while the creative media industries
are trying to get a grip of management and organization—by way
of rational and convergent projects and plans—, the organizational
world is eager, in a world of accelerating change, to conquest the
power of creativity, indispensable for innovation.

Therefore, when one thinks of approaching and bridging creativity
and management for creative media students, it's important

to consider the changes in the field of management: what
transformations took place in the last decades in the modus
operandi, the principles and the goals of management in business
and organizations.

According to Brabandere and Iny (2013), of the Boston Consulting
Group, in a book called Thinking in New Boxes the old ‘convenient
and manageable’ boxes in which organizations kept their realities
are no longer useful for the task of coming up with ideas new
enough for today.
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So, there are obvious benefits to be taken in management
fields from creative, artistic and inventive approaches to some
organizational problems. This is a long known fact.

Creativity + management: similarities and
differences

However, another problem is that even if they are trying to resemble
one another more, the two fields are faced with different challenges:
these changes mean very different things whether you are coming
from creative industries perspective or if you are coming from
business and organizations. But are they really that different?

Similarities

They both present a balance between divergence and convergence,
in that they try to find the most radical departures that can be
controlled and the most innovative ideas that still have controllable
risks; both look for “unfettered and more powerful—yet more
pragmatic and sustainable—creativity” (Brabandere and Iny, 2013).

Concerning the different ways to achieve this bridging, from

a Management perspective one is told that “thinking outside
the box is not enough.” One is encouraged to come up with
new, creative models and ideas, exercise divergent thinking

and inductive lines of thought. The divergent phase of thinking
is seen as fundamental to “see new perspectives and generate
lots of original and hopefully daring ideas” (Brabandere and Iny,
2013). Keywords include Freedom, Courage, Prolific production,
Departures from convention and bold acts of rebellion.

Differently, from a Creative perspective, most of the time,
entrepreneurship teaching for creative people is focused on
planning, analyzing and testing. Convergence and deductive lines
of thought are stimulated.

In sum, these two fields have conflicting and maybe oppositional
recipes for success in innovation.

But in both cases, the challenge is how to foster creativity in a
controlled environment. From our perspective, the departing
question is, then: are management, finance, planning and certainty
always desirable when innovation is the objective? If we turn to
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management theory and research to address the problem, we find
some interesting recent developments.

Returning to profiles and misconceptions: even after admitting
creativity is crucial for innovation, another likely, more challenging,
misconception is that creativity—an ability to come up with new
ideas and models—is in general the only capability creative
industries and media arts students and professionals have which
may help new successful business and organizational endeavors.

I will argue that there are other skills and traits of creative people
and artists that have been increasingly pointed out as potential
game-changing assets for organizations and business strategy
and action. | am focusing on improvisation: a typically artistic and
non-organizational action or behavior that has been reevaluated
as a management strategy.

ORGANIZATIONAL IMPROVISATION

Organizational improvisation is now a new field of study to which
the Creativity and Innovation Management journal (John Wiley &
Sons) recently dedicated a special issue (Vol. 23, No. 4, 2014).

Fields other than the arts have long adopted improvisation as

a subject and method. The top 50 results in two repositories |
visited show that improvisation comes up associated first with
management, then with health and natural sciences (particularly
with neuroscience) and only then with the arts. At least two papers
actually deal with improvisation as a managing strategy for the
creative industries and entrepreneurship.

These studies from the special edition of Creativity and innovation
management on organizational improvisation collectively imply
that the more structured and bureaucratic the organization, the
less likely it is to readapt and respond to scenario changes and
challenges of an evolving and mutable context.

Since the 1990s, organizational improvisation received growing
attention, and was reevaluated as a strategy that may lead to flexi-
bility and success in responding to emergent challenges.

The journal issue on organizational improvisation offers clues on
how to view improvisational attitudes as processes of dealing with
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innovation and creativity in an efficient way and of collecting from
chaotic interactions and uncontrollable dynamics. This issue per-
tains to identify benefits of improvisational strategies.

According to Cunha (Cunha et al., 2014), during most of the twen-
tieth century, improvisation was minimized in organizations theory,
as it was considered to result non-deliberately and in contexts of
poor planning and weak leadership. In the effort to “theorize uncer-
tainty reduction”, organizations theory found a means to eventu-
ally predict and control internal and external factors and achieve
desired certainty. But from the 1990s the idea that organizations
should operate outside the realm of uncertainty became obsolete,
and improvisation was found to have strategic value, allowing
organizations to react to changes midway, instead of detailedly
following previous plans.

Vendelo says: “as the environments become more dynamically
unstable, increasingly hyper-turbulent and hyper-competitive, orga-
nizational improvisation increasingly comes to the fore of analysis
as something that organizations should consider in adapting to
their environments (Vendelo, 2009 apud Cunha et al. 2014, 360).
Therefore, improvisation is seen as functional and organizations
are seen as processes or structures-always-in-the-making (We-
ick). One interesting aspect of what the authors call present-day
complexity-based improvisation is that it is less creative and less
spontaneous than previous forms of improvisation. It is semi-struc-
tured, controlled and well received (instead of invisible, informal,
creative, spontaneous and provocative).

Considering that improvisation has an essential role in the survival
of contemporary organizations, Flach highlights the importance of
previous knowledge of the field in which one is acting for organiza-
tional improvisation to succeed. Comparing it to musical improvisa-
tion, where musicians have great expertise, technical control and
know-how, Flach claims organizational improvisation “follows from
previous learning processes, which require training, discipline,
knowledge and experience. In this way, actions can be successful-
ly executed” (Flach, 375).

IMPROV LAB

A very interesting case-study and experiment is conducted by
Larsen and Bogers, who defend that innovation in large and
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established organizations usually results from improvisation “in the
shadow” (2014, 386-399). The authors take the term improvisation
in its literal theatrical sense, using professional actors in
spontaneous conversational simulations of hypothetical scenarios
inside organizations that elicit innovative responses to risk and
uncertainty.

Brabandere and Iny (op. cit.) describe a similar method (without
an explicit reference to improvisation, however) in meetings with
creative teams in marketing campaigns where new branding
strategies are discussed in sessions of controlled improvisation.
The Improv Lab can work as a method to engage both creative
and management students in entrepreneurial and innovation
thinking and acting.

CONCLUSIONS

The main conclusion here seems to me to be the importance

of preparing creative students for business and organizations
based on their core capabilities and giving them a clear notion of
the ways these might prove efficient in the new market realities.
Creativity comes with a set of skills that make these individuals
more capable to respond to scenario changes and challenges of
an evolving and mutable context.

Only with that clear notion may these students make a profitable
and successful use of other entrepreneurial and management tools
we may provide them with.
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