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Crossover Lab structure

It’s impossible to provide a precise timetable for any specific Crossover. While the event has a defined structure and elements are repeated from one lab to another, each one responds to the particular needs of each group of participants. Crossover is tightly scheduled for the first three days; the final two are more open, with participants working together in teams, on ideas that they have chosen with support from mentors.

The principles that inform the design of the lab are: 

· bringing together creative people with different skillsets who wouldn’t normally work together can provide a good source of innovation; 

· media professionals from different sectors of the media industries have a poor understanding of each others’ cultures, languages, working processes; 

· at this early stage in the development of cross-platform content and services, there are very few experts: we can learn from each other;

· developing ideas as ‘concept cars’ is a very effective method of understanding the changing media ecology and adapting to it.

The Lab is in four phases:

· Introductory
· Cross-platform idea generation

· Selection, evaluation, development

· Presentation

The Schedule: Day by Day

Day One: Introductions

Introduction to the Lab, outlining the context of the Lab, the goals structure and process.

Participants and mentors interview and introduce each other to a format.

Reiteration of the brief, which may vary, depending on the focus of the Lab: “the development of conceptual prototypes for groundbreaking cross-platform projects.”

Creativity, collaboration and improvisation

A sequence of exercises to get people to improvise, observe, and think about collaboration and creative processes.

Mapping the territory

The goal of the afternoon session, based on the technique of appreciative enquiry, is to

· identify, share and discuss best practice in innovation

· discuss current and future trends relevant to the themes of the Lab

· build a map of the future ‘mediascape’ identifying certain and uncertain developments

· generate initial ideas for projects.

Day Two: All about ideas

Presentation of pitches from the previous day’s brainstorm.

Value proposition: SRI innovation methodology

We will give an overview of Stanford Research International’s approach to innovation

· developing a value proposition based on Needs, Approach, Benefit, Competition (NABC)

· prepare a value proposition

· getting feedback from a ‘watering-hole’.

User focus, personas and scenarios

Putting users at the centre of any innovation process, from shaping the initial concept through the design, build and implementation phases, is a fundamental requirement in new media development. This session introduces two key techniques: personas and scenarios (or user journeys).

Rapid Brainstorming and Collaborative Idea Generation

Using a series of classic brainstorming techniques we will set the target of generating at least 20 ideas. 

Day Three: Idea market and group selection

After some more structured idea generation, participants work in interdisciplinary teams of between three and five, developing a single idea. At least 50 ideas will have been generated and captured. People are asked to select the most promising and form groups to develop them a little further. 

There are regular ‘watering-holes’: meetings in which teams will pitch their idea to mentors and invited guests for feedback. This process helps to develop, refine and evaluate ideas in a collaborative environment by using feedback from a diverse team to assist in the creative process and the critique of ideas. A key tool for evaluation at this stage is Edward de Bono’s ‘Six Thinking Hats’.

We will also ask teams to ‘swap’ projects and develop another group’s idea for a while.

Day Four: Development and building

On the fourth day, teams continue to develop their projects, building a visualisation or demo to accompany their pitch.

The day is not tightly time-tabled in advance but mentors respond to the different needs of teams, depending on the conceptual and practical issues they encounter in developing their ideas.

Day Five: Development and pitching

Presentation of final concepts to an invited audience including commissioners, publishers and funders.

Evaluation, discussion and proposals for next steps.

