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Cornwall Film

Cornwall Media Focus

Digital Peninsula Network 

University College Falmouth

invite you to

OPEN SPACE: INNOVATION
How can converging media stimulate and inspire Cornwall’s media and ICT sectors?
 
9am to 5.00pm, Monday 18 June
Hall for Cornwall, Lemon Quay, Truro
 
Join us to explore the possibilities offered by new technology and expanding markets for content. How can we create opportunities to build business and support the growth of Cornwall’s media and ICT industry?
 
This event is for YOU to talk about what most excites you about our digital future. It might be IPTV, online distribution and sales, mobile technology, viral marketing, digital archiving, or something else entirely…
 
Tap into the potential of emergent technology. Explore and build on our strengths. Share and discover fresh ideas. Identify new projects and potential partners. Discover ways to innovate your products and projects. Above all, inform and shape Cornwall’s converging media landscape.
 
Come prepared to be surprised, to work hard, and to move things forward. Lunch and inspiration provided.
 
This event will be facilitated by Stephen Hinde.  Stephen works as a freelance consultant specialising in running ‘Innovation and Creativity workshops’ for multi-disciplined groups including Aardman Animation, South-West Screen, British Telecom, Channel 4 and 3CR.  Steve has had a varied and interesting career working with some of the best parts of the computer industry in the world including Hewlett-Packard’s prestigious European research labs: HP Labs Bristol, also IBM, Bull SA, Ian Baron’s Information Technology Plc company, and  MIT in the form of the Internet Telephony Consortium of which he was a founding member.
	Open Space Innovation - List of Attendees 

	
	

	Alistair Davidson 
	alistaird@trurocollege.ac.uk 

	Andreas Sterting
	andrash@mac.com 

	Brian Norris 
	bnorris@btinternet.com 

	Chris Truran
	Chris.Truran@falmouth.ac.uk 

	Christiaan Bayley
	oceanmotionpictures@hotmail.com

	Denzil Monk 
	denzilmonk@tiscali.co.uk

	Doug Dawson 
	locate@mac.com 

	Franki Anderson
	actoflife@hotmail.com

	Gillian Pace 
	gillian-pace@tiscali.co.uk

	Ian Turner
	iturner@cornwall.gov.uk 

	Jake Old 
	jake@sketchanidea.co.uk

	Jessica Smalley
	jessica@digitalpenisula.com

	Joan Beveridge 
	joan@labrys.tv

	Jono Wardle 
	Jono.Wardle@falmouth.ac.uk 

	Mitch Adams
	mitch@threesfilms.co.uk

	Nick Harpley
	nick@satzooma.co.uk

	Patrick Hawkey
	patrick@hawco.fsnet.co.uk 

	Paul Bason 
	Paul.Bason@falmouth.ac.uk 

	Paul Clark 
	paul@packetship.com 

	Ray Bowler
	actoflife@hotmail.com 

	Robert Woolf
	rob@eco-watch.com 

	Sally Crabtree
	sally@tomrickman.co.uk 

	Eddie Rourke
	john@sharkbayfilms.demon.co.uk 

	Shauna Osborne Dowle
	shauna@medialproduction.wanadoo.co.uk 

	Tim Robins 
	timrobins@yahoo.com 

	Pippa Best
	pippa.best@cornwallfilm.com

	Miranda Adams
	office@cornwallfilm.com

	Kathy Perkin
	kathy.perkin@cornwallfilm.com

	Stephen Hinde
	steve@businesswithheart.co.uk 


WHAT ARE CORNWALL’S USPs?

10.30 – 11.30
Facilitator: Rob Woolf
Recorder: Pippa Best

Participants: Chris Truran, Eddie Rourke, Jono Wardle, Andreas Sterting, Doug Dawson.
Summary of meeting:

Environment. Beautiful natural location. How can we combine this with media?

Sustainable media – can we come up with a new approach that values the environment more?

Creative ecology – do we want to develop a TV film production industry that could move beyond the traditional approach and merge that with new technology? Do ‘professionals’ work within Cornwall or tend to base themselves here and work outside Cornwall? Can we encourage these people to contribute to the communities here more?

High population of old people yet a reputation for youthful energy/activities. How tap into the community of old people? They’re rich too. How can we turn  a downward spiral into a upward spiral – how we see retired community as endings not beginnings. Not just those in sheltered homes but the Rod Stewart types – how are they catered for?

University/colleges – great creative talent coming out of there

Way of doing business – more informal approach. Turn up to work in jeans.

Culture.

Creative community and spirituality. 

A way that people are able to collaborate and cross-fertilize across media.

What are the negative USPs that we can identify and reverse – lack of activities all season, perspective of it being a place to retire to, not to bring a vibrant business to or to buy from. Success breeds success. Ecowatch started with birdboxes and has opened up a new market and now have much bigger clients – the same can apply to Cornwall.

Cornwall has the potential to drive media in the UK – how kickstart it? Should we be aiming for mainstream TV or pursuing alternative routes – like the way youth activities are being self distributed, online, digital TV etc.

Are we more engaged with digital media than other areas? Or than people think we are? Chew TV etc. exists. Are we already ahead of the game? How can something like Chew TV compete with Bebo? Do we have a stronger culture for young people than other areas of the UK?

How can the work of UCF help us to overcome parochialism – sharing lectures, helping us to change perceptions and push us to the front of the game? Tremough is a great asset with potential to exploit further. 

Challenge and advantages of working in the Summer – we are dominated by the seasons – is this a USP? We own the Summer. 

Winter activities – indoor cultural activities.

What can we sell (rather than encouraging people to come here for holidays or to relocate)? What are the USPs that we can market to others?

Design? Creative environment grows the most creative people, the best ideas? 

A creative hotbed.

Sustainable design – could we become known for this? Jubilee Wharf. Stranger Magazine. Be at the forefront of something new? Sustainable housing. Leading the way in wave technology.

Images of Cornwall can travel digitally. Share the experience/feeling online. Sharing wildlife images and pictures of Cornwall’s unique environment. Do the images of Cornish villages, surfing etc. work against us?

Tourism initiative that encourages sustainable tourism. We are a tourist location but we speak English.

We market Cornwall well which proves we can market? But do we market the things that could help the digital and ICT industry well – or a digital platform that markets our content and our place? Digital TV? How corral our USPs to make that work?

Fibreoptics – we are still the first point of communication for Europe – it reaches our shores first. But its so expensive to access the cable so how can we exploit that possibility? If we can get this into people’s homes, that could become a real USP – a vision of how the rest of Britain and Europe could be, if we can generate great connectivity.

Access to investment – European money.

Regenerating an industrial place. Are there other examples of where this has happened? 

Oregon has a fantastic reputation for creative industries. Can we twin with places like this?

Prestige of having a UK company internationally – i.e. people in Japan don’t mind if you are in London or in Cornwall. Tax advantages.

Portfolio working. Not nine to five. Self employed and freelance culture.

General challenges:

How can we make it the place to come to buy content? To make content?

Are we selling a mythical idea that it is easy to do business here, and you should come here for the lifestyle? It’s actually quite challenging to do business here

The digital aesthetic – are we trying to compress an old fashioned idea/approach into new media forms? Should we be targeting ‘professionals’ and old school ora whole new community

Youth culture versus ITV Westcountry – are we ahead or behind? Why don’t they promote that culture?

What are the disadvantages of attracting new businesses - are there any opportunities to take advantage of relocators?

How do we build an industry and retain young talent – should leave and come back – how work on projects outside Cornwall? What do students want to do – it’s a struggle to make ends and meet and get TV commissions.

Conclusions:

No answer yet to how converging media can be developed in Cornwall uniquely. But a possible approach is to use the USPs that we have identified (positive and negative) to attract people into us – physically and virtually. We need to develop a reputation that is a specific brand above and beyond the water that surrounds us. One fantastic website or TV programme won’t revolutionise Cornwall, we need to address the whole ecology.

PRACTITIONER NETWORKING

10.30  - 11.30
Facilitator: Nick Harpley

Recorder: Jacob Old

Participants: Ray Bowler, Franki Anderson, Denzil Monk, Alistair Davidson

Sally Crabtree

Summary of meeting:

Experience of Practitioner Networking / Definition of

Skill overlap/butting up versus skills overlap

Collaboration vs competition

Clique issue – not in the gang don’t get the work

Styles of people – some people generate work (produce demand) others fulfil demand

Perhaps too much focus on collaboration with practitioners rather than networking with clients

Organisational issues vs the desires of its membership

Symbiotic relationship between outward looking (getting work) and inward looking (fulfilling demand)

Trust is important for success

Quality important – expectation of quality and means of developing it

Development of ideas important but won’t happen without trust

Broaden experience/discipline – through self criticism

Facilitate safe spaces to allow ideas to develop

Business practice needs re-visioning

Benefits of enhanced quality, increased capacity brought about through collaboration

Quality of life issues within work – creative fulfilment

Discussing the economic model of making a network work

Want to achieve trust, sustainability, resilience.

Is there a model which could encourage creativity and provide a sustainable life for practitioners.

Collaboration – working together

Specialisation of skills

Broadening of experience without specialisation allows better quality outputs

Management

Economic model needs management

Difference between management and ownership

Context of networks: administration required to make it work

Networks are an economically productive process

DPN – should it get work and manage it? Or should it create climate for development among participants?

Business model not necessarily the only model – it’s of the moment

Value of people not the value of services or products

Network need not be based geographically

Separate generating income and distributing profits

How to get information to those who need to act on it

Better communications though technology can create better communication but is not the only way to improve communication.

Useful for group to talk widely about networks of people but it’s a vast subject and requires more detailed conversation. 

DIGITAL ARCHIVING
10.30 – 11.30

Facilitator: Brian Norris

Participants: Patrick Hawkey Joan Beveridge, Paul Bason, Paul Clarke, Tim Robins, Mitch Adams, Shauna Osborne-Dowle

Summary of meeting:

Brian Norris.from Green Park images Archive. Sir Walter Greenwoods legacy 1938, Film producers guild member, based in Polperro/St Austell

Discussing training as a possiblitiy for supporting a new digital archive in relation to Launceston College.

The main cost being incurred in the digital transfer.

Web-based Archive, instant accessability, 

SCRAN Scottish parliament funded archive

Partners and 'The Cornish Archive network'

Two costs, Capital expenditure of setting up a platform, ongoing costs

Up front money sources; unified archive as a business model for Cornwall

How you package an archive subject, how do you priorities what material needs to be transfered to digital.

At present this cost of transfer format telle-cini is passed on to the producer. Is there another model?

Focal 'trade association for archives' problems with I.P.T.V business 

Modle of the British Library as a possible comparison.

The creation of One-Face Internet based Archive with a digital download facility could unite small archives from a vast source,

the greater the catch field the faster the footage of interest will be available on demand.

F.P.7 cross-national boarders funding possibilitys. New You-tube?

Archive rates, new internet rates.

Identify partners to source the funding, workout costs, How much?

Demand market research.

Structural organisation, perhaps based around a university.

Centre of excellence as a training centre/face for industry. 

2012: HOW CAN WE EXPLOIT TECHNOLOGICAL DEVELOPMENTS?

10.30 – 11.30

Facilitator: Ian Turner
Recorder: Ian Turner
Participants: Gillian Pace, Steve Hinde
Infrastructure for Digital TV.

? do we need to broadcast or could we make this an Internet only content on demand service. What prompts this is that broadcast TV is at the start of a deathly decline, so why bother to get onto a dead market .

Positive impact

· Reduced costs – no need for paying Sky, BT e.t.c for broadcast service.

· Innovative approach.

Negative impact

· Could be viewed as just internet services.

From a business perspective how could we take advantage of this

What can we do to support the bid for increased fibre infrastructure. We should be looking for. :-

· Play of Unique angles of Cornwall

· Generating jobs in the economy

· Delivering to a global market place

· Job creation should be high income

· Building on other convergence themes

The sorts of things that could happen by 2012 are

· Unlimited bandwidth

· Broadcast services only need to be for live sessions

· Computer generated content remove the need for some location filming

· Search engines and personal pro-filling make access to increased volumes of information more accurate and timely

What niche could be exploited?

· Virtual production units – does the director need to be on set? 

· Production of local back drops creation of content that could be sold to supplement film produced else where (although ideally we want it produced in Cornwall)

· A Cornwall learning aspect – teaching the language, mining history e.t.c

· A Cornwall film list quality control

· No one will pay for most things , so advertising will be the main source of income. Is there an opportunity for a ‘Ryan Air’ style of advertising creation to support Cornish small businesses.

· Virtual scouting – database of film locations around Cornwall with powerful indexing and searching

· Promotions of local talent live broadcasts of bands, plays, bard ceremony without the cost of satellite 

· Customer feedback –e.g. where do you want the story line to go?

· Cornwall marketing PLC.  The commercial talent and tools to sell local film productions, music bands and basically anything of Cornish origin. This would be a vehicle to support the small businesses that can’t do this for themselves. This could have loads of angles possibly best packaged as made in Cornwall on – line

Commercial / Public tie up

County Council Drivers for looking at Digital TV 

· Reaching the 40 % of the population that will never embrace computers.

· Community engagement.

· Efficiency e.g. use of Tele care technologies to support care at home.

External influences on the council’s use

· Support Cornish businesses who produce content (and not be a subsidised competitor)

· All the different agencies that could make use of this approach – tourism, town & parish councils, creative sector, the list is massive !!

· ? How does this fit with the news paper

The key is to pull together the agenda’s to deliver an integrated solution.

Examples of Stakeholders views that need to be considered

· Cornish content maker community

· Community voluntary sector

· Economic development agencies

An example. An elderly person who has a doctor appointment gets a reminder up as soon as they turn on the t.v. and is prompted press red to book a taxi or use the local hospital service.

A very large number of organisations are talking about or around this subject.

To resolve the issue, the Council and Cornwall Enterprise should organise a session to look towards establishing the outline business case for how the public sectors requirements can support something that the whole of Cornwall can take advantage of. 

Possible sustainability models to be explored

Definitions – 

from a council perspective it’s a cost effective medium to deliver e-services

From the private sector it’s how to establish profitable revenue streams

What about environmentally sustainable

What are the factors that maintain sustainability

· Providing something that is wanted.

· Seen as adding value

· Kept fresh

· Does not need to be profit making, but must be seen as providing good value.

Possible business models

· Council and other public sector use of digital TV is used to pump prime an infrastructure that others can take advantage of.

· the You tube type of approach (peer to peer – anarchy so unlikely to work)

· Cornwall enterprise (or some other body like CUC or Act Now) establishes the overarching body to deliver an integrated framework or keeps the partnership active, deals with editorial control, e.t.c

· Partner with an external Company e.g. Google Cornwall

CORNWALL MEDIA ENGINE

11.30 – 12.30
Facilitator: Paul Clarke

Recorder: Paul Bason

Participants: Miranda Adams, Frank Anderson, Shauna Osborne-Dowle, Brian Norris, Jessica Smalley, Joan Beveridge, Nick Harpley, Gillian Pace, Denzil Monk, Tim Robins, Andreas Sterting, Doug Dawson, Robert Woolf, Patrick Hawkey
Summary of meeting:

A system for producing payment of content 

In past small number of people have been responsible for commissioning contentx

Consumers are traditionally passive

YouTube model sees consumers active in providing and viewing content but is anarchic no quality control and difficult to find material

Ideal is to devolve editorial function to large number of people cf Amazon model where there  are recommendations or where afiliates are paid for referrals also cf Wikipedia - tagging + recommendations may be a mechanism.

Suggestion is for a platform (for Cornwall) where anyone can contribute content and potentially gain income from it (via micropayments).

Technology is in in place - the question is what content is of valuable.

Some services (health council etc) could be subsidised 

Attractive proposition because it allows producers to get some return

The same content can be "discovered" through different routes

What differentiates this is that it will be shaped around the needs of a particular (geographical) community.  Needs to be accessible to as many people as possible.

cornishinorigin.com

Vision is that content woud be multi-platform - STB, PC, mobile etc and mainly video but could be applications too.

Needs some quantification of figures - if to be subsidised need to produce pilot cf Ohmynews in Korea 

Should be needs driven rather than technology driven

Most likely route to seeing this happen is to be driven by public sector, but needs to be open to all.  This may not suit the needs of the council

Current initiatives are quite centralised 

Could be a charity 

Who is the "we" that would be the stakeholders - or how do we get to define this "we"?

Could be an interesting tool for democracy 

cf Plymouth1

NEXT STEPS : Research into technology, funding, audience 

LIST OF POTENTIAL CONTENT/REVENUE SOURCES:

Local govt

Education

Health

Archives

Cornwall TV

Advertising

Subscribers

World Heritage Site

Tourism

Commercial Producers

Special Interest Groups (gardening, artists etc) 

Sport

Youth

Voluntary sector

ATTRACTING AUDIENCES

And keeping established audiences

11.30 - 12.30

Facilitator: Eddie Rourke
Recorder: Eddie on flip chart 
Participants: Jacob Old, Christiaan Bayley, Jono Wardle, Franki Anderson, Mitch Adams, Pippa Best

Audience agendas

Who are the audience?

Personal recommendation

5 minute limit

‘cool’ factor

how can we accommodate different interests?

myspace style site for film companies

google earth and myspace and youtube idea – tour Cornwall  links to flm companies – links to films

A Virtual Cornwall world as marketing tool:
City/town streets true to life – all of Cornwall, part of Cornwall – fly throughs.

Restaurants and companies involved – exist online and offline

Panoramic, live video streams

Show festivals

Tie in with USPs, Archiving, community/services, networking (digital archaeology website, Sea Dragon)

Universal interest – bridges generations and geography

Live theatre – experience online and/or buy tickets

Street scenes – then and now

Projects – stories, house building, farming etc. 

Link areas through virtual transport – create link to Newquay airport

E-commerce – Cornish shopping experience

Drama/advertising – use online ‘events’, ‘experiences’ to sell themselves and market other ‘offline’ activities

Perfect weather – or link to real weather

Seal watch –live feeds – could click into real experience if you wanted

Webcams in pubs (be aware of issues re: identifying people)

Generate virtual money that could be redeemed in Cornwall

Set up meetings/networks

Social uses – like visiting the hospital/doctor/council

e.g. of reebok shoe design on Second Life – design online and then buy it in the real world – making virtual clothing and furniture.

If it’s entirely accurate, what’s the added value – if you can’t create your own life? Do we want validation or escape?

Sell the idea that you can live and work in Cornwall virtually

POETIC FILMS AND FILMIC POETRY

11.30 - 12.30

Facilitator: Sally Crabtree
Recorder: Alistair Davidson
Participants: Ian Turner

Independence and solitary nature of the poet.

Does the poem come first?

What stimulates the poet?

Potentially a huge market – how appeal to the audience? 

Short films – how short?

‘Night Mail’ – poem film

County Council film or poem on website newsletter?

Poems on the underground – sponsorship model

Woods for film poem – writing a creative rap

Film/poetry collaboration for poets and filmmakers
CHEAP DIGITAL MARKETING AND NEW OPPORTUNITIES FOR CORPORATE COMMUNICATIONS
13.30 - 14.30

Facilitators: Mitch Adams, Pippa Best

Recorder: Eddie Rourke, Mitch Adams
Participants: Robert Woolf, Jono Wardle, Jacob Old, Shauna Osborne-Dowle, Gillian Pace, Ray Bowler, Tranki Anderson, Sally Crabtree, Joan Beveridge, Alistair Davidson
Summary of meeting:

Myspace – Events - can contact a wide variety of targeted audiences.

Midnight Drives - Film little video diariess, has a big following, building a new audience base...has a community feeling that draws the audience in...mobile blogs.

Viral marketting -
Cheap to do.  only really work through comedy, social conscience...donate a penny to charity etc, giveaways/ promotions to encourage the spread of the material.

Try to see if it worked...keeping track of who, and how it worked...who sent it on.  Why do certain things work, and others don’t.

Cheap marketing can work out more expensive if you get it wrong...and expensive marketing can have bigger payoffs.  

Use web-stats to see the impact of more traditional marketting.

Look at cost per outcome.

Tricks to keep people on your site so they spend more money.

Google adwords - 
often get a lot of traffic through the page but often doesnt amount to extra trade on the site.

Ebulletins and virtual newsletters/ mailing list.

innocent smoothy model - Bullitens not all about innocent smoothies, but it keeps the brand in peoples head.

Be aware of the laws surrounding this - 
you have to have EXPLICIT consent (ie a tick in a box) to say that they wish to receive newsletters etc.

Links to and from different relevant sites. Google ranking to get your link further up the google results page.  Links =
credits the better established and better reputations of the sites that link you the more credit YOU get.

B4Usearch

zoominfo.com

The biggest shift is that we can now target our desired market, rather than take pot luck.

Information is cheap and easy to access.

EXPANSION OF DESIGN AND ICT COMPANIES AND OPPORTUNITIES TO GET ACCESS TO OTHER DIGITAL MARKETS.

New Opportunites -
Website design and creation to exploit digital marketting .

Creating experiences

marketing and content blur

online theatre:virtual world.

digital world is more like street theatre.

People are open to being diverted and entertained on the internet.

Shorter experiences 

Keep it simple - the smaller the screen.

Text flyer messages

Building communities/traffic by putting film of events on myspace (or IPTV/digital TV)

Film lovers community. -> great place to advertise, in a creative/unusual way.

Remember we filter out anything that seems to sell to us - must be good/useful content in own right.

Poetry by phone - would people be interested in it

Marketing - Sponsorships, giving your product to charities or to communities to help inform people about your products/services

Blogs - good way of getting "word of mouth" approval

Can digital marketing damage your business (newspapers, putting all your adds online)  

Expand into media, do not neglect older ones.

Effective marketing is only as good as your ability to deal with the increase in sales/interest otherwise it can be damaging.

COMMUNITY/SERVICES

13.30 – 14.30

Facilitator: Paul Bason
Recorder: Ian Turner
Participants: Tim Robins, Brian Norris, Paul Clark, Denzil Monk, Nick Harpley

Commercial / Public tie up

County Council Drivers for looking at Digital TV 

· Reaching the 40 % of the population that will never embrace computers.

· Community engagement.

· Efficiency e.g. use of Tele care technologies to support care at home.

External influences on the council’s use

· Support Cornish businesses who produce content (and not be a subsidised competitor)

· All the different agencies that could make use of this approach – tourism, town & parish councils, creative sector, the list is massive !!

· ? How does this fit with the news paper

The key is to pull together the agenda’s to deliver an integrated solution.

Possible models

· Councils use of technology is used to pump prime an infrastructure that others can take advantage of.

· the You tube tube of approach.

· Cornwall enterprise (or some other body like CUC) establishes the overarching body to deliver an integrated framework

Stakeholders views that need to be considered

· Cornish content maker community

· Community voluntary sector

An example. An elderly person who has a doctors appointment gets a reminder up as soon as they turn on the t.v. and is prompted press red to book a taxi or use the local hospital service.

A very large number of organisations are talking about or taking around this subject.

To resolve the issue, the Council and Cornwall Enterprise should organise a session to look towards establishing the outline business case for how the County Councils requirements can support something that the whole of Cornwall can take advantage of

SURF/SKATEBOARDING AS ‘YOUTH CULTURE’ IN CORNWALL: DIGITAL MEDIA OPPORTUNITIES
15.00 – 16.00

Facilitator: Doug Dawson
Recorder: Doug Dawson
Participants: Christiaan Bayley
Film topics which are possibly saleable to a wider market via internet or downloadble.

Not enough being made.
What is being made is not getting out there

Quality may be an issue

What can we do??
There seems to be a way to promote Cornwall through surfing/ skating

This genre of production is generally small scale, due to the subject matter, which requires flexibility.
Problems - distribution Hollywood stranglehold unlikely but possible . . . 

Web-casting channel
Product is out there being made a CORE skateboarding market (Long tail theory)
Weather is a problem in Cornwall so Film not really practical so digital is the way to go
Packaging of product is important but distribution outlets such as shops are a niche market.

Stoked Adventure market
Delivery (free to consumer) advertising revenue access to specialist market 

Cornwall Film could help helping to enable and network 

Other cult film such as Big Wednesday and other Endless Summer

SUSTAINABILITY
15.00 – 16.00

Participants: Paul Bason, Jacob Old, Ian Turner

Sustainability means different things to different people
Need to define how we achieve something that lives beyond the initial investment

· seen as wanted: evolving as required

· is used

· ideally revenue generating, but not necessarily so

· different things to different people measurement of the individual component compared to their impact to the whole

· cost effective working – e.g. open source, sharing IPR with partners (but sell outside)

· keep it fresh

MULTI- MIXED MEDIA OPPORTUNITIES

15.00 – 16.00
Facilitators: Nick Harpley, Joan Beveridge, Paul Clark
Recorder: Pippa Best

Participants: Jono Wardle, Brian Norris, Shauna Osborne-Dowle, Franki Anderson, Tim Robins, Alistair Davidson, Ray Bowler, Gillian Pace, Paul Clark
Summary of meeting: 

New technology offers opportunities to break down barriers via narrative
Different platforms – multiple channels no linear content – going between TV, computers

Different ways of compiling, sharing, experiencing material – a smorgasbord of experiences, material – the Mood Engine

Different ways of experiencing narratives using new platforms? Collaborative experiences – engaging the audience in character development – interactive elements could be part of the Cornish TV series idea

Cornish TV series – how overcome the stereotypes? Or is that what we want? What is the unique content/story that Cornwall can offer?

Series of stories – half hours? At the end, audience decides whether the character lives or dies / ending – soap opera – ongoing story. 

Team writing – different perspectives, generations – representatives of different worlds – i.e. agricultural, fishing, older, younger – inform the story. The purpose would be to provide employment for everyone – and support the delivery of other developmental agencies.

Chaingang series on radio – each episode is written by different writers – like Eastenders – a kind of game of consequences.

Soap operas are character oriented. Could we have a story that was location oriented – i.e. fishing, tin mine etc. pasty making industry – are there pasty wars? Champion pasty crimpers…!

Italian radio show that was loved so much that everyone stopped in their cars to listen to it – it ran and ran, and the audience didn’t want it to stop. An Italian guy in jail running a radio show from jail in America, on death row – playing music that tells his life story. When he was supposed to die at the end of the series, the audience rebelled and he had to escape as they wouldn’t let him die off – so the audience really engaged and informed the story.  A possible ongoing thread for a story – of running away?

Can all choices ultimately bring us back to the same point? Set up a structure that you can then play with. Russel T Davies gives a premise to a writer, some structure (I want an episode set in New York with daleks and pigs) with which to do something creative. Can veer off away from traditional Doctor Who to do something a bit different and the audience will go with it. 

So if the structure is experimental, then it needs some stability, a thread running through. Can something be both non-linear and linear??

People can compete to email in what should happen – no more than 100 words. And shoot it for the following week. Star Trek asked fans to send in suggestions.

One film as hub – take those characters and use them elsewhere. Or different perspectives of  one event.  Murder mystery. Twin Peaks. 

Ten minutes more practical? There are no traditional broadcast slots, so where else could it go? On demand model or online TV is all much more possible – can happen as part of the experience – rather than having to wait a week. 

A real time game – using mobile devices – getting parts of the story as you move around.

Poetry on mobiles as you move – as you hear it as part of a performance. Similarly, interact with story in the same space?

Crossover with real world – reality show – the Baker is in the story and also really there. 

People can vote characters off? Phone in to say what they want to happen, and then choose from these – they pay to phone in. 

People can play. How can they be involved and have real control over content?

We don’t want Emmerdale.

Annotated reality. Add personal notes to particular places – linking with GPS, tagging locations with barcodes that a mobile can then look at and get some info about it. Could use that to develop interactive stories – clues dotted around the space that people can pick up as well as link into inform the story. User contributed content can also comment on the activity – and this could also be put into the physical space – not on a wall but in a virtual space. Potentially great marketing possibilities – and everyone wants to be in it – and to share with the experience.

Is it possible without editorial influence – picked at random? Could stimulate some really creative and interesting ideas.

Actors – audio files and images sent to a central computer from real people. Real coastguards informing a sea rescue plot or an actor. Or reality elements also coming in as backdrop or pivotal to the plot. Can the audience help to avert a disaster taking place? Both real and fictional? Blur the boundaries.

What if you text an actor as they perform? And influence the action that way?

How get British people to engage with these untraditional forms? Would people engage ‘naturally’ with dramatic activities  or would they not?

Be aware of the rules set up by existing unions if using non –actors etc.

Is it possible to have a project funded to the level of Doc Martin that really thinks about what a Cornish audience wants – and how they can own it. Do we feel that Doc Martin belongs to us? Want audience participation but within limits. What is the writers role in this – design by committee? Create a bottom structure and ‘extras’ can be fluid. User contributed stuff  separated from the broadcast quality stuff. More than broadcasting a particular project, they want projects that work on all sorts of platforms – like the interactive element of Spooks – amazing achievement using just two channels. Can Cornwall develop something with equally innovative add-ons that will draw the broadcasters to us. 

Run a parallel experiment to a series that is soon to be shooting in Cornwall – as a project, run a Cornish team alongside the ‘main’ team to see what sort of stories come through that are different – keep both on their toes and in communion… Adding a local flavour to what already exists and has been commissioned? As a separate project, we consider what the alternatives might be to the stereotypes – create our own voice alongside. “The Cornish Choice” in the same way as you have “ The Director’s Choice”.   

Cheltenham Screenwriters Festival – has a competition to find another screenwriter to join the Echo Beach team – is this another way in? Do the same thing differently or augment it using a different platform/format – steer it in the right direction… 

Could there be a third layer – Tony Jordan doing the drama and the fake ‘reality behind the scenes’ show – could we propose a third? Watch all or both?

Recording stories that then stay online for a long time – a great archive that then exists for generation to come – hear your great grandmother reading a story. Journals of Nelson, Scott, Bronte – an opportunity to use audio from journals that is then tagged to a particular area and people experience the story there.

Is there a story based around Cornwall, that you can only listen to in certain places – have to move from Truro, to Liskeard to wherever, in order to experience the whole story – a kind of treasure hunt. Not interactive in terms of audience informing the story, but it engages people within a space, physically – i.e. on the tube, a story as you move along. 

What could be done with interesting confluences of stuff out of random media coming together – i.e. sound effects, text, song, music, image, photograph, cartoon drawings, films? Fragments can be built into a software programme – people enter content into the Mood Engine that it then sorts – i.e. an artist might put in a bassline, a seagull squawk, and then tag it with particular mood(s) – these fragments are then sorted into a stream. The user can play with the material and turn this into scenes or mini movies. You could really engage and edit a  whole sequence together and get stuck in, or you can just press one button and it could give you an experience based on keywords that content has been tagged with. A kind of ‘jamming’ experience. Is the output or the experience of making the output the art? Both. An art lava lamp… It needs to be fed with a basket of random content. Taking advantage of the happy accident. Important to ensure that artists felt they were getting something out of it if they are contributing content – artists could have their own space like a my space page, so if you like it, you can see what else that artist has done. 

There’s interest in a Cornish soap…

FEEDBACK - QUESTIONNAIRE
Of the 21 respondents to the questionnaire:
12 thought the event was excellent, 8 thought the event was good, 1 thought the event was OK, 0 thought the event was not useful.
Stand-out discussions/ideas highlighted by several people in questionnaires were digital archiving, Cornish media engine/digital TV/Cornwall TV, community services and content, and practitioner networking. Other areas highlighted were sustainability, a Cornwall soap opera, collaboration, creative use of current/emerging media for marketing, planning a surf/skate film, creating a Virtual Cornwall, The Mood Engine, mixed multimedia and developing digital technologies.
Suggested future plans included a clear desire for more open space/networking events, potentially including funders. Other events/training ideas highlighted were a conference on Cornwall digital media futures – including the public sector, technical courses, team screenwriting, a media centre, a producer/supplier showcase event, archiving, marketing and advertising, and a poetic film workshop.
Everyone said that they had met at least one new person that they hope to work or play with in the future.

THE RED DOT TEST
The ideas/phrases with the greatest numbers of red dots (when participants were asked to highlight which key ideas should be pursued) were: 
4: 

Cornwall Media Engine

A system for producing payment for content

Creating experiences

Online theatre: a virtual world

Digital Archiving – identify partners; need new organisation – JV commercial/university?

Cornwall’s USPs – innovation/leadership

3:

Niche/special interest groups as content/revenue sources

Cornwall TV

User filters out ‘sales’, so content must be powerful in its own right

Cornwall’s USPs – Environment

Cornwall’s potential to drive media – pursuing alternative routes to TV

Attracting audiences (and keeping established audiences)

Virtual Cornwall worlds

Useful to discuss networking, but vast subject requires further conversation

Mood Engine

CCC session to look at community services/Cornwall TV

Sustainability

	THE RED DOT TEST
	

	
	

	SUBJECT / PHRASE:
	No. of dots

	
	

	CORNWALL MEDIA ENGINE
	

	Cornwall Media Engine
	4

	A system for producing payment for content
	4

	Niche/special interest groups as content/revenue sources
	3

	Cornwall TV 
	3

	List of potential content/revenue sources
	2

	Cornwall TV should be needs driven rather than technology driven
	1

	Same content can be discovered through different routes
	1

	Who is the 'we' who would be stakeholders - how define this
	1

	Structural organisation , perhaps based around a university - centre of excellence as a training centre/face for industry
	1

	
	

	CHEAP DIGITAL MARKETING AND NEW OPPORTUNITIES FOR CORPORATE COMMUNICATIONS

	Creating experiences
	4

	Online theatre: virtual world
	4

	user filters out 'sales' - content must be good/useful in own right
	3

	Use web stats to keep track of what marketing works/doesn't
	2

	Be aware of consent laws to receive newsletters
	1

	Web links are important
	1

	Midnight Drives website as model for innovative film marketing/community dev
	1

	Film lovers community
	1

	The biggest technological shift is we can cut costs by only targeting our market
	1

	Building communities/traffic by putting film of events on myspace or cornwall TV
	1

	Bluetooth messages from bank really annoyed people
	1

	Virals - creative - comedy, social conscience, giveaways linked to sending emails on
	1

	Sponsorship - a different sort of marketing
	1

	Engendering participation
	1

	
	

	DIGITAL ARCHIVING
	

	Identify partners
	4

	Need new organisation - JV commercial/university?
	4

	Web based archive - instant accessibility
	2

	Centre of excellence - training?
	2

	Create new content
	2

	Archives
	1

	Demand - market research
	1

	FP7 cross national borders funding possibilites - new YouTube?
	1

	
	

	CORNWALL'S USPS
	

	Innovation/leadership
	4

	Environment
	3

	Cornwall's potential to drive media - pursuing alternative routes to TV
	3

	Seasons dominate - two identities (Summer and Winter)
	2

	Content
	2

	Creativity/Design
	2

	Creative community and spirituality
	2

	Cultural (youth) - reversing the trend of aging population
	1

	Culture
	1

	exploit where we are ahead in digital media - i.e.Chew TV
	1

	Access to investment - European money
	1

	regenerating an industrial place
	1

	
	

	ATTRACTING AUDIENCES 
	

	Attracting audiences (and keeping established audiences)
	3

	Virtual Cornwall world
	3

	Show festivals - virtual cornwall
	2

	City/town streets true to life - virtual cornwall
	1

	Live theatre - virtual cornwall
	1

	Projects - stories, house building, farming etc. - virtual cornwall
	1

	Audience agendas
	1

	Who are the audience?
	1

	How can we accommodate different interests?
	1

	Cool' factor
	1

	
	

	PRACTITIONER NETWORKING
	

	Useful for group to talk widely about networks of people but it’s a vast subject and requires more detailed conversation
	3

	Business practice needs revisioning
	2

	Development of ideas important, won't happen without trust
	2

	Faciliate safe spaces to allow ideas to devleop
	1

	Discuss the economic model of making a network work
	1

	Difference between management and ownership (of a network)
	1

	Collaboration vs Competition
	1

	
	

	MULTI- MIXED MEDIA OPPORTUNITIES
	

	Mood Engine
	3

	Team writing - across community
	2

	TV series - not stereotyped
	2

	Annotated reality
	2

	Within limits (include audience)
	1

	Multiplatform
	1

	
	

	COMMUNITY/SERVICES
	

	CCC session to look at community services/Cornwall TV
	3

	Cornwall TV as a tool for democracy
	2

	Local govmt as a content/revenue source for Cornwall TV
	1

	An event?
	1

	Support Cornish businesses who produce content
	1

	
	

	SUSTAINABILITY
	3

	
	

	SURF/SKATEBOARDING AS ‘YOUTH CULTURE’ IN CORNWALL: DIGITAL MEDIA OPPORTUNITIES

	Surf/Skate films - quality may be an issue
	1

	
	

	2012
	

	Virtual scouting - database of film locations around Cornwall with powerful indexing and searching
	1


With many thanks to Stephen Hinde, Miranda Adams, Kathy Perkin, Nick Harpley, Jessica Smalley and all the Open Space: Innovation participants. 

For more information, contact

Pippa Best 
Project Director

Cornwall Film
73 Lemon Street
Truro TR1 2PN
Tel: 01872 240 900
Fax: 01872 240 941
www.cornwallfilm.com
office@cornwallfilm.com 
 

The Cornwall Film AVIS-D Project is financed by the European Union, and is a partnership of South West Screen, Cornwall County Council and Penwith District Council. Innovation in Digital Media is supported by the Rural Cornwall and Isles of Scilly Partnership and the SW Regional Development Agency. Our partners in the Innovation in Digital Media project include Digital Peninsula Network, University College Falmouth, Business Link and Act Now.
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