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1. What will we achieve in this Whirlwind Lab?  What themes are we building, exploring or developing? 

The aims of our Whirlwind Labs™ are to generate ideas and to introduce some of our processes of co-design, co-creation and 
co-production – also used by media commissioners such as the BBC. At Contented we are passionate about engaging, informing 
and empowering international audiences to adopt and expect responsible, enterprising and innovative behaviours. Our work 
explores ways to achieve this. During the session, we will work in self-organised teams to rapidly develop creative concepts. At 
the end, you will have TWO minutes to pitch them back to the whole group. We will record this for feedback. 
Your ideas should aim to achieve at least some of the following: 

1. Catalyse R&D partnerships to sell services and/or secure public investment for projects addressing digital convergence; 
2. Reach an audience which is not typically engaged with social, environmental and economic issues, particularly in the context 

of personal and organisational responsibility; 
3. Identify new ways of working with researchers, entrepreneurs, programmers, designers, broadcasters, games creators, 

exhibitors, publishers, artists, journalists and policymakers to shine a light on social, environmental and economic issues; 
4. Deliver new elements of digital functionality, engagement tools and publishing approaches to support dialogues with 

multiple stakeholders and to enhance connection with the natural environment outside traditional rural contexts; 
5. Explore innovative ways in which open (public, freely available) and closed (protected) data can be used to tell stories 

about business, the environment and human rights and responsibilities. 

2. Who are the audiences? How will it benefit them? 

Imagine your clients are researchers from universities, small and medium-sized businesses, who are trying to turn major societal 
challenges into entrepreneurial products and services. Their target audiences are taxpayers across Europe, on whose behalf 
local, national and international governments are investing in excellent science and industrial leadership to help address change. 
From the start of their projects, scientists today need to engage a wider public – brought up on a diet of short-term thinking and 
celebrity gossip – to reflect more deeply on complex issues. You’ll need to generate ideas with wider appeal, reaching out to 
those who may feel confused or disengaged with society, the environment and/or the world of work. 
We invite you to think about your audience in new ways by considering archetypes from stories and video games: 

x Socialisers: motivated by relatedness, wanting to interact with others and create social connections; 
x Free Spirits: motivated by autonomy, wanting to create and explore; 

x Achievers: motivated by mastery, looking to learn new things, improve themselves and overcome challenges;  

x Philanthropists: altruistic and motivated by purpose, wanting to give back and enrich the lives of others in some way; 
x Players: motivated by rewards, doing what is needed to collect from the system; 

x Disruptors: motivated by change, wanting to disrupt the system directly or through others. 

The Quest 

Global issues can sometimes be perceived, particularly by younger audiences, as complicated and irrelevant. 
We want you to consider new ways of communicating with them across multiple technology platforms in ways 
that empower them to make informed choices and to call for responsible consumption and trade. 
The EU invests considerably in research and innovation to turn major societal challenges into entrepreneurial products and 
services. Funded themes include: climate change; sustainable energy; ICT innovation; innovation for healthy living & active ageing; 
raw materials; added-value manufacturing; sustainable supply chains of food from resources to consumers; urban mobility. 
Creative industries make up one of the UK’s leading industrial sectors, catalysing innovation across the wider economy, both 
through content-based products and services and as a means of originating and spreading new ideas, knowledge and ways of 
working. Creative trends include digitisation, audience fragmentation, convergence and disintermediation. But it’s usually 
compelling content – not technology – that attracts audiences and makes the market. Creative businesses can sell across digital 
platforms, using data to maximise value. Considerable investment is available for those able to capitalise on these trends.  
In meeting the challenge of engaging younger audiences, we’d like you to think about how you might: 
x use technology to reach those who may be put off by the language researchers use to communicate their work and ideas;  
x connect more deeply with people and the environment without relying on technology; 

x shine a light on responsible innovation and green enterprise that creates jobs whilst supporting sustainable development; 

x increase awareness among people of relevant issues and inspire them to associate in action; 
x partner with EU member countries to learn how to engage with cultures further afield; 

x ensure propositions have a legacy beyond time and/or geographic boundaries of our individual commitments today. 
 
Please see www.contented.net/whirlwind for further details of the Whirlwind Labs, including terms of participation. Good luck! 
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