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Event og oplevelsesdesign

Eventdesign
"Planlaagning og organisering af
en mindeveerdig begivenhed”

Oplevelsesdesign
Forandring — forundring —
forvandling
"Hvad sker der her?”



"Spilbaseret”
undervisningsforlob

Kompetenceudvikling
& e-portfolio

Planlaegning og
organisering

Benspaend
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HOW DO YOU

Design Events using
the #EventCanvas™
Methodology?
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EVENT CANVAS”

A stepped approach to the event narrative

PAINS

What are his / her fears, frustrations, obstacles?

What makes him / her feel bad?

Stakeholder

Designed fol

Designed by

Version

COMMITMENT RETURN

What sacrifice is he/she expected to make to attend this event What does he/she walk away with after the event?

(time, compromise, opportunity cost)? What would he/she expect in return for going to this event?
What does he/she choose not to do, not to be at or not to go to

because of this event?

GAINS

What does he/she want, need, dream about?

What benefits is he/she secking?

ENTERING BEHAVIOUR

Before this event:
How would you describe his/her current behaviour?

What are his/her present skills, knowledge level,

attitude, connections?

What does he/she say and do?
What is his/her behaviour towards others?
What is his/her attitude in public?

How would you describe his/her appearance?

EXPERIENCE JOURNEY

What chronological touch points does he/she experience before, during and after the even?
How does this experience shape the intended behaviour change?
Where can you over deliver against expectation?

What are the make or break moments?
[t}

L

L]

PROMISE

How does this event create value for this stakeholder?

JOBS TO BE DONE

What s this stakeholder trying to get done?
A task they are trying to perform, problems Why should this stakeholder contribute?
they are trying to solve or the needs they How does the event get his/her jobs done?

are trying to satisfy? What is on their to-do list? Does this promise alleviate pains and create gains?

INSTRUCTIONAL DESIGN

What does he/she need to learn? How can that best be learned?
Whar skills and knowledge need to be learned?
Whom does the stakeholder need to get to know?
What artitude needs to be changed?

How is that reflected in the schedule and programme?

EXITING BEHAVIOUR

As a result of this event:
What new skills, knowledge level,
attitude and connections

has he/she acquired?

What is his/her attitude in public2
How would you describe his/her appearance?

What does he/she say and do differently?

EXPECTATION

Expectations are based on previous experiences,

word-of-mouth, social media and marketing messages.

Designed by

EVENT DESIGN «%ctie

2018 EVENT DESIGN COLLECTIVE GMBH

REVENUE

A4

What are the fixed and variable costs What are the financial revenue streams

of this event for this stakeholder? of the event for this stakeholder?

EVENT DESIGN USING THE EVENT CANVAS" METHODOLOGY

WWW.eventcanvas.org

**x*x  SATISFACTION

What does he/she tell others?

How would he/she qualify this experience?

version 20180621

@O0

BY NC ND



INNOVATION

Welcome to the Experience

Economy

by B. Joseph Pine Il and James H. Gilmore

From the July-August 1998 Issue

The Progression of Economic Value
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Designing Memorable Experiences

We expect that experience design will become as much a business art as
product design and process design are today. Indeed, design principles are
already apparent from the practices of and results obtained by companies
that have (or nearly have) advanced into the experience economy. We have

identified five key experience-design principles.

The Four Realms of an Experience

Absorption
Entertalnment Educational
Passive [ e Active
participation participation
Esthetic Escaplst
Immersion




IRC Modellen
Events som et rituelt design

Disney, “Imagineering”
("imagination"” and "engineering")
Fantasi og kreativitet
udfort | praksis

https://en.wikipedia.org/wiki/Imagineering



Forretningsmodel,

vision, mission, identitet,

brand
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Events som
markedsfaring
l‘
Markedsfaring

af events

Ve

Marketingplan

Annoncer, So-me,
Adwords, sponsorering,
guerllla marketing, outdoor,

direct mail Qsv.

Segmentering og
malgruppeudveelgelse

Kommunikations-
vaerkigjskassen.

Planlaegning af
kommunikation
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Likviditetsbudget
Ridighedsbelgb: 450.000 kr.
Uikvidiotsbudget
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Vi starter med en likvid beholdning pa 450.000 kr. som er det radighedsbelgb vi har fra

- Egnsteatret pa 150.000 kr.
- MusikKolding pd 250.000 kr.
. Bylivs Midler pa 50.000 kr.

| februar afholdes eventet, dermed laegger hovedparten af omkostningerne her. | ja-
nuar er der tilligemed omkostninger sidsom markedsfgring og omsaetning i form af
billetsalg. Armband betales i december, da der skal vaere mulighed for at fa dem i god
tid og fer salg.

Den likvide beholdning ender dermed pa -99.783 kr. som udggr vores underskud.
Dette forventes at blive daekket af

- Billetsalg: 100.000 kr.

- Fonde: minimum 100.000 kr.

- Sponsorer

- Evt. merchandise

- Evt. omsaetning af pladser til mad- og drikkevogne

Fonde, sponsorer og merchandise

Vi har undersegt forskellige muligheder for en ekstra omsaetning. Disse mu-

ligheder er beskrevet i de falgende kapitler.

Fonde

Her en en liste over fonde vi har fundet frem til via www.fonde.dk, som ville
kunne komme i betragtning til KOLD Festival, for at opna den gnskede festival

uden besparelser.

Beshrivelse: “Stotter cktiviteter, der

0oy

Beslrtvelse: “statres kufturele og sociale
formal |

wichest mulig forstond”. Muligvis et phus hvig
-

Belob th ridighed: Op bl 10 COOKr
Hvorfor skal vi soge derm: Samarbejce med
Hansenberg. Stetter lokalt og social ph
temmes of faggrupper mum.
Tidsirise: 13. November 2020

Kontake: 35

*45 7030 0300

Evi: Spargsmalet er om det kan stottes da
det kan kraeve adgangsbillet. M&

formie a1 fh skabt evidens omkring
Belob til rhdighed Svaert st finde specric P .
Hvorfor shal vi sege derm “statter kultusede g
oktiviteter og sociole formar™ fond oged har fokus pd forbedring of mile.
tedstrist pa e Lo De nasste 2 4.
Kontakt Etabeth Roserbeck Vasnint Heaiwaiul visimudom MR
M b Vaufvint: | December 2020
Wamtake br Ote Funch
NORDEA FONDEM LOKALPULIEN Evs: O8S. Ansagringer sendes pr brey.
s0m fremmer det gode liv. ogsd incenfor
Kultur. Projektet mb gerne bidrage til BECKET-FONDEN
fmlestkabet et involverer og e til glade
for mange | Iokalomebdet. e og kuftur
red forstand™
o Typik D o fign. . gives
@ 5-30.000kr op t ¥00.000kr temes 1 acrmarete 4t wie
Orrangeenter 0f begrerheder”
Hvorfor shal vi sege dem: N/A
Tidslrist: Labende, dog obs. Ser er 46 mde. ot oo for kumat 0 ks Krapver kontekt.
Hhvortor thal v wege deem N/A
+ 45 4060 3040 Thtubit: Lobance
Marse Mostrup Andersen ——
| 45 335 5000
EVL Svamrt at 58 O Get kan Soges nir der .
et on biletpra P p—
3F 'S MEDSE OG KULTURFOND
STATENS KUNSTFOND
Beskrivelse S10tter kuiturprojekter, som
3F s madiememar kan have glmde o og “blg storte of
hwor de sely har mulighed for at deitage. bmae” ogas sk 1ehe Db laten]
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Hhvorter shal Vi spge deer Maske Man
e S g Db at Nave en Gl ickale Dandy
et Vaned Hvad krarves?

Morcaht Satens Kunsriond
-5 X398 200







IBA Godset

Kolding
Beeredygtighed
Strategi
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Organise

Organisere jer som et Eventbureau med en
feelles identitet og forretningsmodel

6 teams og en feaelles styregruppe, med et
medlem fra hvert team (Projektorganisation)
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Prototype Refine Deliver

Koncerter og atmosfaereskabende oplevelser
Markedsforing og PR

Stakeholders

Rekruttering - HR

Scenografi

Jkonomi og funding

Baeredygtighed



Oprettelse af teams og

styregruppe - matrixorganisation
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/ Vi flyttede ind pa Godset og arbejdede med
MusikKolding, KOLDFestival.

/ 1 den forste uge "Dromte” vi hele festivalen

/ Hvad og hvem er det vi vil forandre
— 0g hvordan









Eksterne oplaegsholdere 2020

Jesper Johansen, CEO, Milestonevent —
http://milestoneevent.dk/en/

Sophie Villsen, Souchef, Kolding Egnsteater

Niels Kallesg Sgrensen, Event koordinator pa Redux
/ Affald, Kolding Kommune

Stella Steen Jensen, Programleder, Klima og
baeredygtighed, Kolding Kommune

Mette Kuntz Jensen, Fundraising koordinator,
Strategisk Vaekst, Kolding Kommune

Sussie og Karsten Bech, Jazz i Trekanten
Rikke Molberg, MusikKolding
Martin Rgen, Jacob Holst og Jytte Gottig, Godset






I8. sen. = 12. nov. 2020

> 0:00 / 3:28

box.com/s/34adjzgaxsapuln/IBA%20Event%2008%200plevelsesdesign%20r%C3%A5film.mov?dI=0




Lad os forandres,
forundres og forvandles

Vaere nysgerrige pa
"Hvad sker der her?”

Udforske, dele viden,
se film, ga til events off-
eller online



