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Welcome to our penultimate episode of
meaning making. For Episode 5 we've
invited speakers from Northern Ireland
and New Zealand. They are going to
help us understand the biggest 2
buzzword of them all: Engagement

Hello everyone! I'm Zoe and I'm an artistic director
of Big Telly, a theater company in Northern Ireland.
Our mission is to create a community through
theatre. We want everyone to have a voice and shine
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During Zoes talk we heard how they shifted all their
performances online. And I was surprised because thats not
something I expected. Before this talk, I thought that theatre
has to live because personal contact is so important




Here i would like to highlight a couple of the advantages
7~ that the digitized theater has brought to us:

We have participants from all

/ around the world. No matter

where they are living they now
become part of a theater
performance

Q This includes people who AP
were unable to access the _ :
physical theatre because of \

accessibility issues

Zoom . The audience and performers are
no longer divided by a stage and
@ everyone is on the same level

— playing field

It was also interesting to hear how this has
become a sustainable business model for Big Telly.
Could other cultural institutions such as museums

learn from this to invent their digital offer?




Wow these are some very powerful points
Zoe. But I see that you have created a
sense of expectation, how do you meet

these audience expectations now?

We just try to stick to our integrity and keep
the theater alive. And for the rest we go with
the flow!




But when do you draw the line?

well I dont want to give the whole responsibility of

engagement to our audience but of course within our '~
possibilities we try to engage our audience in different ways. ¢
For example we have an online soap opera and its our AP

audiences who decide what happens in the next episode
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Bl next ep'lsodf.
Will be oout..?

I always think digital performances can
become very messy as technical problems can
happen at any moment!

Well, thats why I say we go with the flow. Even

7 though we are using digital, it is still a human
) operation. And dont forget: problems can happen in
~ live theater as well
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After Zoom calls I always feel lonely and e P ar\;\c'@a&rs
gloomy, because within a sec you lose
contact with everyone?

Well we have noticed that people after the zoom call try to stay
in touch with each other. And that has changed my view of what a
performance should achieve. Now, I consider thos performances to

be the beginning of a conversation between the community we
have created across the world
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That's what we hope will happen with
Meaning Making! That our
participants stay connected even
beyond this programme.

On-line experiences are as valuable as real ones
but just different



Our second guest speaker Wiebke, joined us
from the other side of the world

I'm Wiebke and I'm a lecturer at the Department of

Marketing at the University of Otago in New Zealand.

I have a background in science communication, marine
biology and most importantly in film making!
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In this falk, I want to challenge the question of engagement by
looking at who is the hero of our story!

Who is the hero?
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Who actually is a hero and if we have a hero, do
we also need a villain?
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Yes, those questions can lead us to new ideas of how to tell the
story of science. Is there a journey of science, like the one we
know from Lord of the Rings and wouldnt it be interesting if
we think about who could be a villain in science

So true. And speaking of villains and heroes, are those
characters balck and white? What if our villain wasnt
entirely evil?

£ - Interesting point Adrea and this is where we can learn
AT from marketing. We often think marketing is about selling
S something to someone who doesnt need it
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But I believe we can learn a lot from marketing
S techniques. Because marketing is about
psychology and social science. We use similar

. ! techniques, we just refer to them differently




I think one of the biggest mistakes in science communication is
that most of the time science is the hero of the story that's
been told. While I think it should be the other way around. Its
the audience who should be the hero of our stories

Yes |

Pont be &hy, become
fhe heXo Gad Chonge

thats very true, I personally take action when I feel I have
the power




Be present, observe and don’t be afraid to reinvent yourself
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Let your audience become the hero of the story



Thank you to everyone who participated in
Episode 5 of Season 2
of Meaning Making During a Pandemic
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Illustrated by: Azam Masoumzadeh



