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As the world becomes increasingly more turbulent, complex and competitive, there has been an increased
interest in creativity as the major force to prepare students for these demands. At the same time, digital native
students today are used to working in an environment rich with instantly accessible information and knowledge,
yet paradoxically students are less satisfied with their courses in the online environment. Educators are thus
challenged to use innovative methods to nurture creativity online as they would do in the face-to-face
classroom. In 2010, six European universities created an international project, named Cross Border Brand
Communication (CBBC) that has taken place every year since, but in 2020 it took place online due to the
Covid-19 pandemic. This article describes and analyzes the best practices resulting from this case and addresses
the research questions as to whether the creative learning outcomes and teaching practices online are the same
as face-to-face and to what extent are students satisfied with this learning environment. Focus group
discussions with a small group of students and the lecturers involved facilitated an in-depth reflection on the
project and the case indicates that although learning outcomes online are "virtually" the same, the student
experience isinferior to such face-to-face projects

As the world becomes increasingly more turbulent, complex and competitive, there has been an increased
interest in creativity as the major force to prepare students for these demands. At the same time, digital native
students today are used to working in an environment rich with instantly accessible information and knowledge,
yet paradoxically students are less satisfied with their courses in the online environment. Educators are thus
challenged to use innovative methods to nurture creativity online as they would do in the face-to-face
classroom. In 2010, six European universities created an international project, named Cross Border Brand
Communication (CBBC) that has taken place every year since, but in 2020 it took place online due to the
Covid-19 pandemic. This article describes and analyzes the best practices resulting from this case and addresses
the research questions as to whether the creative learning outcomes and teaching practices online are the same
as face-to-face and to what extent are students satisfied with this learning environment. Focus group
discussions with a small group of students and the lecturers involved facilitated an in-depth reflection on the
project and the case indicates that although learning outcomes online are "virtually" the same, the student
experience isinferior to such face-to-face projects

As the world becomes increasingly more turbulent, complex and competitive, there has been an increased
interest in creativity as the major force to prepare students for these demands. At the same time, digital native



students today are used to working in an environment rich with instantly accessible information and knowledge,
yet paradoxically students are less satisfied with their courses in the online environment. Educators are thus
challenged to use innovative methods to nurture creativity online as they would do in the face-to-face
classroom. In 2010, six European universities created an internationa project, named Cross Border Brand
Communication (CBBC) that has taken place every year since, but in 2020 it took place online due to the
Covid-19 pandemic. This article describes and analyzes the best practices resulting from this case and addresses
the research questions as to whether the creative learning outcomes and teaching practices online are the same
as face-to-face and to what extent are students satisfied with this learning environment. Focus group
discussions with a small group of students and the lecturers involved facilitated an in-depth reflection on the
project and the case indicates that although learning outcomes online are "virtually" the same, the student
experience isinferior to such face-to-face projects

https://rebiunoda pro.baratznet.cloud: 28443/OpacDiscovery/public/catal og/detail/b2FpOmNIbGVicmF0aW9uOmV zL mJhcmF0ei 5y ZW4vM zlwN Dc5Nj U

Titulo: 'Virtually' the same learning outcomes. A case study of avirtual client briefedcommunication project across
borders electronic resource]

Editorial: 2021

Tipo Audiovisual: Teaching creativity Creative learning Distance learning Online learning barriers Perceived
learning Learning outcomes and skills Creatividad en la ensefianza Aprendizaje creativo Aprendizaje a distancia
Barreras de aprendizaje online Aprendizaje percibido Resultados y satisfaccion del aprendizaje Ensino de
criatividade Aprendizagem criativa Ensino a distancia Barreiras de aprendizagem online Aprendizagem percebida
Resultados e satisfagdo da aprendizagem

Documento fuente: Iconol4, ISSN 1697-8293, Vol. 19, N° 2, 2021 (Ejemplar dedicado a: La ensefianza de la
creatividad y la creatividad en |a ensefianza), pags. 189-211

Nota general: application/pdf
Restricciones de acceso: Open access content. Open access content star

Condicionesde usoy reproduccion: LICENCIA DE USO: Los documentos a texto completo incluidos en Dialnet
son de acceso libre y propiedad de sus autores y/o editores. Por tanto, cualquier acto de reproduccién, distribucién,
comunicacion publicay/o transformacion total o parcial requiere el consentimiento expreso y escrito de aquéllos.
Cualquier enlace a texto completo de estos documentos deberd hacerse através de la URL oficial de éstos en
Dianet. Més informacion: https://dialnet.unirioja.es/info/derechosOAl | INTELLECTUAL PROPERTY RIGHTS
STATEMENT: Full text documents hosted by Dialnet are protected by copyright and/or related rights. This digital
object is accessible without charge, but its use is subject to the licensing conditions set by its authors or editors.
Unless expressly stated otherwise in the licensing conditions, you are free to linking, browsing, printing and
making a copy for your own personal purposes. All other acts of reproduction and communication to the public are
subject to the licensing conditions expressed by editors and authors and require consent from them. Any link to this
document should be made using its official URL in Dialnet. More info: https://dialnet.unirioja.es/info/derechosOAl

Lengua: English

Enlace a fuente deinformacion: Iconol4, ISSN 1697-8293, Vol. 19, N° 2, 2021 (Ejemplar dedicado a La
ensefianza de la creatividad y la creatividad en la ensefianza), pags. 189-211

Baratz | nnovacion Documental

e Gran Via, 59 28013 Madrid
e (+34) 91 456 03 60
e informa@baratz.es






