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HOWEST INDUSTRIAL DESIGN CENTER
Howest Industrial Design Center, partner in 
the CCC-project, is an open knowledge cen-
ter and communication platform between 
the industry and the education, research and 
development programs of the Howest Univer-
sity West Flanders in Belgium.
It works in close association with the bache-
lor course Industrial Product Design o� ered 
through Howest.

The center aims to be an authority on high & 
low end prototyping, lighting, creativity, sustai-
nability, humanity and materials & connec-
tions. Every research project implements the 
'research through design' philosophy.

The synergy between industry and education 
leads to a materialization of academic research 
results and to open services towards compa-
nies, SMEs and independent designers. Indus-
trial Design Center continually aims to set up 
multi-disciplinary projects at the request of 
businesses and has state-of-the-art equipment 
available for use.

www.creative-city-challenge.net

Industrial Design Center always tries to stay 
on top of evolutions in the � eld of industrial 
product design and is at your disposal to share 
its expertise. 

Find more: www.howest.be, 
www.industrialdesigncenter.be 

Contact: Ellen De Vos, 
ellen.de.vos@howest.be



HOWEST INDUSTRIAL DESIGN CENTER
WP 5: EVALUATION – 
A SURVEY MONKEY APPROACH
FEEDBACK AFTER EACH CREALAB
The decision was made to monitor the crealabs 
in order to learn from these cases and give advi-
se to everyone planning to organise a work-
shop themselves. The Crealabs were organised 
by each partner, so in several di� erent coun-
tries. Choosing for an online questionnaire 
seems quite logic. It’s a fast and cheap way to 
reach a lot of people. Also, it made it possible 
to contact the respondents again after awhile. 
SurveyMonkey is just one of many providers. 
We have chosen for this supplier because of 
previous experience with the platform and it 
accessibility.

How we worked practically?
Howest created a questionnaire which 
had been reviewed by the other partners.

As there are 3 important stakeholders, 
we created 3 di� erent series of questions:
- one for participants
- one for facilitators
- one for organisers

1. PARTICIPANTS
22 questions have been asked 
to the participants of the crealabs.
2 socio-demo questions:
- age
- gender
3 questions about the participant:
- experience
- which kind of experience
- attitude
5 questions about the organisation 
where the participant works for:
- � eld of industry
- type of organisation

- experience
- attitude
- needs of the organisation
10 questions about the crealab:
- structure
- invitation
- new knowledge
- extend network
- practical work
- learning material
- facilitator
- location
- overall organisation
- an open question where people 

could add remarks on the crealab
1 permission to contact them again 
for a second survey

2. FACILITATORS
This could either be the facilitator of the work-
shop or the lecturer or the moderator. When 
the facilitator is the same as the organisor, he 
received 2 questionnaires, one for each role.
9 questions have been asked 
to the facilitators of the crealabs.
2 socio-demo questions:
- age
- gender
1 question about the facilitator:
- sort creative profession
2 questions about the participants:
- experience
- attitude
3 questions about the crealab:
- new knowledge
- location
- overall organisation
1 open feedback question



3. ORGANISERS
10 questions have been asked 
to the organisers of the crealabs.
2 socio-demo questions:
- age
- gender 
2 questions about the organisation 
where the organiser works for:
- � eld of industry
- type of organisation
1 question about the organiser:
- experience
3 questions about the participants:
- experience
- attitude
- right audience
2 open questions:
- What would you do di� erently next time?
- What would you advice other organisers 

of crealabs?

After each crealab there was the possibility to 
send these questionnaires. All the partners had 
to do, is give the e-mailadresses of the parti-
cipants, facilitators and organisers to Howest. 
We preferred to send an invitation from Survey 
Monkey as this tool remembers who replied. 
From the platform you are able to send a 
reminder-e-mail to those who didn’t start with/
complete the survey. Sometimes a co-organiser 
didn’t want to share the e-mailadresses with 
the CCC 2 partners.

A quick overview shows that besides T.U. Delft, 
who joined the consortium at a later stage, 
every partner has send out minimum one sur-
vey to evaluate their crealabs. In total 27 sur-
veys have been created and at least 616 per-
sons have been asked to complete the survey. 
376 out of them started the survey.

In the beginning of 2015, all respondants (par-
ticipants) who answered that we could contact 
them again, received a second follow up survey. 
In this survey we asked 15 questions. The con-
tent of this questionnaire was:
1 question to know which crealab 
they participated in.
5 questions about their attitude, experience, 
level of creativity/innovativity.
2 questions about the attitude and experience 
of the organization they work for.
1 question about their objectives towards 
the crealab.
4 questions about the outcome of the crealab:
inspiration, actions made, knowledge gained…
1 open question for feedback.

HOWEST INDUSTRIAL DESIGN CENTER
WP 5: EVALUATION – 
A SURVEY MONKEY APPROACH



BEST PRACTICE
ORGANISING A CREALAB
Make sure you have a heterogenic audience: 
a mix of youngsters and more experienced per-
sons, male and female, researchers and com-
mercial oriented participants.

When you want to organize a crealab for a spe-
ci� c sector, like for example the aerospace or 
automotive industry, make sure you � nd a co-
organiser in this � eld. You need their network 
and credibility to convince this target group.

The participants consider themselves as ‘expe-
rienced’ in the use of creativity (techniques) but 
say the organization they work for is missing a 
standard procedure for implementing it. When 
re� ecting on the content of your next crealab, 
or composing the promo, it’s good to focus on 
the added value the participant could have on 
the organization. We found that ‘only’ follow-
ing the crealab is not enough to have impact. 
So why not spend a part of the workshop on 
initiating arguments that participants can take 
with them when talking to their management?

People who are willing to spend time and (in 
most cases) money on creative workshops, 
are open-minded towards the use of creative 
methods. A crowd with such a positive attitude 
is very useful when you want to reach a goal, 
when you want to change something. Use this 
positive vibe!

As most of the participants declared to be 
experienced, there is potential for advanced 
level crealabs. What’s the next step after you 
found out how to think out of the box? We 
already mentioned implementing the methods 
into the organization, but there is more: beco-
ming an in-house-coach in creativity, building a 
creativity tools archive relevant for your organi-
zation, create a structured process of creativity/

innovation etc. Also, a crealab where partici-
pants can work active on their own case with a 
network of professionals from other industries 
(cross-sectorial) and with other functions, could 
be benecial.

Note: When asked to the facilitators and the 
organizers, they rather described the audience 
as ‘learning’, not ‘experienced’. Be aware of the 
overestimation of people concerning their own 
talents.

This is indeed an important topic: the expec-
tations from both audience and facilitator. The 
organizer has a principal role here to inform 
both parties about the content, the level of 
experience, the language, the size and diver-
sity of the group, the logistics, the planning, …

Some expectations are general:
- Everyone gets inspired by crealabs! Choose 
interesting facilitators who bring their message 
in an attractive way.
- Crealabs are considered as ideal network 
events. This seems to be the most important 
reason to participate at crealabs, together with 
the creation of new ideas. Share the partici-
pants list with the participants. Use the logo’s 
of the participants organizations that came to 
earlier crealabs, to convince the public that you 
reach interesting pro� les and that networking 
will be done on a serious level (for a school it 
is important that there will be more than just 
students).
Networking can be seen as the start of a colla-
boration, � rst there is the encounter, a premier 
exchange of ideas what later can grow into a 
new co-created product.
- Participants are willing to learn something 
new.



BEST PRACTICE
ORGANISING A CREALAB
The audience is curious and persuaded about 
the potential of gaining new skills at the 
crealabs.
- Inspiration for new ideas is more likely than 
inspiration for new products or services. The 
participants have a very realistic point of view, 
namely that they don’t expect to leave the 
crealab with a new product in their mind. The 
process to come from an idea to a product or 
service is so complex that it can not be done 
properly in (half) a day. But the seeds can be 
planted, ofcourse, some speci� cations of the 
outcome of that new product can rise, or you 
can try to image how people will behave in the 
future etc.
- Let the participants play & do. The participants 
appreciate practical work at crealabs. From the 
survey we learned that most of the respondents 
search for theoretical knowledge about creati-
vity/innovation themselves. So a pure theoreti-
cal lecture might not be the best idea. Combine 
that academic lecture with concrete cases and 
give an exercise to the audience.

The CCC Reloaded project is about crealabs, 
workshops about creativity techniques, so we 
can not be surprised when the participants say 
they had no objectives in rewards to increasing 
turnover or pro� ts. If they had this focus, they 
would have searched for a ‘businesslab’. Notwi-
thstanding this knowledge, our target groups 
could also be interested in these businesslabs. 
The most important change would not be ‘a 
di� erent audience’ but ‘a di� erent facilitator’.
The organizations will still be believed, becau-
se they work with external experts and don’t 
claim to be business experts themselves all of 
a sudden.

There are some gaps in the experience of the 
participants:
- Analogue creativity tools are more known 
than digital formats. Also, the past crea-
labs didn’t focus on the digitalization of idea 
generation.
Partner Wischmann Innovation did develop an 
online process generation tool, the basic for his
coaching.
- There is little experience with artistic interven-
tions in the organizations. What’s the di� erence 
between a designer and an artist? It’s all in a 
name… The main focus is to bring the creative 
industries (which includes designers, artists and 
many more) to the traditional industries and 
vise versa in order to stimulate collaboration. 
The added value of creative pro� les should be 
obvious for all.
- It’s much more easy to subscribe for an event 
that others organize and pay for this than to 
start your own project. Entering Fablabs (and 
co-workingspaces) is not so approachable as 
they intend to be. You need a concrete project, 
you need to know what you want to do (where 
you want to end), you have to take the lead…
The facilitator can help you with the selection 
of how to do the things you want to do and he/
she can connect you to others. That is a di� e-
rent role in comparison with the more classic 
crealabs.



BEST PRACTICE
ORGANISING A CREALAB
The needs of the industry
Although most employees and employers 
believe in the added value of creative tech-
niques, the actions of the management don’t 
always support this. When no investments in 
resources are provided, it doesn’t become a 
fundamental element of the work process. It’s 
not because one or two employees may partici-
pate at a workshop, that all problems are being 
solved. On the contrary, it only starts after a cre-
alab! Learning materials have to be bought, a 
team meeting needs to be planned so the new 
knowledge can be shared with the colleagues, 
strategies have to be made on implementing 
these techniques in the work� ow etc.

Maximization of involvement facilitator
While organizing crealabs, one of the challen-
ges is to recruit the most � tting facilitator for 
the aimed outcome. Include the facilitator in 
the designprocess of the crealab: How can the 
crealab best be communicated towards the 
audience? Which foreknowledge is expected? 
Find out in which � elds the facilitator has most 
experience. Is this an interesting sector for your 
crealab? Or for the people you are expecting 
at the crealab? Ask the facilitator to invite his 
network as well. You could even discuss to give 
5 tickets for free (if the crealab is not compli-
mentary) to his contacts.
Use the celebrity status of the facilitator: you’ll 
pay more for a facilitator with a lot of previous 
performances, earn the money back by deve-
loping a (social) media campaign about his 
presence at the crealab. Post videos of earlier 
lectures, make promo for his publication or 
emphasize the (international) reputation of 
this person.

The results of the survey show that not many 
female facilitators (28%) where involved in the 
crealabs. They also were rather young (between 
25 and 40 years). Last but not least: remember 
that also facilitators participate to the crealab. 
Their objectives correspond with the partici-
pants’ objectives : gaining new knowledge and 
expanding their network!

Organizers, who are we?
The third group of interest are the organizers. 
In CCC2 the organizers of the crealab are the 
partners in the project. Some crealabs had a co-
organizer and this is why 42% of the organizers 
were governmental organizations. 39% were 
academic and 19 % SME’s. These organizations 
work mostly in the non-pro� t sector (96%). The 
other 4% were organizers from the manufactu-
ring and machinery � eld.
Organizing a crealab is a multidisciplinary acti-
vity: taking content wise decisions about the 
program (based on the needs of your network 
or on trendy topics), event organization and 
community management are just a few of the 
di� erent jobs to be done. The respondents of 
the survey replied that communication is a 
huge challenge. Of course you can always invite 
your established clients but that is not what we 
are aiming for.
Organizing a crealab can be a medium to 
promote your organization towards a new 
audience. Out of experience we know how dif-
� cult it is to connect with certain speci� c (clo-
sed) industries. It will save you a lot of energy 
and frustrations when you � nd co-organizers 
within this industry.




