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Abstract    

Creativeness is one of the superior characteristics of business success. This study 

investigates the characteristics of students who enter into creative assignments. Stu-

dents were exposed to an opportunity to undertake a voluntary exercise to create a 

short video project and to distribute it through social media (YouTube). The assign-

ment reward was conditioned on the other students’ behavior. The research applies 

logit regression to the sample of 845 students enrolled in economic courses over the 

period 2013-2018. The evidence gathered indicates that women from small classes 

are more likely to enter creative assignments. The study provides both the original 

class procedure for study application and discrimination variables for further busi-

ness usage e.g. in the management of human capital. The study suggests that edu-

cation policy should balance both education goals, namely, provision of knowledge 

and development of creativity.  
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Introduction 

 

 This study examines the characteristics of students undertaking creativity assign-

ments (CA). According to Craft (2003), creativity is seen as a core aspect of edu-

cating and it is a fundamental life skill. Creativity is also seen as the key to economic 

competitiveness in advanced economies (NESTA, 2002). A mature economy relies 

substantially on innovation thus creativity is one of the key desired educational out-

comes (Tan et al., 2016).  

This study follows the approach of Plucker, Beghetto, and Dow (2004) who define 

creativity as “the interaction among aptitude, process, and environment by which 

an individual or group produces a perceptible product that is both novel and useful 

as defined within a social context”.  

Creativity is an attribute in high demand in the workforce (Florida, 2002). The cur-

rent business environment requires management to strike a balance between the ef-

ficiency of routine data processing and coping with uncertainty. Therefore, educa-

tion must balance two conflicting goals: one is to transmit accumulated knowledge 

to students; the other is to prepare students to create additional, new knowledge that 

the future will demand (Root-Bernstein & Root-Bernstein, 2017). Both goals can 

be developed by the educational process, however, the education system is often 

accused of not supporting the development of creativity (Riza, 2002; Stojanova, 

2010; Shaheen, 2010). To address the fundamentals of the potential imbalance this 

study applies a long-term archive of data on student decisions about undertaking 

CAs.  

The spread of social media impacts the way the new generation of students’ process 

information. With this study, social media allows for detaching the students from 

the routine processing.  

The research was conducted on a group of economic classes at the SGH Warsaw 

School of Economics over the period 2013-2018. The data encompasses a sample 

of 845 students from different countries at different education levels. With the ap-

plication of the logit regression, this study tests the factors which influence the stu-

dents’ decisions to undertake the CA. The results show that the attributes which 

determine the students’ willingness to undertake the CA are: size of the group, gen-

der, prior working experience, and geographic roots. Those results are robust in 

different dimensions including control groups.  

This study contributes to research on education in two ways. Firstly, it provides 

robust evidence about students’ willingness to accept unstructured tasks. Secondly, 

it offers a novel procedure to assess CA motivation. 
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Hypothesis development 

Business success (creativity, innovation)  

The entrepreneur’s task is to innovate and to lead. Innovation (creativity) requires 

some special psychological motives. The motivating factors are indirect:  

• “The dream and will to find a private kingdom in order to achieve social distinc-

tion. This dream is the more fascinating, the less opportunity for achieving social 

distinction is available to an individual.  

• The will to conquer, to fight, to prove oneself superior to others, to succeed for the 

sake of success itself, not for the fruits of success.  

• The joy of creation, of getting things done, to exercise energy, to change for the 

joy of changing” (van Praag, 1999, p. 320). 

Thus, the instruction for the study design is based on the student’s ability to create 

their own task group, to take part in the competition, and to be awarded for the 

execution of the task (refer Procedure section for more details).  

 

Application of the video for teaching  

Recently the use of video in education has grown in several different directions, 

e.g., to improve oral communication competency (Nikolic et al., 2018), enhance 

instructor quality (Beisiegel et al., 2018; Blomberg et al., 2014; Brouwer et al., 

2017; Kuhn et al., 2018; Osmanoglu, 2016), and limit the cognitive strain of 

knowledge acquisition (Kramer et al., 2017; Krauskopf et al., 2012; Syring et al., 

2015). This study narrows the application of video to one social media usage, 

namely YouTube. Early studies indicated the use of YouTube as a channel for self-

training (Snelson, 2013) because it provides characteristics on well-designed and 

executed clips (ten Hove & van der Meij, 2015). This study enhances the direction 

shown by Smith (2014) and flips the student perspective from receiving the video 

content to creating the content. Combining both Smith’s (2014) design and van 

Praag (1999) this study set the scene to investigate the characteristics of students, 

who undertake the CA. We were unable to trace similar research in prior studies; 

thus, this paper starts as a greenfield examination. Due to the nature of the data and 

the variety of subjects taken into consideration in this study, we examined the will-

ingness to undertake the CA against the students overall score, course content, num-

ber of students in the teaching group, course timing, student’s gender, and cultural 

and geographic attributes.  

 

Student score  

There is a consensus among researchers that there is a link between creativity and 

intelligence (Jauk et al., 2013). The study of Rego et. al (2007) indicated that the 

superior characteristic of creativity is linked to emotional intelligence. With this 

study, intelligence was proxied with the students’ overall score. Thus, we formulate 

the following working hypothesis:  
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H1 (null): Students with better scores are more willing to undertake the creative 

assignment.  

 

Topic dependency  

Priory study (for example Strom & Strom, 2002) argued for the importance of the 

classroom context in developing student creative potential. Craft (2003) points out 

that creativity manifests distinctly in different subjects. Therefore, we control our 

study with the type of course the students undertake and formulate the second hy-

pothesis as follows: 

 

H2 (null): The type of course impacts the students’ willingness to undertake the 

creative assignment.  

 

Size of the group  

Since Osborn’s (1953) brainstorming procedure, the impact of the group on indi-

vidual creativity has attracted numerous studies. A group effect assumed to posi-

tively influence creative ideation is the stimulation resulting from multiple face-to-

face interactions, however, empirical studies do not necessarily support this as-

sumption (Thornburg, 1991). This study takes a different perspective, namely, the 

core of the relation is whether there is a link between the decision to undertake the 

CA and the number of students who take part in the course. Consequently, we for-

mulated the following hypothesis:  

 

H3 (null): Students taught in small groups are more likely to undertake the creative 

assignment.  

 

Gender  

Gender difference in creativity is controversial. The related empirical evidence is 

rather piecemeal and inconclusive, nevertheless, there is evidence about the differ-

ences between women and men in term of the CA (Kaufman, 2006). Abraham 

(2016) provides a comprehensive review of the discussion on gender and creativity 

thus we hypothesize a lack of a significant relation between gender and the decision 

to undertake the CA, which led us to the following formulation:  

 

H4 (null): Neither men nor women are more likely to undertake the unstructured 

creative assignment.  

 

Timing  

Prior studies indicate the existence of a relation between time and creativity. Zam-

petakis et al. (2010) provide evidence on the positive relation between creativity 

and the ability to plan behavior in the short- and long-term horizons. Typical organ-

ization of academic activity is that students start in the winter semester and graduate, 

usually, after the spring semester. The existing literature does not provide 
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indications about whether the university rhythms might affect their creativeness, we 

aim to address this limitation; therefore, we hypothesize that:  

 

H5(null): The timing of the course affects students’ willingness to undertake the 

creative assignment. 

 

Cross-cultural differences  

Kaufman (2006) indicates that various attempts were made to assess the relation 

between culture and creativeness. The first attempt bridges creativeness with tradi-

tional measurements of human intelligence and ethnicity differences. Studies pro-

vide scarce and hardly reconcilable evidence on standardized aptitude tests between 

African Americans and European Americans. Considering the potential impact of 

the students’ origin, we formulate the following hypothesis:  

 

H6(null): Geographic origin of the student affects the willingness to undertake the 

creative assignment.  

 

To test the developed hypotheses we applied the voluntary experiment, where the 

students enrolled in classes might decide to enter the CA. The spread of social media 

impacts the way the new generation of students process information. With this 

study, social media was used to detach the students from the routine processing. The 

economics students were presented with the opportunity to deliver a video clip vol-

untarily. The clip had to be on a topic related to the given course and was to be 

uploaded to YouTube. The link to the video was provided to the supervisor for tech-

nical review, if successful, the student (or group) was credited with a small number 

of points. On the last but one lecture all registered videos took place in a fair, the 

winning video team was credited with a substantial exam credit. Undertaking or not 

undertaking the video task was considered the decision on the CA. The description 

of the procedure is presented in Appendix A, the instruction for students and a sam-

ple of the video results are presented in Appendix B. 

Data and methodology 

Data  

The data relates to the 30 courses in Accounting, Auditing, Banking, Company Val-

uations, Financial Analysis, and Financial Markets held at the SGH Warsaw School 

of Economics in Poland during 2013-2018. The courses were held either in English 

or in Polish at both undergraduate and post-graduate level. The data were retrieved 

from the internal assessments system.  

 

Methodology  
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Logit regression with the application of the maximum likelihood estimation and 

Quasi-Maximum Likelihood standard error correction was selected for the model 

estimation. The model equation (Eq. 1) is shown below: 

𝑌∗ =   𝛽𝑜 + 𝛽1𝑆𝑐𝑜𝑟𝑒 + 𝛽2𝐸𝑥𝑝𝑒𝑟𝑖𝑒𝑛𝑐𝑒 + 𝛽3𝐴𝑐𝑐𝑜𝑢𝑛𝑡𝑖𝑛𝑔 + 

 𝛽4𝐴𝐶𝐶𝐴 + 𝛽5𝐵𝑎𝑛𝑘𝑖𝑛𝑔 + 𝛽6𝑆𝑖𝑧𝑒 + 𝛽7𝑊𝑖𝑛𝑡𝑒𝑟 + 𝛽8𝑀𝑆𝑐 + 

𝛽8𝑃𝑎𝑟𝑡 + 𝛽8𝑀𝑎𝑙𝑒 + 𝛽8𝐴𝑠𝑖𝑎 + 𝛽8𝑌𝑒𝑎𝑟 + 𝛽8𝑊𝑒𝑠𝑡 + 

𝛽8𝐸𝑛𝑔𝑙𝑖𝑠ℎ + 𝛽8𝐶𝑜𝑛𝑡𝑟𝑜𝑙 + 𝜀   (Eq. 1) 

 

𝑌 = {
1 𝑓𝑜𝑟   𝑌∗ ≥ 0
0  𝑓𝑜𝑟  𝑌∗ < 0,

 

where Y* is the latent variable, ε is the error term, and Y represents the Video var-

iable.  

The student score proxies the Score variable. The number of points allocated to 

students differs across the courses, to assure comparability the individual scores 

were weighted with the group average. 

 

Table 1 Definition of variables 

Variable name 

Variable 

name Definition 

Video Video 1 for a student, who filled the video project, 0 otherwise. 

ScorToAvarage Score 

The fraction of the total points achieved by a student dur-

ing the classes against the class average. 

Learning_Experience Experience 

The variable is the difference between the student number 

and average number in the group. 

Accounting Accounting 

Binary variable 1 for students enrolled to the accounting 

course, 0 otherwise. 

ACCA ACCA 

Binary variable 1 for students enrolled to the professional 

license course, 0 otherwise. 

Banking Banking 

Binary variable 1 for students enrolled to the banking 

course, 0 otherwise. 

Students_in_group Size The number of students enrolled in a course. 

Winter Winter 

Binary variable 1 for students enrolled in winter semester, 

0 in spring semester. 

MSc MSc 

Binary variable 1 for course delivered at the Master of Sci-

ence level 0 in undergraduate level. 

Part_time Part 

Binary variable 1 for students enrolled full time, 0 for part 

time. 

Sex_0_F Male Binary variable 1 for male student, 0 for female student. 

Asia Asia Binary variable 1 for Asia student, 0 for others 

Year Year The year of the observation. 

Europe_West West Binary variable 1 for West Europe student, 0 for others 

English English Binary variable 1 for English course, 0 for others 

Controll Control 

Binary variable 1 for student enrolled to Financial Analysis 

and Valuation courses 0 for others 
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Source: own presentation. 

To control for the potential topic dependency, the model setting includes the control 

for the professional courses (ACCA), Accounting and Banking. The other courses 

binary variables were omitted to avoid collinearity. The variable Control represents 

the courses where no video exercise was offered to students. This variable allows 

control of the expected sign of the parameter at this variable and tests the reasona-

bleness of the model parameter estimation. Size of the group and gender of students 

were directly controlled for this study. The timing effects were split into three di-

mensions. Firstly, the year and semester when the classes took place were con-

trolled. Secondly, a separate control for under- and postgraduate levels was applied. 

Thirdly, the variation within the group was controlled. At the SGH students are 

chronologically allocated with student numbers. Thus, the difference between the 

average of student numbers and a student number provides a way to judge if the 

student has had a long learning experience (negative values) or short learning expo-

sure (positive values). The cross-cultural differences were monitored with the origin 

country of students and split into three groups: Asian, Western European, and Cen-

tral European. As the majority of students at the SGH are domiciled in Central Eu-

rope, the Asia and West variables were introduced to the model setting. 

 

Results 

The descriptive statistics of the sample of 845 students are presented in Table 2. 

Table 3 presents the correlation tables. The relation between Size and ACCA is 

significant due to the nature of the certification. The ACCA requires a prior enrol-

ment to the paid track thus is typically taught in smaller groups compared to public 

courses. The relation of the part-time students at the MSc level is linked to the cost 

of study and the possibilities of junior level positions available immediately after 

bachelor level graduation. Thus, we observe a significant shift in the classes from 

full-time students to part-time students at the MSc level. 
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Table 2 Descriptive statistics 

 mean sd median min max skew kurtosis se 

Video 0.05 0.21 0 0 1 4.32 16.67 0.01 

Score 1.15 0.75 1.11 0.01 13.34 6.04 86.21 0.03 

Experience -793.18 13949.63 1410.06 -67259.14 45739 -2.17 7.6 480.17 

Accounting 0.17 0.37 0 0 1 1.8 1.22 0.01 

ACCA 0.05 0.22 0 0 1 4.14 15.13 0.01 

Banking 0.03 0.18 0 0 1 5.21 25.15 0.01 

Size 42.76 30.01 33 2 107 0.93 -0.12 1.03 

Winter 0.27 0.44 0 0 1 1.03 -0.94 0.02 

MSc 0.46 0.5 0 0 1 0.16 -1.98 0.02 

Part 0.37 0.48 0 0 1 0.53 -1.73 0.02 

Male 0.44 0.5 0 0 1 0.23 -1.95 0.02 

Asia 0.03 0.18 0 0 1 5.21 25.15 0.01 

Year 2015.51 1.6 2016 2013 2018 -0.22 -1.39 0.05 

West 0.08 0.28 0 0 1 2.99 6.97 0.01 

English 0.23 0.42 0 0 1 1.28 -0.35 0.01 

Control 0.12 0.32 0 0 1 2.36 3.57 0.01 

Source: own presentation. 

https://doi.org/10.1007/978-3-030-55277-0_28
https://ssl-kolegia.sgh.waw.pl/pl/KNoP/struktura/IFKiI/struktura/ZBnBP/publikacje/Strony/Staszkiewicz_Publikacje.aspx
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Table 3 Correlation table 

  1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

1 Video                

2 Score 0.03               

3 Learning -0.10 0.15              

4 

Account-

ing 
-0.28 -0.19 0.04             

5 ACCA 0.05 0.34 0.12 -0.28            

6 Banking 0.09 -0.20 -0.48 -0.14 -0.18           

7 Size -0.43 -0.17 0.09 0.82**** -0.29 -0.35          

8 Winter -0.29 -0.25 -0.03 0.94**** -0.34 0.02 0.75***         

9 MSc -0.06 0.35 0.20 -0.54* 0.43 -0.35 -0.09 -0.55*        

10 Part -0.27 0.05 0.12 -0.33 0.03 -0.33 0.25 -0.31 0.79***       

11 Male -0.06 -0.19 -0.19 0.11 -0.16 0.13 -0.10 0.07 -0.40 -0.38      

12 Asia 0.15 -0.05 -0.18 -0.19 -0.12 0.30 -0.36 -0.16 -0.25 -0.31 0.19     

13 Year 0.00 0.10 0.29 0.28 0.36 -0.26 0.00 0.26 -0.22 -0.48 0.01 -0.13    

14 West 0.43 -0.05 -0.34 -0.28 -0.15 0.45 -0.52* -0.21 -0.30 -0.44 0.29 0.13 -0.11   

15 English 0.46 -0.03 -0.34 -0.33 -0.16 0.62* -0.65** -0.24 -0.38 -0.57* 0.27 0.56* -0.15 0.81***  

16 Control -0.06 -0.16 0.07 -0.13 -0.03 -0.06 -0.33 -0.16 -0.38 -0.32 0.16 -0.03 0.37 -0.07 -0.09 

Signif. codes:  p < .0001 ****, 0.001 *** 0.01, ** 0.05 *. 

Source: own presentation. 
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We control the potential collinearity among variables in the model setting. Thus, we 

tested the variance inflation factors, no single variable exceeds the value of 3. The 

estimations of the parameters of the logit regression are presented in Table 4.  

 

Table 4 Logit regression estimation results (dependent variable Video) 
 

Estimate Std. Error z-value  Pr(>|z|) 

(Intercept) -385,40 274,50 -1,404 0,1603 

Score -0,14 0,28 -0,497 0,6192 

Experience 0,00 0,00 -0,228 0,82 

Accounting -16,11 1391,00 -0,012 0,9908 

ACCA -0,71 0,75 -0,947 0,3438 

Banking -1,78 1,10 -1,612 0,107 

Size -0,05 0,02 -2,101 0,0357* 

Winter -0,43 0,71 -0,601 0,548 

MSc -0,84 0,49 -1,697 0,0896 . 

Part -1,77 0,95 -1,865 0,0621 . 

Male -0,94 0,39 -2,387 0,017 * 

Asia 0,17 0,75 0,23 0,8179 

Year 0,19 0,14 1,404 0,1602 

West 0,94 0,50 1,881 0,06 . 

English -0,58 0,56 -1,044 0,2966 

Control -19,34 1711,00 -0,011 0,991 

Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 0.1 ‘ ’ 1. 

Source: own presentation. 

 

The results indicate two significant variables for the students’ decisions about en-

tering the creative assignment, namely, Size and Male. The results are robust. The 

Control variable shows the expected (negative sign) lack of willingness to enter the 

CA and it is not significant.  

With significance at 10% the level of the postgraduate education (MSc) and the 

combination of the working and education experience hinder the willingness to un-

dertake the CA. Students coming from Western European countries are more active 

in terms of undertaking the CA. Although those findings are at the edge of the sig-

nificance level adopted for this study. 
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Discussion 

The existence of a direct link between the CA and student score, the fraction of the 

total points achieved by a student during the classes against the class average, is not 

confirmed to be significant. Even the results suggest an inverse potential relation. 

We were unable to replicate Jauk et al.’s (2013) findings. The students with better 

scores are not necessarily more willing to undertake the CA. The inconsistency of 

the findings might result from the proxy, as the current class results might not con-

stitute a sufficient instrument to proxy intelligence. The differences between ac-

counting and finance courses are not significantly differentiated to impact the con-

text of the learning. Thus, within the financial-accounting area, we did not confirm 

Strom and Strom’s (2002), and Crat’s (2003) observations. The university rhythms 

also did not affect the students’ decisions. Cross-cultural differences proxied with 

the geographic origin of students were insignificant. Thus, we contribute to Kauf-

man’s (2006) observation that the cross-cultural differences for groups with a nar-

row training scope are not relevant. Thus, the geographic origin of student does not 

affect their willingness to undertake CAs.  

Our evidence indicates that only two factors impact students’ decisions. The number 

of students enrolled in a course and gender. Smaller groups tend to be more willing 

to undertake the CA. Women are more responsive to the CA than men. The first 

observation reconciled to Osborn’s (1953) initial observation and Thornburg’s 

(1991) enhancement that the combination of the group and an individual’s creativity 

is most fruitful. In addition, Lee et al. (2015) observed that increasing team size has 

an inverted-U shaped relation with creativity, thus this study extends their observa-

tion to teaching groups. The gender differences are rather unexpected based on prior 

studies. In our sample the males constitute 44% of the sample, thus females are 

over-represented in the financial and accounting courses. In fact, a close examina-

tion of the composition of the groups who enrolled in the CA indicates that the 

groups are homogeneous in terms of gender distribution. There are substantially 

fewer examples of mixed groups entering the CA. This observation needs further 

examination; thus, we isolated the issue for further study. 

 

Conclusions 

The goal of this research was to examine the characteristics of students who engaged 

in the CA. The social media exercise was used in this study to set up the environ-

ment for creativity. The results indicate that two factors significantly affect the stu-

dent’s decision to undertake the CA, namely, gender and class size.  

The study has policy implications for post-secondary education. The findings indi-

cate that the development of creativity and factual knowledge acquisition is 
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imbalanced. The results imply a possible direction for the design and implementa-

tion of education policy procedures to enhance the creativeness of students.  

The study opens a further research path in respect of the gender diversity in account-

ing and finance education.  
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Appendix A: Procedure 

The procedure has five stages:  

a) Initial requirements – provided at the beginning of the course.  

b) Tutorial.  

c) Video technical review before the group presentation.  

d) Video group presentation and voting.  

e) Post voting discussion and knowledge consolidation.  

 

Initial Requirements – Provided at the Beginning of the Course  

The time span between a) and e) is usually the duration of the course, on average 

15 weeks. At the beginning of the course, we introduce the initial requirements for 

the video assignment. In Appendix B panel A we provide the assessment instruc-
tions including the voting rules. The assignment instructions are short to minimize 

any possible misunderstanding. Students are required to prepare a video on any 

topic that was discussed during the course. The general topic formulation is crucial 

to stimulate the creativeness and ownership of the project by the students. The time 

allowed for the video clip is up to three minutes, which is manageable even with a 

standard mobile phone. We limit the length of the video to prevent entry barriers 

for students, e.g. due to technical skills or a lack of equipment. According to the 

instructions, participants must declare no copyright violations and they must gather 

all necessary approvals for recording. These requirements enhance the students’ 

awareness of intellectual property rights. Students participate in the project on a 

voluntary basis, the only motivation is the potential points compensation. 
 

Tutorial 

The tutorial is delivered in a standard way and supported with a textbook. During 

the course, we discuss accounting, auditing, or banking topics with typical numeri-

cal textbook case studies (Staszkiewicz & Stszkiewicz, 2015; Staszkiewicz, 2015).  

 

Video Technical Review Before the Group Presentation  

The students upload the videos to YouTube for archive and a stable URL. We use 

the external site both for archive purposes and to simulate broadcasting activity. The 

use of an open license for the mass media means the clips can be used as example 

video projects for later classes. The tutor checks for compliance with the instruc-

tions, mainly the length of the video, chosen topic, and presentation quality. After a 
positive review, the student team receives confirmation of the technical screening 

acceptance.  

The role of the tutor is limited to the review of compliance with the instructions. 

The tutor should avoid any involvement or judgment on the students’ creativeness 

and ideas. The assessment of the finished video should be delegated to the students 

enrolled in the relevant course. The deadline for delivery of the finished video for 

technical review is set up to allow at least two weeks between the technical confir-

mation and the day of the video group presentations and voting. This period is nec-

essary to build the market forces in the student group.  
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Video Group Presentation and Voting  

On the day of the video group presentations and voting, all technically feasible vid-

eos are presented to the entire class (students who did not participate in the project 

still participate in the presentations and voting) in a random order during the class. 

The presentation follows a break of five to ten minutes during which all participants 

discuss the presented video amongst themselves, without the involvement of the 

tutor. After the break, the votes on each video are counted. Each student has one 

vote, the students are not allowed to vote for their own video. The tutor does not 
take part in the voting unless two or more videos receive the same number of votes. 

In this situation, the tutor decides on the winning video (the golden vote right). The 

design of the voting should prevent the tutor’s influence on decisions made by the 

students, the golden vote is an exception to the rule just to ensure a timely decision. 

The winning team receives a substantial prize in terms of credit points, improving 

their final evaluation in the course, the remaining students taking part in the video 

project receive some consolation points. 

 

Post Voting Discussion and Knowledge Consolidation  

This stage is probably the most important part of the procedure and it requires active 

guidance from the tutor. The discussion takes place immediately after the voting 
and lasts on average 30 minutes. During this time the students are encouraged to 

reconcile their knowledge on the winning topic to their voting decision. Students 

describe the emotions, the marketing, and voting strategy, together with the chosen 

mechanism for allocation of the votes. The key aspect of the discussion is the utili-

zation of the available information. We encourage the students to explain the situa-

tion in terms of the information efficiency of the market.  

 

Appendix B: Assignment instruction and a sample of the videos 

 

This section contains the initial requirement instructions for the video and voting 

instructions, a sample of the student-made videos.  

 
Panel A: Assignment Instruction  

The video assignment instructions for the students delivered at the beginning of the 

course:  

“Videos will only be accepted if they are a length of not more than three minutes. 

On subtitles: a) producers and members of the team, b) year of production, c) state-

ment that no copyright is validated, and d) number of the course, tutor name, and 

term. A video is uploaded to YouTube, to the e-sgh system, the http link is sent 

before the date of the second test. Links sent after the deadline will not be consid-

ered. You are free to pick any area of interest, subject to it being discussed during 

the classes. The class will vote on the best video on […] day, each student has one 

vote, the vote cannot be allocated to your own video. The winning team gets X 
points, the others Y points for each student.”  
 

Panel B: A Sample of the Student-Made Videos 
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REFERENCE URL NICKNAME 

VIDEO A http://tinyurl.com/finmarketvid2015 Shanghai stock 

VIDEO B https://youtu.be/NlqNy96GYzg FCFF Analysis 

VIDEO C https://youtu.be/6nFQCZp-Bk4 Auditor 

VIDEO D https://www.youtube.com/watch?v=gv5RlKWDx

PM&feature=youtu.be 

NUMBER26  

VIDEO E https://www.youtube.com/watch?v=vC1E44X2mP

w 

Escape solution 

VIDEO F https://www.youtube.com/watch?v=JjD6jSAH9Eo CAPM 

Source: own presentation. 

 

 


