
WHAT WAS THE OBJECTIVE?
To design content for 30 units – 
making up a 3-year Bachelor of 
Resort Management qualification. 
The content needed to be a 
combination of lecture materials, 
tutorial activities and practical tasks 
– allowing for a unique learning
experience. The qualification needed
to reflect industry best practice and
the high reputation CROWN College
has for developing people.

HOW DID WE DO IT?
Working in partnership with 
Crown and The Plato Project, we 
developed content that was in line 
with best practice and the future 
skills of the workforce. We did this by 
investing in strong subject matter 
engagement, industry consultation 
and best practice research. Each 
unit was made up of a lecture pack, 

tutorial plans, experiential activities 
and assessment. We also provided 
outlines on guest speaker topics, 
required readings and activities 
that could be completed in the 
workplace to further enhance 
learning.  

HOW WAS IT INTEGRATED AND 
WHAT WERE THE RESULTS?
The content goes to the Crown 
teaching team – who peer review 
learning assets and use them 
for instruction in the classroom. 
Throughout this process, Thinka 
further enhances and iterates each 
piece of content to maximise value. 
This collaborative review process 
means stakeholders have input into 
the learning experience and how it is 
shaped. 
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Session Plan 

Unit: IRM1001 Fundamentals of integrated resort management – Topic 1: The Integrated Resort 

Day & date: Time: 1 hour 

Instructor: 

Learning environment: 

Learning Outcome/s 

L.O. 1: Demonstrate a broad and coherent understanding of integrated resorts and their operations 
L.O. 2: Examine key macro and micro trends that impact the integrated resort industry 

Link to Assessment/s 

Assessment Task 1: Challenge or Opportunity Analysis 
Assessment Task 2: Customer experience Journey Mapping 

Timing Learning Activity Learning Materials 

2 minutes LECTURE: Introduction and learning outcomes 
Slides 1-4 
Explain unit and topic, intended learning outcomes and ex-
pected areas of understanding. 

Slides 

5 minutes DISCUSSION: Have you heard the term ‘Integrated Resort’ 
Slide 5 
Short group discussion; allowing the class to share their 
prior knowledge of the topic 

Slides 

10 minutes LECTURE/DISCUSSION: What is an Integrated Resort (IR)? 
What makes Integrated Resorts unique? 
Slides 5-7 
Define what an Integrated Resort is and why it is im-
portant.
Open group discussion around what makes the IR model
unique.

Slides 

REFLECTION
1. What do you think your ‘default speaker 

persona’ is? Why?

2. Identify situations when (and with whom) 
you would use each of the four speaker 

personas.

3. Developing a speaker persona helps you 
separate yourself from the task (it’s not 

‘you’ up there but the version of you 
need to get the task done). Does 

this help, why/why not? 

Like all skills, presentation skills can be learned. While people might say ‘just 
be yourself’, this isn’t very helpful – instead, adopt a ‘speaker persona’, so you 
stay focused on the task. You’ll be more likely to present in a way that isn’t 
compromised by your fears, mood or prejudices. 

DEVELOPING YOUR 
SPEAKER PERSONA

© THINKA, 2018.
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CONFIDENT
LEADER

KEY WORDS:
Solutions
Results

Outcomes
Definitive conclusions

‘Sell the vision’

STORY
TELLER

KEY WORDS:
Conversation
Exploration
Possibilities

An exchange of ideas
‘Sing the vision’

TRUSTED
ADVISOR

KEY WORDS:
Research

Facts
Concrete evidence

Depth and meaning
‘Support the vision’

GOOD
FRIEND

KEY WORDS:
Connection

Emotion
Sincerity

Speaking from the heart
 ‘Share the vision’
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Often more ‘active’

Often more ‘passive’

WHAT ABOUT THE AUDIENCE?
We need to think about our audience 

and who we’re speaking to. What do we 
know about them? Are they innovators, 

collaborators, thinkers or creatives, for 
example? If they’re a diverse bunch, you’ve 
got more creative licence to do it your way. 

But if they share particular 
characteristics, adopt the best-fit 

speaker persona. Maybe fanciful story 
telling isn’t the right way to go for a 

group of scientists and a fashion house 
would be bored by too many stats.  

In other words, get the balance right 
between what you’re  

comfortable with  
and what your  

audience needs.

WHEN DO I USE EACH 
PERSONA?
Most likely you will be more comfortable 
with one of the personas over the others. 
This is what we might call your ‘default 
speaker persona’. 

For example, if you’re detail-oriented and 
pragmatic, you’re more likely to resonate 
with the ‘trusted adviser’ persona. If 
you’re imaginative and like to look at the 
‘big picture’, chances are you’re a ‘story 
teller’. If you’re a nurturer and a people-
person, the ‘good friend’ persona will 
often work for you. For the innovative 
trail-blazers, ‘confident leader’ personas 
will often fit nicely.  
While these are generalisations, it helps 
you grasp what your strengths might be, 
so you can structure your presentation 
to make the most of these.

Having said that, we will often move 
more fluidly between each of the  
four personas. 

For example, 

• we might start with a 
story (story teller)

• offer insights from some 
research (trusted adviser)

• invite in some discussion 
(good friend), and; 

• finish with a strong  
statement that drives 
home our vision 
(confident leader).

CASE STUDY

• William Shu was once an investment banker, working long hours in New
York, before moving to London to continue working in finance. He noticed
there was a lack of good quality food available for delivery in London and
growing tired of eating Burger King, he decided to tap into this niche, co-
founding Deliveroo – a food delivery service – with Greg Orlowski. But
before launching, Shu returned to study for an MBA and worked tirelessly
with Orlowski on the technology required to make Deliveroo successful.

• Deliveroo (now in many cities around the globe) partners with several
restaurants from popular chains through to local institutions and higher-
quality restaurants. Shu describes the business as both an ‘online
marketplace’ and a ‘logistics platform’. Deliveroo’s business model reflects
modern trends whereby independent businesses operate online platforms
that act as an interface between supplier and customer. Other notable
businesses with similar models include Airbnb and Uber.

• But Deliveroo provides its own unique delivery service for which it charges a
fee (and it takes a commission from orders placed). Its technology is also
specifically developed to give customers real time information about delivery
progress. Deliverers, who ride scooters, motorcycles or bicycles, are
contracted to allow for work flexibility and are often working to supplement
their income or support their studies.

VIDEO:

• Hear William Shu speak about entrepreneurship and Deliveroo at the
NOAH15 conference.

• https://www.youtube.com/watch?v=sAPRs8IcHBA

William Shu, Deliveroo
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