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Myty

Ve skutecnosti jsou kreativni lidé ve vSech
oborech a profesich: védci, obchodni manazeri,
novinari, inzenyfi.

Ve skutecnosti neni tvorivost vrozenym ,,darem*
a kazdy ma schopnost byt kreativni. Ne kazdy
samoziejmeé vytvori inovace, které jsou

pro spolec¢nost prilomové. Ale kazdy mulze pfijit
s napady, které nikdy nemél a vytvaret véci, které
jsou nové a prekvapivé.

Na rozdil od predstavy, ze kreativita se vyskytuje
pouze v naprosto nestrukturovanych prostredich,
bylo zjisSténo, Ze jednotlivci jsou ¢asto nejvice
napaditi, kdyz se potykaji se specifickym
problémem spise nez s ,prazdnou strankou“
Podobné materialy v nichz lze objevit systém

a vnitrni ,logiku“ ¢asto pomahaji zvysit kreativitu
tvarcd.

@ .Abyste byli kreativni,
musite byt umélci’

@ .Pouze mald skupina lidi
se rodi s tvUrdéimi
schopnostmi.“

‘ JWKreativita musi byt
,svobodnd‘ a nemuze byt
spoutand
Nndstroji a technikami.



Myty

Kulturni myty o ,kreativnich umélcich® nas vedou k
vife, Ze kreativita je spontanni a témér magicka.
Ale neni nahodou, ze nejznaméjsi umélci prosli
dikladnym formalnim $kolenim v konvencich

a tradici uméni. Kazdy z nich ma za sebou
desetitisice hodin cviceni. Individualni kreativita
prameni z pochopeni minulé praxe v kombinaci

s inspiraci a pracovitosti.

Ackoli nékteré druhy skolnich, vysokoskolskych
a profesionalnich vykonl mohou mit vliv

na utlumeni kreativity jednotlivce, dospéli maji
velké tvaréi schopnosti. Casto jsou umrtveny
socialnim ucenim, které odrazuje od hravosti —
ale lze je uvolnit pomoci podplrnych nastroji
a vhodného prostredi.

Ve skutecnosti je vétsina kreativnich napadd
a vynalezl vysledkem spoluprace skupin lidi
a jejich vzajemné interakce.

@ .Kreativita je spontdnni

inspirace.”

»,Déti jsou kreativneéjsi nez
dospéli

~Kreativita pochdzi od
jednotlivel pracujicich
samostatné’



The white hat

Data, facts & information
What we know, and what
we ought to find out

=

The blue hat

Manages the process
Listens, directs attention,
integrates, moves forward

The red hat

Feellnqs, reactlons + vibes
2l gut mstmcts

The green hat

Creativity & surprise
Alternatives, reframing ~ - ==
the-box ideas 7

The yellow hat
Sunshine & positivity
Optimism, possibilities,
upsides, potential

Theblack hat

Caution & skepticism

Dangers, threats, risks,

drawbacks, worst-case
scenarios



Kompetence
Strategie
Kultura




the market to buy at

Up to 95% of
customers adren’t in
: any given moment.

gcoc/e/s



4X

Campaigns designed to drive
fame are around 4x as
efficient at driving market
share growth per extra 10 pts
of SOV according to an
analysis of the IPA Databank.

Source: Binet & Field, The IPA 'The Long and the Short of It'

x11

more market shares
gains

Creatively awarded campaignsin the IPA
Effeclivenessdalabase(1996~2014) drove 11
fimes the market share gains at the equivalent
level of share of voice*

x3,5

more stock market
performance

Cannes lions Creative Markeler of the Year
companies oulperform the
stock market by a faclor of 3.5*



Kompetence
Strategie
Kultura




.

CULTURE

Build

MAKING

PLAYING

|dentities
Traditions
Roles

David Gauntlett: Lego Serious play,
Cultures of Creativity



Kreativita
Vv reklame




Co si pamatujete
Zz poslednich 24 hodin?
Reklamy?



Kterd polovina sumy
utracené za reklamu
ISOUu vvhozené penize?



Nikdo necte rekiamu.
Lidi ctou, co je zajimd
a hékdy to muze byt

I rekloma.



; SHOULD WE
] OPEN THE
ATTACHMENT?




Proddvad kreativita?
Shodli [sme se, ze se
neshodneme.



Short-termism drives collapse in creative
effectiveness and efficiency

The collapse in effectiveness and efficiency
can be explained largely by the shift to
short-term activation-focused creativity and
the strategic and media trends this has
promoted.

Creativity was once the single most
important driver of effectiveness, with
enormous effectiveness multipliers evident
for the most creative campaigns. However,
creativity delivers very little of its full potential
over short time frames, and yet the trend to
short-term, disposable and ultimately
inefficient creativity continues.

This general trend in marketing culture has
been reinforced and exacerbated by creative
judges increasingly awarding campaigns that
pursue short-term goals.

This has encouraged and rewarded

a short-term mind-set, even though

a short-term focus means those campaigns
will inevitably under-perform in the long term.



Lessons from creative best practice can
reverse the damage

Creative best practice is currently being
overwhelmed by this poor practice, yet there
are still campaigns showing how it should be
done and delivering impressive effectiveness
as a result (with exemplars including
Guinness, Snickers and John Lewis).

There is a huge gulf between creative best
practice and poor practice. High performing
creatively awarded campaigns are eight
times more effective than their low
performing peers in terms of the number of
business effects they generate and almost 16
times more likely to bring major profitability
growth.

These high performers are defined by:

e A more balanced approach to short
and long-term objectives.

The maintenance of the campaign in
market long enough to embed
behavioural change: at least six
months typically.

Broader, earlier targeting of
consumers rather than data-driven
real time communications linked to
purchase intent.

Greater use of broad reach, brand
building media, especially TV but also
online video and OOH.

A balanced allocation of media
expenditure between brand building
and sales activation in line with latest
best practice guideline



The industry urgently needs to change the
way it identifies and rewards creativity

The report argues that anyone who values
creativity should stop encouraging the
development of disposable creative ideas
and stop squandering the use of creative
firepower for tactical initiatives. Instead,
briefs should stress the importance of how
ideas will strengthen the brand over time.
Creative shows also have a role to play; with
separate classes of awards recommended
for short and long-term creativity, to
incentivise a rebalancing of creative
endeavour in favour of long-term results.

Says Peter Field: “Despite our warnings, the
misuse of creativity has continued to grow
and the effectiveness advantage has
continued to decline. This report is a final
wake-up call for good sense, before it is too
late. | urge everyone who values creativity as |
do, to study this report and act on it,
especially those with the power to change

how creativity is commissioned, deployed
and judged. We cannot afford to go on being
complacent; left unchecked, the catastrophic
decline in creative effectiveness will
ultimately weaken support for creativity
amongst general management. Money spent
on creativity will become ‘non-working’
budget and will be cut.”






http://www.youtube.com/watch?v=uii3VhELiuE

For Snickers, we said the campaign would
work by driving fame and getting people
talking about the brand. This would drive
penetration, which would in turn increase

sales.
20
Phase three enjoyed 9.4 times the
value in sales growth of phase one
and 3.0 times the value of phase two
15
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Snickers Kit Kat Category Snickers Kit Kat Category Snickers Kit Kat Category

Phase one Phase two Phase three
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THE INTERNET IS

LOSING IT

SOCIAL POSTS 314 232 CURRENT
ANALYSED » PRICE 5




Jakse
premyslelo
O kreativite?




“People don’t buy
from clowns.”

Claude Hopkins \@
"' ‘ 4 ."




“Altention - Interest -
Desire - Action - Memory”

Roper Starch




“Advertising is the art of gelling a
unique selling proposition into
the heads of the most people at

the lowest possible cost.”

Rosser Reeves



“People’s molivations and reasons
for their actions are normally
unknown to themselves.”

Ernest Dichter




A unique selling proposition
is no longer enough. Without
a unique selling talent, it may die.”

{ e
. L

Bill Bernbach




Avis can’t afford
not to be nice.

Or not give you a new car like a lively, super-torque
Ford,or not know a pastrami-on-rye place in Duluth.

Why?

When you’re not the biggest in rent a cars, you have
to try harder.

We do.We’re only No.2.




“The consumer isn't a moron.
She is vour wife.”

David Ogilvy




Where ; Why are

are we? we there?
Are we

getting e ot there?
there? 9 s

Y

Where could
we be?

How could we

Stephen King

T-PLAN

Summary of Creative & Media Brief

The term*“T-Plan" (short for Target Plan) is a stimulus for Creative and Media thinking. It should
summarize the thinking, documentation and discussions to date; it isn't a substitute for them. All
the questions require open-minded fresh thinking; your responses should be concise/
unambiguous and discussed with the whole team before being finalised and acted upon.

-

. What is the opportunity and/or problem
which the advertising must address?

What are the current consumer
perceptions that the advertising must
correct or enhance? Take the consumers
point of view.

»

What is the role of advertising?

Do we want people to take immediate -
action, seek more information, educate,
recognize the brand’s relevance to their
needs, reinforce an attitude or change
them, bring brand to top of mind? Are we
seeking changes or maintaining more of
the same?

0

Who are we talking to?

A rich description of the target audience.
What do they feel or believe about our
brand and whole category; include
personality/lifestyle characteristics.

If the Media target is different from the
Creative target person identify/clarify
accordingly. ’

4. What is the key response we want from
the advertising?

In consumer language, what single thing
do we want people to notice, feel or believe
as a result of the advertising?

© 1989 J. Watier Thompson Company

5. What information/attributes might help
produce this response?

This could be a very functional and/or
physical attribute; it could be a key emotional/
psychological user need which the brand
fulfills. Avoid a “laundry list". It's a reason
why for the key response.

6. What aspect of the brand personality
should the advertising express?

What is our brand's personality, how does it
feel. Is it a change or reinforcement?

N

Are there any media considerations?

What mformauon can affect your media plan

eg. ; timing requirements/
campaignability; seasonality; competitive
activity; regionality; medium(s).

®

This could be helpful....

Any additional information which affects the
Creative or Media direction, eg. legal
restrictions, corporate sensitivities,
promotional plans, production budget etc.

Feel free to use a visual summary, picture,
object or anything else which adds in
understanding the nature of the brief.



Reklama jako:

- Prodej

- Svddeéni

- Viditelnost

- Socidlni kontakt
- Spin

- Showbiz



