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CREATIVITY IN 
MARKETING



HI, I’M HENRI WEIJO 
• Consumer culture researcher, researching consumer 

creativity and value creation, communal consumption
• Industry background in advertising and digital 

marketing
• Consulting and lecturing in branding, storytelling, 

marketing communications, customer experience 
management, innovation, and consumer-oriented 
strategies

• Extensive training in group creativity elicitation
henri.weijo (a) aalto.fi



BROAD LEARNING GOALS

1. Understanding and appreciating creativity
2. Managing creativity, especially in group settings
3. How/why creativity is used in marketing
4. Above all, exposing students to creative processes and skills
5. Sparking an interest in lifelong creativity enhancement



WHAT ABOUT 
YOU GUYS?



CREATIVITY IN MARKETING

• Creativity has always been a fundamental skill in marketing 
• However, its importance is only growing, a complement and contrast to 

more data-driven marketing
• As a differentiator on the job market, being considered “creative” is 

absolutely priceless
• I aim to challenge you, and make you want to be a Creative Marketer





THE POLARIZATION 
OF MARKETING



Above all, this course is about 

CREATIVITY AS 
A PROCESS



GRADE STRUCTURE

• Class Participation 30 %
– Perusall 25% 
– Class participation 10%

• Short story exercise 30 %
• Transmedia Storytelling Group project 40 %

Passing the course requires completing assignments and obtaining at least 50%



Monday, 1 November, 11:15 » 13:00
Introduction & Practicalities

Wednesday, 3 November, 11:15 » 13:00
IdeaGen

Monday, 8 November, 11:15 » 13:00
Creativity and Storytelling, I

Wednesday, 10 November, 11:15 » 13:00
Creativity and Storytelling, II

Monday, 15 November, 11:15 » 13:00
Ethnography & Creative Insights

Wednesday, 17 November, 11:15 » 13:00
Understanding Innovations

Monday, 22 November, 11:15 » 13:00
Creativity and Value Proposals

Wednesday, 24 November, 11:15 » 13:00
Consumer Creativity

Monday, 29 November, 11:15 » 13:00
What's killing marketing creativity

Wednesday, 1 December, 11:15 » 13:00
Recap and Leading Creativity

Monday, 13 December, 11:15 » 14:15
SHOWCASE SESSION



CLASS PARTICIPATION (30%)

• 10% class activity 
• 25 % Perusall activity
• This is a fundamentally different course from any other 

Marketing course (shows in the grade emphasis)
• A lot of class discussion, group exercises, and in-class activities (learning 

creativity is not something you can just read from a book)







PERUSALL INSTRUCTIONS
1. Create an account on Perusall.com
2. Join the course by inserting the course code: WEIJO-VH9D7
3. Complete the assignments before each class (check the deadlines!)

Your Perusall score depends on:
1. Contributing thoughtful questions and comments to the class discussion, 

spread throughout the entire reading  
2. Starting the reading early
3. Breaking the reading into chunks (instead of  trying to do it all at once)
4. Reading all the way to the end of  the assigned reading
5. Posing thoughtful questions and comments that elicit responses from 

classmates
6. Answering questions from others
7. Upvoting thoughtful questions and helpful answers



PERUSALL: MAX POINT SOURCES

1. 30% by completing the assigned reading
2. 20% ”active reading” bonus
3. 35% on ”annotation quality”
4. 30% gettings responses to your annotations
5. 20% upvoting and receiving upvotes
6. 10% by opening the assignment multiple times
7. A minimum of 5 annotations for full points



EVOLUTION OF READINGS
1. Reduced amount of creative

techniques
2. Increased understanding and 

personal reflection of creativity
3. More emphasis on ethnographic 

work and exploring the human 
boundaries of problems

4. Managing personal creative work 
as a (marketing) professional



COURSE READINGS

• All readings corresponding to each lecture are 
available on Perusall, possible additional readings on 
MyCourses

• I expect you to 1) familiarize yourself with the articles 
independently before each class, 2) make it obvious by 
your in-class participation, and 3) apply the theories in 
all the assignments!

• First two, very short readings are due by next lecture!



CREATIVITY UNDER CORONA



S T O R Y T E L L I N G  B R A N D S

a  n o v e l  b y :  

T h e  C r e a t i v i t y  i n  M a r k e t i n g  c l a s s  o f  2 0 2 1



SHORT STORY (30%)
“Short stories are tiny windows into other worlds and other minds and other dreams. They’re 
journeys you can make to the far side of the universe and still be back in time for dinner.” 
-Neil Gaiman

• Short stories are a great way to train key marketing skills: 
– 1) being compelling in a constrained medium
– 2) conveying emotion and desire
– 3) creating relatability through characters
– 4) copywriting and communication
– 5) creativity through iteration and the importance of editing



STEP ONE: BRAND CHARACTERS

• The original idea came from Stephen Brown 
who has used a version of this in his 
branding class

• Key idea: pick a brand, and imagine as if 
this brand were a real person

• Basically, one page
• See instructions for writing a character 

outline



SHORT STORY (30%)
Resources for learning about short stories:
– Three chapters from “Short Story Writing” (1906) 

(Perusall assignments)
• Fundamentals of short stories
• Short story characters
• Short story organization ==> CONTENT WARNING

– “Writing Well” document on MyCourses and Perusall!
– The syllabus plus all the appendices!
– Example short stories I will be sharing throughout the 

course!



EXAMPLE: “MARL BOROUGH”



STEP TWO: WRITE A SHORT STORY
• Write a short story with your character!
• Important! The background or “story world” setting for all 

short stories will be: “The World After Corona.”
• Third-person POV, title of the short story is your character’s 

name (a chapter in GoT/Fire and Ice books)
• Aim for around 1.000 to 1.500 words, but absolutely do not 

go over 2.500 words!
• See document on MyCourses for instructions and advice!



SHORT STORY (30%)
• It is encouraged to follow Aristotle’s famous principles of “unity of drama”: 1) 

unity of place, 2) unity of time, and 3) unity of action. 
– In simpler terms, this means that the short story should aim at one unified plot over, say, 

one day, within one location, and focusing one particular and important activity. This is a 
not strict set of principles, and authors break this unity principle all the time. But for 
novices, it definitely helps. 

• Conflict drives story. Remember: what does the character want, and what do they 
need? What is standing in the way of our character? 

• Consider Edgar Allan Poe’s equally influential principle that short stories should 
aim at conveying one singular emotion or mood to their reader.



STEP THREE: ANONYMOUS FEEDBACK
• You will be paired, and you will be giving each other anonymous feedback based 

on the short story theory readings plus the “Writing Well” document

STEP FOUR: REVISING YOUR STORY
• Based on the feedback, you are expected to improve the short story into the 

final deliverable



STORYTELLING BRANDS

1. Character outline 25% Nov 19th midnight
2. First draft 25% Nov 29th midnight
3. Anonymous Peer review 15% Dec 3rd midnight
4. Final draft 35% Dec 10th midnight





GROUP 
PROJECT





GROUP ASSIGNMENT (40%)

The group assignment will consist of a 
transmedia marketing plan for a client brand. 
The students will be introduced to ideas on 
transmedia storytelling throughout the class. This 
group assignment allows you to explore and 
employ them. 

Groups of 5-6



GROUP ASSIGNMENT (40%)

1. Students must pick a fairytale of their choosing
– Banned: Cinderella and Alice in Wonderland 

2. Students must develop a transmedia story for the 
fairytale while featuring the brand in a content-
relevant, interesting, and natural way in each medium



GROUP ASSIGNMENT (40%)
Questions to drive your planning: 
1. How will you attract your target audiences to your 

brand story? In other words, how do they discover the 
story? (A link on the manufacturer’s website and 
tweets by the company are possibilities). 

2. How will you motivate the audience to keep following 
the story over time and across media? (Employing a 
“cliffhanger” and/or a plot twist at the end of  each 
element of  the story is one idea). 

3. What emotion or emotions are you going to arouse in 
the audience?  

4. How will you incorporate the brand into the story?
5. How “faithful” are you going to be to the original 

fairytale?  



GROUP ASSIGNMENT (40%)
1. The brand story must be presented in or across at least four 

media. 
2. The expression of  the brand story in each medium must be 

unique, not merely the same content repurposed from a different 
media. 

3. The plan for the story must elaborate its use of:
– Migratory cues
– Negative capability
– These will be explained in one of  the course readings, Long (2007)

4. Each new element added as the story progresses should provide 
new information which forces the audience to reconsider what is 
happening, raising new questions. 

5. The campaign must make use of  emotion. 
6. It must involve the readers, i.e. be interactive, and encourage 

participation through social media through likes, comments, etc. 



GROUP ASSIGNMENT (40%)

Deliverables: 
1) 10-minute (max) video showcase of  your 

transmedia campaign that visualizes and 
exemplifies the unfolding of  your 
campaign (40%)

2) A written account of  your transmedia 
campaign (Max 4.000 words) (60%)



MYTHS AND 
TRUTHS ABOUT 
CREATIVITY



MYTH #1: Creativity is about big breakthrough 
inventions and art!





MYTH #1: Creativity is about big breakthrough inventions 
and art!

TRUTH: Creativity is needlessly romanticized; it comes in all 
shapes and sizes, ranging from “Big C” to “small c” 
creativity (Kaufman & Beghetto, 2009) 



Creativity is the generation of novel and
useful ideas or solutions to a problem
(e.g. Amabile, 1996; Burroughs and Mick, 2004)

Defining Creativity



MYTH #2: Creative people are special! I couldn’t 
possibly be creative like that! 



• While creativity benefits from certain inherent 
personality traits, it is not “either you have it or 
you don’t” è It is a muscle that can be trained 
• Sawyer (2008) ZigZag: “Creativity is 80 percent 

learned and acquired”



Personality and Creativity

Certain personality traits heavily link to 
creativity:
1. Openness to new experiences
2. Tolerance of ambiguity
3. Playfulness
4. Low ego-sensitivity



MYTH #2: Creative people are special! I couldn’t 
possibly be creative like that! 

TRUTH: Everybody can be creative!
(though personality does matter)
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MYTH # 3: Only certain fields or professions are really
creative!





MYTH # 3: Only certain fields or professions are really
creative!

TRUTH: Creativity gives a competitive advantage in 
practically all fields. 



MYTH #4: Everybody loves creativity!



"This 'telephone' has too many shortcomings to be seriously considered as a means of communication. 
The device is inherently of no value to us.” 
Western Union internal memo, 1876

"I think there is a world market for maybe five computers.” 
Thomas Watson, chairman of IBM, 1943

"Television won't last because people will soon get tired of staring at a plywood box every night.” 
Darryl Zanuck, movie producer, 20th Century Fox, 1946

“Our survey research shows that consumers don’t want touchscreen phones.”
Anssi Vanjoki, Nokia CMO, reacting to the iPhone launch, 2007





Typical, 
acceptable 
creativity

Transgression, 
‘unacceptable’ 
creativity



1. Most creativity or innovation cases 
‘celebrate the victor’

2. Individual creatives often make ‘the rest 
of us’ look bad

3. Organizations and groups converge 
towards stability, harmony, ‘not rocking 
the boat’

4. Work incentives rarely reward creativity



MYTH #4: Everybody loves creativity!

TRUTH: Creativity often faces a lot of pushback; you 
have to fight for it!



MYTH #5: Creativity happens in spurts and requires 
inspiration!







“What I cannot create, I do not 
understand.”
- Richard Feynman

“Creative talent is the prolonged patience of  
seeing what others tend not to see.” 
–Gustave Flaubert



SHORT EXAMPLE: 5 “WHYS”
“I hate my job.”
“Why do you hate your job?”
“Because I feel like I’m not being my best.”
“Why do you feel like that?”
“Because I’m always feeling too tired to work well.”
“Why are you always tired?”
“Because I have to get up at 5:30AM to be at work on 
time.”
“Why do you have to wake up so early?”
“Because I have a 50 km commute and the road can 
get congested in the mornings.” 



CREATIVITY AS A PROCESS

CONVERGENT 
THINKING

DIVERGENT 
THINKING

• Generating a 
large number 
of ideas

• Non-
judgmental, 
open-minded 
exploration

• Exposing 
ideas to 
criticism 

• Selecting and 
developing 
ideas



IMPORTANT:
• Divergence and convergence will basically be the 

“grading scheme” for all your group deliverables!
1. Lots of ideas but no iteration, critique, or 

development = lack of convergence
2. ”Falling in love with the first good idea we had” = 

lack of divergence



MYTH #5: Creativity happens in spurts and requires 
inspiration!

TRUTH: Creativity is about hard work and routine; it is a 
constant, iterative, uncomfortable, sometimes frustrating, 
but ultimately enjoyable process



MYTH #6: “Creativity can’t be managed; it happens when 
talented people get together!”





MYTH #6: “Creativity can’t be managed; it happens when 
talented people get together!”

TRUTH: Creativity needs active management and cultivation! 
(and organizations today are often horrible at it)



RECAP

• Creativity is about finding novel and useful solutions to problems
• Process, happens often in group settings
• Creativity is a learned activity, central to many fields and professions
• Entails divergent and convergent thinking

• Reminder: read the first two readings by Wednesday


