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CREATIVITY IN
MARKETING




WHO ARE YOU?

ARE YOU CREATIVEZ HOW?2 WHY2 (WHY
NOT?)

WHAT ARE YOUR EXPECTATIONS FOR THIS
COURSE®?




HI, I'M HENRI WEIJO

PhD from Aalto University (Helsinki, Finland) F s
Bentley University (2014-2017), Aalto (2017-) '
|

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, and consumer-oriented strategies
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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. The course content is evolving, | will keep you updated




CREATIVITY IN MARKETING

e (reativity is 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

e | aim to challenge you, and make you want fo be a Creative Marketer




The Future of Human Work Is
Imagination, Creativity, and
Strategy

by Joseph Pistry
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It seees beyond debate: Technology is going to replace jobs, of, more peecisely, 1

o people holding those jobs. Few

industries, if any, will be

Knowledge workers will not escape. Recentl
could be replaced by robots. One

the CEO of Deutsche Bank pred

that half of its 97,000 employees
y revealed that “39% of jobs in the legal sector could be automated in the next
10 years. Separate research has conchaded that accountants have a 95% chance

osing thedr jobs to automation in

the future.
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The big adland divide: culture vs collateral

The industry is spl

# into sgencies that make marketing colateral and those creating culture. says Adam

& Eve/OD's David

£
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For markeun, oy valesd
arhropologisns, and others adept at obwerving busa

50 here we are sestiing Into 2017 and everyone has been making predictions about the year and what it wil

bring for adland. There are lots of warys of looking at how ©

stry is changing and has to change, but |

s tha each casegory of data faces on its own. Thick dacas
have a simple view that | think sets a clear course for the future. And here it is.

Our industry will split 1920 two types of company, which will set 0ut 1o Create two very different things. The

first will work 1o create cultur

theough campaigrs that generate fame, talk-abiity and memetic power. The




INNOVATION

Managing for Creativity

by Richard Florida and Jim Goodnight

FROM THE JULY-AUGUST 2005 ISSUE

“A company’s most important asset isn't raw materials,
fransportation systems, or political influence. It's creative capital
- simply put, an arsenal of creative thinkers whose ideas can be

turned into valuable products and services.”




Above all, this course is about

CREATIVITY AS

A PROCESS




LO1 Lecture, F101 Ryhmaopetus, Vire

Monday, 25 February, 13:15 » 15:00

LO1 Lecture, Q101 Ryhmaopetus, Vire

Wednesday, 27 February, 13:15 »15:00

LO1 Lecture, F101 Ryhmaopetus, Vire

Monday, 4 March, 13:15 » 15:00

LO1 Lecture, Q101 Ryhmaopetus, Vire

Wednesday, 6 March, 13:15 » 15:00

LO1 Lecture, Q201 Ryhmiopetus, Vare

Monday, 11 March, 13:15 » 15:00

LO1 Lecture, Q202 Ryhmiopetus, Vare

Wednesday, 13 March, 13:15 » 15:00

LO1 Lecture, Q201 Ryhmiopetus, Vare

Monday, 18 March, 13:15 » 15:00

LO1 Lecture, Q202 Ryhmiopetus, Vare

Wednesday, 20 March, 13:15 » 15:00

LO1 Lecture, Q201 Ryhmiopetus, Vare

Monday, 25 March, 13:15 » 15:00

Introduction: Myths and Definitions of creativity

IDEAGEN INTRODUCTION

Problem Finding and Integrative Thinking

You, the Integrative Thinker

PITCH SESSIONS

Marketing Organizations and Creativity

IDEAGEN WORKSHOP #2

Understanding Creative Team Dynamics

Ethnography and Creative Insights

ZigZag: Introduction

ZigZag: Think and Fuse

Martin: Chapter 1, ZZ: Ask, Look

Martin: Chapter 5,Z7Z: Learn

Holt and Cameron: Sciency Marketing, Martin:
Chapter 2 / Amabile (Under the Gun?)

Clarity + Amabile?

Martin: Dancing Through Complexity / Amabile
Readings

Writing a group paper on ethnography



LO1 Lecture, M202 Studio M2 Pop Up Station, Vire
Wednesday, 27 March, 13:15 » 15:00 COLLAGE SESSION

L01 Lecture, Q201 Ryhméaopetus, Vire

Understanding Innovations and Innovative Holt and Cameron: Introduction & Cultural

Wiy, 1 st 10 [HIE Businesses Innovation Theory / Martin: Chapter 3

LO1 Lecture, M202 Studio M2 Pop Up Station, Vire

Holt and Cameron: Clearblue / Moment of Clarity

Wednesday, 3 April, 13:15 » 15:00 New Product Development Product Chapter / HBR NPD

LO1 Lecture, V002, Maarintie 13

Berthon et al - When customers get creative /
Restaurant Day

Monday, 15 April, 13:15 » 15:00 Consumer Creativity / Olli Sirén guest lecture
LO1 Lecture, V002, Maarintie 13

Wednesday, 17 April, 13:15 » 15:00 Promotion Creativity and Storytelling Storytelling readings from HBR
LO1 Lecture, V002, Maarintie 13

Wednesday, 24 April, 13:15 » 15:00 Place Creativity and Price Creativity Holt and Cameron: Starbucks

LO1 Lecture, V002, Maarintie 13

Holt Brands and Branding / Holt and Cameron:

Monday, 29 April, 13:15 » 15:00 Brandmg and MINDMAP Jack Daniel's
LO1 Lecture, V002, Maarintie 13
Monday, 6 May, 13:15 » 15:00 Cultural Studios and Marketing Experiences Holt and Cameron: ESPN and Patagonia

LO1 Lecture, V002, Maarintie 13

Wednesday, 8 May, 13:15 » 15:00 FINAL PRESENTATIONS



GRADE STRUCTURE

e (lass Participation

e Individual Assignment
— Deliverables in two parts (20% vs. 80%)

e (lass Exercises / Deliverables
— Some are incorporated into group project

e Group work
— Pitch, final presentation, and final report




CLASS PARTICIPATION (20%)

» Being present is a given, of course

* But in terms of class participation, this is a fundamentally
different course from any other Marketing or maybe even

Aalto course (shows in the grade emphasis)

* Alot of class discussion, group exercises, and in-class activities (learning
creativity is not something you can just read from a book)

« This is NOT an ideal course for the “I'll sit in the back and say nothing” type




ABOUT THE CONTROVERSIAL “DEVICE POLICY”

* Look, you take responsibility for your own learning
® 03 Q very ciose @ky « 5

* During “lecture sections”, | don't care if you are on social st s Crestivyin 43
media = it's my job to “win” your attention etc.

plyll@

HOW DO | REEECH THESE ' KEEEDS?!
ol b

« But during group creativity sessions, mobile Tl
phones and laptops are forbidden (unless stated OO
otherwise)

* Here's why...




CLASS CREATIVITY EXERCISES

The exercises we do in class are meant to really push your creative capabilities
They are not just “fun little exercises” (“puuhastelua”; in Finnish)

They will take you out of your comfort zone, demand concentration, and create
ambiguity and discomfort

In situations like these, it is VERY tempting to “break” the
ambiguity/discomfort with a quick fix of social media

* These “breaks” are exiremely detrimental fo creative thinking =
they break task immersion, disturb group dynamics, and induce
defeatism in problem-solving




In defense of boredom: Why your phone is killing your
creativity

By Ménica Guzmin cn February 4, 2015 at 3
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Omage v Sho

Last week | asked people on Facebook 8 question

“f you had to & on a bench in a park alone for a half hour without your phone, or tablet, or book or any

prop to distract you from that place and that

omen, how would you do?

“In other words: How good are you & bein Vg

Can Smartphones Reduce Your
Creativity?

being on your smartphone can interfere with your memory and

Smartphones are ruling our lives and killing our

imaginations

qoee 1 In the stavet to buy. Bat now we mst
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Nykylapsi ei kesta tylsyytta eika hanen
o the e o o e 1 xcpe hem vanhempansa ole paljon sen kummempi,

puolesta

Kaivatko puhelimen taskustasi, jos joudut odottamaan hissia
minuutin? Todennakdisest, sill nykyihminen ei kesta hetkeskéidn
tylsyyttd, sanoo professori

Lookingat your mobile? You're

cutting off a world of creativity -and
| flirtation

He
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| | #twas on Wednesday night, in a restaurant in Mousehole in Comwall. Next
to us was a family of four, with two adult children. The daughter, in her mid.
20, was gazing down beneath the table at her lap, glowing blue, pericdically
| stabbing at it. The view, the food, the waitress setting the food down, her family
they could all go away. She was going to engage with the world that wasn't there,
| PS A A b,

| I t's a scene so commonplace that it's hardly worth specifying the details. But

Inc.5000 QSEARCH  NEWSLETTERS

Is Your Smart Phone Killing Your Creativity?

ure very spare

ﬂ By Jessica Stillman ¢ buts m W SEMnyLeveiRedel
5
Lt [w]in [S] . [

Here's the good news: your smartphone allows onstantly b

honest, the occasi tress-busting round of Angry Birds). So what

you to be con ly busy.

Huh?

QUARTZ

I“kicked my smartphone addiction by
retraining my brain to enjoy being bored

i ccnews
Srish Conmia
Dys- : cell phones to UBC author

fve

Dy 2017 he rumbar of mabile phcne users woridwide s forecast o reach 477 bilon

Cell phones ave a huge pant of moder




THE CONSUMER IN A CONNECTED WORLD

Brain Drain: The Mere Presence of One’s Own
Smartphone Reduces Available Cognitive Capacity

~ =~ W g N ( it 3. Fluid Intelligenc
ADRIAN F. WARD KRISTEN D A. Working Memory Capacity B. Fluid Intelligence

A

ABSTRACT Our smartphones enabl| o el

each other. They put the world at our fi =
11 : g1
| , 1
tential to improve welfare, their persasyy s
b
- 1 % s
drain”™ hypothesis that the mere presens 32 1 2 %0
\ s LA k- T
thereby wecaving fewer resources .l'-‘kl-lt"l:_;- -
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expenments indicate that even when ‘5 =
. . A
the temptation to check their phones . 2 16
v
over, these cognitive costs are highest | 2
’ 3 s 3 4 U s d
practical implications of this -.rr'.\r'.p}’n'ﬂ g 4
28 72
We all understand the Jovs of our always-wi Desk Pocket Bag Other Room Desk PocketBag Other Room
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1 hour 36 minutes

1 hour 36 minutes




THE SURPRISING PATH TO GREATER CREATIVITY

ROGER MARTIN

MIND

DOUGLAS HOLT &
DOUGLAS CAMERON




CLASS EXERCISES (20%)

* | learned the hard way that having only final deliverables leads to time crunches,
student stress, and potential group freeriding

« Some class exercises are done fo review key concepts on certain chapters

« Some done as homework to apply key concepts and ideas = will help assignments by
producing material for them

» Brainstorming a key learning point! |\ e (o




CLASS EXERCISES (20%)

ldeaGen #1

ldeaGen #2

Collage description
Storytelling exercise
Mindmap (branding exercise)

Ethnography notes and reflection (double points)
All are individual deliverables, schedule TBD




INDIVIDUAL ASSIGNMENT (25%)

Divided info two parts
Part 1: Initial assessment of self as a creative thinker (due by Mon 16 of April)

Part 2: Reflection of creative growth and positioning of self as a future creative
marketing professional (final course deliverable due af the end of the course)

Follows Martin's (2009) framework of integrative thinking
See syllabus / MyCourses for detuails




GROUP ASSIGNMENT (35%) 1/2

° Inlshori: find a marketplace™ problem and then creatively
solve it

* Really, really: eluboruiin? on your creative process! =» the solution itself is subservient to this

goal = document and elaborate how you get there
1. What were the initial ideas, how they were refined etc.
2. Encouraged to find inspirational benchmarks or interesting cases
3. Encouraged to keep expanding products info services
» You must show an understanding of the market's current “cultural orthodoxy” (see Holt and
Cameron book) and what creative opportunities this affords for you

» The solution can be a new Frodud, service, or even an awareness campaign for an NGO (real or
fictional) => tell a story ot how your solution evolved as you applied creative tools while solving it
* Meaning a problem that has also some marketplace manifestation




GROUP ASSIGNMENT (35%) 2/2

« Pitch session (5%)

- Verl short 10 minute preseniuhon (strict 5 minute presentation, 5 minute Q&A) for the
problem you have identified

— One week from the intro lecture!

* Final report (60%)

- Thlis report is about the creative process you used to solve the problem, as well as your
solution

— 1.5 spaced, 1" margins, 12-point font, Times New Roman.

— No max length (due to likelihood of pictures etc.), but concise writing a grading criteria,
please use appendices!

« Final presentation (35%)
— At the end of the semester
— Should concentrate more on the solution itself




LESSONS LEARNED

» There were some issues with the group project that merit discussion
« Especially the understanding of what constitutes “a problem”
« Example: two groups presented as their initial problem “Tinder for jobs”

e What's wrong here?




“TINDER FOR

JOBS” IS NOT A
MARKETING

PROBLEM, IT’S
ALREADY A
SOLUTION

3 New Job Hunting Apps That Work

17K recent views
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Group 2

Group 3

Sk hMin

Rootarting Mlsm

Group 5

Group 6

Group 7

Group 8

Markku M

* Find your
groupmates!




#1
MYTHS AND
DEFINITIONS OF
CREATIVITY




AGENDA

» Definition of creativity
» Myths and misconceptions

» Central elements of creativity




HOW DO YOU
DEFINE CREATIVITY?




DEFINING CREATIVITY

Creativity is, in essence, the
generation of novel yet useful ideas

or solutions to a contextual problem
(e.g. Amabile, 1996; Burroughs and Mick, 2004)




DEFINING CREATIVITY

o ”Bi? (" and “small ¢” creuﬁviiy (Kaufman & Beghetto,
2009

o What is the difference?

» Important: for an act to be recognized as creative it has to
be socially legitimated (Csikszentmihalyi, 1996, 2006)

* In other words, creativity always happens in a social
context




I 3 7
“Small C”

e Problem-solving within the rules
or boundaries of a social context

« Little redefining of context
« Often socially celebrated

Problem-solving that breaks
or redefines the rules of
context

Lot of potential for social
pushback




So what does this
mean for marketing
and business?







First iPhone “Big C” New versions: “Small C”



Read these hilariously negative reactions to the
original iPhone announcement

d “Apparently none of you guys realize how bad of an idea a touch-screen is

on a phone. I foresee some pretty obvious and pretty major problems here.

I’ll be keeping my Samsung A707, thanks. It’s smaller, it’s got a protected
screen, and it’s got proper buttons. And it’s got all the same features
| otherwise. (Oh, but it doesn’t run a bloatware OS that was never designed
o for a phone.)

Color me massively disappointed.”




"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

"| 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




ZIG ZAG:

creativity is both
romanficized and
mysticized




MYTH BUST # 1

e While creativity benefits from certain inherent

personality fraits, it is not “either you have it or you
don't" =>»
e ZigZag: “It is 80 percent learned and acquired”




IMPORTANT:
EVERYBODY IS

INHERENTLY CREATIVE

(THOUGH NOT EQUALLY SO)




A SYNTHESIS OF PERSONALITY AND CREATIVITY

Certain personality fraits heavily link to creativity:
1. Openness fo new experiences
olerance of ambiguity

2.
3. Playfulness
4. Low ego-sensitivity

o (derived from multiple sources)




WHO IS CREATIVE?



















"CONFORMITY KILLS

THE GBF‘ATIUE MIND."
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MYTH BUST # 2

« (reativity is not the preoccupation of any one profession

* Rather, it gives a competitive advantage in practically all fields
(Zig Zag, p.2-4)

* May actually benefit from constraints and rules




MYTH BUST # 3

e (reativity is not a one-off thing

* |t is a constant, iterative, uncomfortable, sometimes
frustrating, but ultimately enjoyable PROCESS




5. Think

6. Fuse
/. Choose
8. Make




What are these steps

saying about creativity?




MYTH BUST # 4
» The PROCESS of creativity often necessitates and

benefits from collaboration rules role-setting, leadership and
I/ I/ gl p
prolonged interaction =>» “creative abrasion”

» But the group / organization has to buy into creafivity fo
make it work




A KNOWN DYNAMIC IN CREATIVITY

Divergence

VS.
Convergence




DIVERGENT THINKING
Generating a large number of options

CONVERGENT THINKING
Selecting and developing the best options




RECAP

» (reafivity is about finding novel and useful solutions to problems

* Process, happens often in group settings

» (reativity is a learned activity, central to many fields and professions
e Entails divergent and convergent thinking




FOR NEXT TIME

» Next lecture: Finding the right problem!

e Read:
— Martin: Chapter 1, Chapter 5
— ZigZag: Ask, Look, and Learn chapters




