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WHO ARE YOU?

ARE YOU CREATIVE? HOW? WHY? (WHY 
NOT?)

WHAT ARE YOUR EXPECTATIONS FOR THIS 
COURSE?



HI, I’M HENRI WEIJO 
• PhD from Aalto University (Helsinki, Finland)
• 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
• 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. The course content is evolving, I will keep you updated



CREATIVITY IN MARKETING

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





“A company’s most important asset isn’t raw materials, 
transportation 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



L01 Lecture, F101 Ryhmäopetus, Väre

Monday, 25 February, 13:15 » 15:00 Introduction: Myths and Definitions of creativity ZigZag: Introduction

L01 Lecture, Q101 Ryhmäopetus, Väre

Wednesday, 27 February, 13:15 »15:00 IDEAGEN INTRODUCTION ZigZag: Think and Fuse

L01 Lecture, F101 Ryhmäopetus, Väre

Monday, 4 March, 13:15 » 15:00 Problem Finding and Integrative Thinking Martin: Chapter 1, ZZ: Ask, Look

L01 Lecture, Q101 Ryhmäopetus, Väre

Wednesday, 6 March, 13:15 » 15:00 You, the Integrative Thinker Martin: Chapter 5,ZZ:  Learn

L01 Lecture, Q201 Ryhmäopetus, Väre

Monday, 11 March, 13:15 » 15:00 PITCH SESSIONS

L01 Lecture, Q202 Ryhmäopetus, Väre

Wednesday, 13 March, 13:15 » 15:00 Marketing Organizations and Creativity Holt and Cameron: Sciency Marketing, Martin: 
Chapter 2 / Amabile (Under the Gun?)

L01 Lecture, Q201 Ryhmäopetus, Väre

Monday, 18 March, 13:15 » 15:00 IDEAGEN WORKSHOP #2 Clarity + Amabile?

L01 Lecture, Q202 Ryhmäopetus, Väre

Wednesday, 20 March, 13:15 » 15:00 Understanding Creative Team Dynamics Martin: Dancing Through Complexity / Amabile 
Readings

L01 Lecture, Q201 Ryhmäopetus, Väre

Monday, 25 March, 13:15 » 15:00 Ethnography and Creative Insights Writing a group paper on ethnography



L01 Lecture, M202 Studio M2 Pop Up Station, Väre

Wednesday, 27 March, 13:15 » 15:00 COLLAGE SESSION

L01 Lecture, Q201 Ryhmäopetus, Väre

Monday, 1 April, 13:15 » 15:00
Understanding Innovations and Innovative 
Businesses

Holt and Cameron: Introduction & Cultural 
Innovation Theory / Martin: Chapter 3

L01 Lecture, M202 Studio M2 Pop Up Station, Väre

Wednesday, 3 April, 13:15 » 15:00 New Product Development Holt and Cameron: Clearblue / Moment of Clarity 
Product Chapter / HBR NPD

L01 Lecture, V002, Maarintie 13

Monday, 15 April, 13:15 » 15:00 Consumer Creativity / Olli Sirén guest lecture Berthon et al - When customers get creative / 
Restaurant Day

L01 Lecture, V002, Maarintie 13

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

L01 Lecture, V002, Maarintie 13

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

L01 Lecture, V002, Maarintie 13

Monday, 29 April, 13:15 » 15:00 Branding and MINDMAP Holt Brands and Branding / Holt and Cameron: 
Jack Daniel's

L01 Lecture, V002, Maarintie 13

Monday, 6 May, 13:15 » 15:00 Cultural Studios and Marketing Experiences Holt and Cameron: ESPN and Patagonia

L01 Lecture, V002, Maarintie 13

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



GRADE STRUCTURE

• Class Participation 20%
• Individual Assignment 25 %
– Deliverables in two parts (20% vs. 80%)

• Class Exercises / Deliverables 20%
– Some are incorporated into group project

• Group work 35%
– 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)

• A lot 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
• During “lecture sections”, I don’t care if you are on social 

media è it’s my job to “win” your attention etc.

• But during group creativity sessions, mobile 
phones and laptops are forbidden (unless stated 
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 extremely detrimental to creative thinking è

they break task immersion, disturb group dynamics, and induce 
defeatism in problem-solving











CLASS EXERCISES (20%)
• I learned the hard way that having only final deliverables leads to time crunches, 

student stress, and potential group freeriding
• Some class exercises are done to review key concepts on certain chapters
• Some done as homework to apply key concepts and ideas è will help assignments by 

producing material for them

• Brainstorming a key learning point!

+ =



CLASS EXERCISES (20%)
• IdeaGen #1
• IdeaGen #2
• Collage description
• Storytelling exercise
• Mindmap (branding exercise)
• Ethnography notes and reflection (double points)
• All are individual deliverables, schedule TBD

+ =



INDIVIDUAL ASSIGNMENT (25%)

• Divided into two parts
• Part 1: Initial assessment of self as a creative thinker (due by Mon 16th of April)
• Part 2: Reflection of creative growth and positioning of self as a future creative 

marketing professional (final course deliverable due at the end of the course)
• Follows Martin’s (2009) framework of integrative thinking
• See syllabus / MyCourses for details



GROUP ASSIGNMENT (35%) 1/2

• In short: find a marketplace* problem and then creatively 
solve it

• Really, really: elaborating on your creative process! è the solution itself is subservient to this 
goal è 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 into 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 product, service, or even an awareness campaign for an NGO (real or 
fictional) è tell a story of 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%)
– Very short 10 minute presentation (strict 5 minute presentation, 5 minute Q&A) for the 

problem you have identified
– One week from the intro lecture!

• Final report (60%)
– This 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”
• What’s wrong here?



“TINDER FOR 
JOBS” IS NOT A 
MARKETING 
PROBLEM, IT’S 
ALREADY  A 
SOLUTION





• 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?



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



• “Big C” and “small c” creativity (Kaufman & Beghetto, 
2009) 
• 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

DEFINING CREATIVITY



• 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

“Small C” “Big C”



So what does this 
mean for marketing 
and business?





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



“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 
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

"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



ZIG ZAG: 
creativity is both 
romanticized and 
mysticized



MYTH BUST # 1
• 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 
• 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 traits heavily link to creativity:
1. Openness to new experiences
2. Tolerance of ambiguity
3. Playfulness
4. Low ego-sensitivity
• (derived from multiple sources)



WHO IS CREATIVE?















MYTH BUST # 2
• Creativity 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
• Creativity is not a one-off thing
• It is a constant, iterative, uncomfortable, sometimes 

frustrating, but ultimately enjoyable PROCESS



ZIG ZAG

1. Ask
2. Learn
3. Look
4. Play

5. Think
6. Fuse
7. 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 
prolonged interaction è “creative abrasion”
• But the group / organization has to buy into creativity to 

make it work



Divergence
vs. 

Convergence
?

A KNOWN DYNAMIC IN CREATIVITY



DIVERGENT THINKING
Generating a large number of options

CONVERGENT THINKING
Selecting and developing the best options



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



FOR NEXT TIME

• Next lecture: Finding the right problem!
• Read:
– Martin: Chapter 1, Chapter 5
– ZigZag: Ask, Look, and Learn chapters


