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Openness to
new experience

Ability to
visualise

A positive
mindset

A Questioning
Mind

Habit of
observation

Sense of
Humour

Courage to take
risks




Tips to Stimulate Creatiyity
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Art of brainstorming

1 Brainstorming provides a free and open
environment that encourages everyone to
participate. Quirky ideas are welcomed and built
upon, and all participants are encouraged to
contribute fully, helping them develop a rich
array of creative solutions.

1 Group brainstorming helps everyone feel that
they've contributed to the solution, and 1t
reminds people that others have creative ideas
to offer. It's also fun, so 1t can be great for
building! RIS
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Some variables for “big ideas”

Strategy: tells you what to do? Vision/ mission/
customers/ message.

Example: Air India Express
Task: Give airline a decorous look

Showcase India to the world using plane’s
exterior as canvas.

Mudra hoped this would portray Al as cultural
ambassador to India.

Distinctively Indian and contemporary look.
Best Graphic Design Award for the designer.




World
Heritage Day
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Target audience

1 Not a mere statistics (17, single, middle income ,
male)

1 Think personality, lifestyle, behaviour,

1 What they eat, watch, think, speak, wear, like?

1 Dark, loves blue, independent, loves dogs,
adventurous, social, loves movies
1 Ex: Surf: Lalitaji campaign

1 Execution: typical Indian housewife, value
conscious, Intelligent, vociferous, doesn’t shy
from fights, middle class, wearing a sari, has a
kid.

1 Persuasive power




It makes better sense to buy Surf

Actual referent , a -
“typical Pl
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https://youtu.be/ALxiXkHxqCc




Product names & Definitions

1 Create new names

1 Yogurt- Go Gurt?

1 Himalaya Ayurvedic Concepts- Dental Cream

1 Livon silky potion/ Amul Ice cream gg =1

DO YOU KNOW THE DIFFERENCE BETWEEN
ICE CREAM AND FROZEN DESSERT?

1 Intrigue audience/ unique/ catchy

'/iu Cream x Frozen Desser

Names/ product related

-
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“ . Fron Detat’
lce Creams are Frozen Desserts
made from are generally made from
real fresh milk. vegetable oils/fats,
®lcn creama one rich . poln, cokiem #Fropen desserty look Loe on creama
dasy Cradn 0nd wlameng brom s wrable v g oo ke
* oy oreem ore o complee lood, wrd flevgen the® only ioe cregrmy
iy b degrest oad full of posigy mode frioen ek ik ces gve
Consumers pay ottenfion: Many ice cream brands ore offering
frozen desserts, porficulary in the various schemes aMered by them.

LOOK FOR THE WORD “ICE CREAM' BEFORE PURCHASING.
ENIOY AMUL ICE CREAM MADE FROM REAL FRESH MILK.

e DU

E%Mnhml‘llrmftr—t-hl L )

= . - x I"-.d.l\.
-umalava @K
HERBEBALS W ,’




]

media

Characteristics of media will be springboard for
1deas.

First think about right choice, don’t get stuck
thinking that the world 1s a 30 sec block/ vertical
page

Think of a unconvential media that could be
used for promotion of product.

Ex; Rexona Deo/ Biotique

Levis sykes/ reliance life insurance? AIS glass
Stronglass




for best results, ‘|

use the street pol
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Situation

1 What situation will be when consumers will
come across your ad

1 What route the bus will take that advertises

1 What would people be doing while watching
Sony at 8:30 pm

Where billboard will be placed

Can spur creative 1deas

Ex: apartment scheme ad on billboard read-
“If you were living here, you would be home”
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Radio ad broadcast in evening rush hr urged
listeners to turn their cars towards a shopping
mall to avail offers that closed that day. ‘




Current Affairs

Quickly occupy people’s minds and catch
attention.

Noteworthy news.
Ex: Amul, Fevicol

Communication fresh with new changing ads, it
1s expensive one not recommended if 1t 1s to be
used for longer time.
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* Red Zone, Orange Zone, Green Zone.. Khaali haath nahin, thaali haath thanks
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Competition

Congratulatcrns tos
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Food Stamgs can help, Call 1'884.

Childhood obesity.
Don't take it lightly.
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Shortcomings

Consumers are usually smart in finding out
what you do not have.

1 Instead of trying to veil, gracefully accept, even
encash it.

Avis 1s only No.2 .
1n rent a cars.
So why go with us?
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1996 Indian World cup remember of
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you have to.) campaign to Combat Coke's sponsor

We just can’t alford dirty ash- ’ - :
i On Bl iy c b OF ship of the ev ent. The ambush
worn wipers, (Or nnwashed cars. |'|"|[-:||"|-|;.|';1_._|""|!;I

O lovwy tirves. e amvthine less i han




Correlations

1 Does the product look, feel or behave like
someone or something?

1 Garnier Wrinkle Control — bulldog

1 Samsung mobile phone- Instant messaging
feature correlated — under the table shot of a
lady trying to signal something to a man with
the touch of her foot. ‘One touch messaging’




Confused where to go on the weekend?
Just Google it over your morning cup of tea.




Personification

1 How would the product be if its alive?
1 Cleaning kitchen, hidden as germs?

1 Dance, office, attire

1 Eg: Pillsbury Atta

Boomer man

Ettiquette Serviettes
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Popular culture

]

Films, Music, Books Sports etc are often
Inspiration

Amul Ad- Sarkar, PK, Cheeni kum
Eveready batteries Sarkar
Cricket based menus and ads
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e makes onions cry, tomatoes blush
| ' & butter fry!

pUtterly KABALI
Delicious!

Amul ‘

H omecoming gift




Colours

Think colour.

Can 1t be a product or communication
differentiator.

Eg: Everyuth Orange Peel off
Cucumber Clear skin
Eveready Battery- Red




GIVE ME

every(th

naturals

Cucumber
Cooling
Clay Mask @ " -

and Cucurnbser Extract
Refreshas and soothas tin




Shapes

Shapes can be used imaginatively
Eg: Absolut Vodka: Jharokha

Relpipes — arrange pipes in the shape of an old
man , Injures person etc. to depict problems of
aglng, leaking and cracking. /
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Words and visuals

1 Consider communicating with just pictures or
just words.

“ K 1 TIGER.WOODS.
‘ 's O

THE MATEEAL
AP HES 18 A

Jungle Safari. A round of Golf. Now enjoy both on the same holiday! ‘







