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Woods Equipment Company

CREATIVE BLUEPRINT
PROBLEM STATEMENT

Having already completed the Product Promotion Planning process, we’ve identified:

· Marketing Objectives
· Target Audience
· Positioning Strategy
· Communication Objectives
We need to support the brand development and promotional campaign with creative ideas and imagery. The follow process will help ensure a solid creative outcome, consistent with corporate values and identity.

PROMOTIONAL APPEAL AND MESSAGE DESIGN

This imagery might be a metaphor, image, or simply a copy line. The best concepts are simple, powerful and evocative. They are also flexible and can be used in many different ways.

Develop a problem statement. What are we trying to solve? Include information harvested from objectives arrived at through PPP. Be sure that everyone understands the problem and is in agreement with the way it’s worded.

Example Problem Statement

Develop new logo, name, paint scheme and branding approach to existing riding mower line. Campaign may include national and co-op advertising, product decals, literature, radio spots, web presence, and apparel. Concept may drive further tactics.

GOAL: ELICIT A RESPONSE
The goal is to develop a concept that will elicit a response from the audience — a great idea that gets attention, sums up the product and provokes positive action by the audience. By repeating the concept, we hope to get quick recognition. Note: The actual direction for the campaign may also be influenced by the concept.

DEVELOPING THE CONCEPT

This is the fun part. And there’s no one-way to do it. Ideas come from everywhere. The important part is to look at as many of them as possible, including those that are completely 
off-the-wall. 

A concept can be a word or phrase, a quotation, an image, a format, even a color. It will sum up the product or capability, attract attention, appeal to the target audience and become associated with the product. 

Whether a concept is image-led or copy-led, words are still essential. We need to understand what turns on our potential buyer. We can appeal to the head or to the heart. 

· Rational – appeals to self interest, most effective for business-to-business

· Emotional – appeals to human response: humor, love, pride, joy, fear, guilt, shame

· Moral – appeals to sense of “right and proper,” generally not used for everyday products

Brainstorming sessions will develop the most ideas in a short amount of time. A group of six is a good size, but can be done with any number of participants.

A facilitator will lead the group through a successful session (see Brainstorm Facilitator on page 5). Have a time limit. Usually 25 minutes is recommended (be flexible depending on group and size). Defer judgment — and this is paramount — there must be absolutely no criticizing of ideas — no raised eyebrows, no sighs, no dissent. Suggest to those who might feel themselves internally criticizing an idea to try to twist that idea into something more creative. This is all about getting to the “unthought-of” idea. So no matter how silly and idea is, it must be written down. Laughing is to be encouraged, but as soon as a participant is criticized, their flow of creativity is likely halted.

For effective brainstorming, it’s important to have a change of perspective. Some creative exercises can help to get the brain to think openly. A change of environment can sometimes help us think more imaginatively also — consider doing an off-site creative session. 

CREATIVE TIPS

Everyone must wear their idea hats. Some people have their favorite things that inspire creativity — a hat, a troll doll, favorite chair. If it’s possible, why not bring it? Provide props like crazy hats, sunglasses, masks, feather boas, or ask everyone to bring something unusual to spice up the creative atmosphere. For doodling, put craft or butcher paper on the table along with crayons — ooh, the box of 64! Have fun snacks available (don’t schedule creative sessions right after lunch). 

EVALUATING CONCEPTS

Once time is up, select the five ideas that we like best. Make sure everyone involved in the brainstorming session is in agreement. Write down five or so criteria for judging which ideas best solve the problem. Criteria should start with the word "should", for example, "it should be cost effective", "it should be legal", "it should be possible to finish before July 15", etc. 

Give each idea a score of 0 to 5 points depending on how well it meets each criterion. Once all of the ideas have been scored for each, add up the scores. The idea with the highest score will best solve our problem. But keep a record of all of the best ideas and their scores in case the best idea turns out not to be workable.

TACTICS

When considering the concept, also think about the tactics that will convey the message to the marketplace.

· Advertising: print, radio, PR w/ magazines, trade pubs

· Point of Purchase (hats, apparel, posters, window cling, merchandise)

· Direct mail

· Tickets or invitations to events

· Pass out cards (think about small printable items that can be added onto the press sheet that the brochure is being printed on; no additional cost except for trimming)

· Body tattoos, decals

· Food items

· Flags, billboards, buses, guerilla marketing

· Product review reprints for dealers to post

· Email signatures, fax, reverse of business cards

· Competitions, giveaways (link to product, concept, capability…)

· Inserts w/ invoice

· Brand partnering (think of things that could logically be marketed together)

· Websites… and not only our website! Remember that in some people’s eyes, if we don’t have a presence on the Internet, we don’t exist at all. 

Sometimes a concept cries out to be used on certain kinds of materials. At other times, budgets, characteristics of the target audience and/or product will determine which materials to use, which will then influence the concept, e.g., coated white paper, versus a 3-dimensional rugged themed medium.

CREATIVE EXERCISES

Let’s say we have a task of developing a new idea or approach for a product design. Chances are we’re going to be hampered by conventional thinking i.e., we’re only able to think of moderate improvements. Logical approaches usually work fine for every day life, but not when tasked with innovative or creative solutions. Try to think differently — outside of the box — What does that mean? 

"The reasonable man adapts himself to the world. The unreasonable one persists in trying to adapt the world to himself. Therefore, all progress depends on the unreasonable man."

 — George Bernard Shaw

The real difficulty in creative thinking and innovation is NOT learning how to "Think Outside the Box." By nature, we all think within boxes. In fact, we would be lost without our boxes. That's how it should be since our boxes provide the frames of reference we need to understand and deal with our perceptual worlds. If we think "outside the box," then we probably aren't thinking very well. Without a box, we have no "anchors" to use in gauging and understanding reality. Moreover, without a perceptual box, we are more likely to solve the wrong problem correctly. Perceptual boxes define boundaries and help target our problem solving actions.  

Pie exercise 

Cut a pie into eight pieces with three or fewer cuts. Most people fail the first time they try to solve this problem. They draw three straight lines in a number of ways, none of which results in eight pieces. This is thinking within "a" box—not just a general thinking box, but the one used specifically for this problem. To solve this problem, we can use "box-in-box" thinking or "box-to-box" thinking or both. 

Box-in-Box (BiB) Thinking. First, we can ask questions regarding the three straight lines. For instance: Do the lines have to be cut from the top down? Do the lines really have to be straight? If the answers to these questions are no, then they might lead to potential solutions. A "correct" solution could be to cut the pie into fourths and then slice it horizontally. Or, we could cut the pie in half, stack the halves, cut these in half, and then stack and cut them again (2 x 2 x 2 = 8). Solutions like these are within the same box, i.e., solutions involving cutting the pie using straight lines. This is Box-in-Box (BiB) thinking, since each solution falls within the same box—the "straight-line thinking" box. 

Box-to-Box (BtB) Thinking. A second way to approach this problem is to momentarily step out of the "straight-line box" (Box #1) and shift our perspective to other possible boxes. This is Box-to-Box (BtB) thinking—the act of moving from one frame of reference (box) to another in an entirely different category (much like the difference between line extensions and new business categories). 

This movement is accomplished the same way as with BiB thinking: Asking questions. However, shifting outside of one box and ending up in another typically requires questions that test more basic assumptions. For instance: "Why does the pie need to be cut with a knife?" "Why must it be cut with a single-bladed knife?" "What is a cut? These questions represent a focus on cutting and thus create another box—"outside" the previous box, but now a new perceptual frame. Once the shift is made to this new box (Box #2), BiB thinking resumes. Some solutions with this new box include designing a multi-bladed knife with a handle perpendicular to seven blades—one stamp and eight pieces result. Or, different patterns can be made—without lifting up a single knife blade—which result in eight pieces. 

Castle Exercise

A castle has been under siege for several months and is down to its last two sacks of grain. The castle's defenders consume one sack of grain per day. To solve it, acknowledge the current box (Box #1). For example, we might say, "How might we make the grain last longer?" They also might seek other perspectives within this box—such as, "How might we decide to share the remaining grain fairly?" Both definitions are within the same box involving how to use the existing grain. Thus, the reformulated problems represent BiB thinking. 

A second choice is temporarily to move the problem perspective to a new box involving "Box-to-Box" thinking. That is, reframe the problem and create an entirely different perspective: Instead of defining the problem in terms of food rationing, consider the ultimate objective. To do this, they might ask, "Why do we want the grain to last?" One answer would be "To defeat the enemy." The problem then becomes: "How might we defeat the enemy?" (Box #2). Another answer to the why question might be: "To demoralize the enemy?" The problem then is: "How might we demoralize the enemy?" Answers to this question might create the perception that they have unlimited food. 

In this case, the castle's defenders decide to demoralize the enemy by tossing one of the remaining sacks over the wall. This demonstrates an attitude of confidence and self-sufficiency—e.g., "We have food to waste!" Of course, such a decision involves some risk. However, there isn't much to lose since the situation would be resolved in one day less than had they chosen to keep the sack. On the other hand, if the enemy "buys" this solution, the problem may be solved.

Pie and Castle exercises excerpted from: The Design of Ideation for New Product Ideas 
By Arthur VanGundy PhD

Whack Pack Exercise

The Creative Whack Pack* is based on the idea that sometimes we need a “whack on the side of the head” to jolt us out of habitual thought patterns that prevent us from looking at things in a fresh way.

The deck consists of 64 cards each bearing a specific creativity strategy (Corporate Communications has Whack Pack). The 64 cards are divided into four sixteen-card suits: Explorer, Artist, Judge and Warrior. These represent the four roles (or types of thinking) of the creative process.

Some cards may trigger an immediate response. Sometimes, however, we’ll look at a card and think, “This doesn’t have anything to do with my problem,” and be tempted to reject and reach for a new one. Don’t do it. Often those cards that initially seem the least relevant become the most important because they point to something we’ve been completely overlooking. 

*Rob Tinsman has a deck of Creative Whack Pack cards.

Dictionary Exercise

If we're stuck for an idea, open a dictionary, randomly select a word and then try to formulate ideas incorporating this word. We may be surprised by how well this works. The concept is based on a simple but little known truth: freedom inhibits creativity. There are nothing like restrictions to get us thinking.

Zing! Exercise
Zing!, a book by creative expert, Sam Harrison, offers a five step creative process to find big ideas that sizzle. The book as a whole is a great guide to creativity but also includes several fast examples of creative triumphs, rejuvenating quotes from creative gurus, and real-life tips and hands-on tools.

Example from Zing!
“If you have an apple and I have an apple and we exchange apples, then you and I will still each have one apple. But if you have an idea and I have an idea and we exchange those ideas, then each of will have two ideas” —George Bernard Shaw 


During the next week, exchange ideas with these five people:

1. ________ 2. _________ 3. _________ 4. _________ 5. _________
TAKE A BREAK

Following the brainstorming session when we’ve got an enormous wealth of information stirring around our heads but nothing seems to be forming good ideas, let it rest. Several great thinkers got their brightest ideas when they weren’t thinking about them. 

Einstein said his best ideas came while shaving.

Keep notebooks or sticky notes and pens handy. We never know when someone will get that perfect idea. Write it down before it’s gone!

Plan to meet again to discover the brilliant ideas that have struck the participants since the first session. Consider a second round of brainstorming.

SOLUTIONS

Now that we’ve arrived at a few solutions, do each of them solve the problem statement?

TESTING THE SOLUTIONS

The creative solution must be consistent with the company’s values and identity and compatible with current campaigns and media. Test the solution against the following questions:

1. Is the solution conservative enough to maintain credibility within the markets we serve, yet creative enough to break through the clutter?

2. Does the solution break any local, state, or federal laws?

3. Does the solution break any generally accepted moral codes, such as the Ten Commandments?
4. Is the solution likely to be approved by the Corporate Communications Manager?
5. Is the solution likely to be approved by the Marketing Manager?
SELLING THE SOLUTIONS

Now that we’ve got some workable solutions, it’s time to pitch them upstairs. Be sure to show only two or three options. Too many choices will result in nitpicking and indecision. Focus on selling the best ideas. Also limit the number of decision-makers in the room. Two or three is ideal, and never more than six. Otherwise turf battles will break out, egos will rage, and hairs will be split. Before showing ideas, plan the presentation carefully, showing the three favorite concepts and leaving the others in reserve. 

FACILITATING A BRAINSTORM

Facilitating a brainstorming session is a multifaceted task. In reality, the trained facilitator is more like ten people than one, exhibiting the broad spectrum of personalities, as needed to get the job done. 

Ten personas of a brainstorm facilitator:

1. Conductor 
A skilled brainstorm facilitator knows how to orchestrate a “dissonant” group of people. In this mode, the facilitator evokes contributions from everyone in the group. 

2. Alchemist 
A good brainstorm facilitator is a wizard in identifying genius in the group and helps them to come forward with their views. 

3. Dancer 
Like a dancer, facilitators set the pace for the discussion. They spark ideas in the group by using prompts and nudges. 

4. Mad Scientist 
Facilitators are like mad scientists who care little for logical and rational thinking but place more importance on imagination. Imagination is the seed of all inventions. 

5. Diamond Cutter 
Skilled brainstorm facilitators are craftsmen par excellence. They are focused, precise, dedicated and able to get to the heart of the matter. They make sure that no one is hurt in the process. 

6. Actor 
Brainstorm facilitators are also actors. They should believe in their role and live the person they intend to depict. The group will gain confidence and participate actively in the session. 

7. Environmentalist 
Facilitators pursue everything and waste nothing. They leave no imagination unturned. To them, there is no such thing as a bad idea, only ideas whose usefulness has not yet been fully explored. 

8. Officer of the law 
It is facilitator’s most important job. This is the task of enforcing law and order. State the ground rules at the beginning of the session and see to that no one crosses the line.
9. Servant 
Sometimes brainstorm facilitators get carried away by the group energy and use the position to foist their ideas on others and manipulate the group into his way of thinking. They should be careful not to fall into this trap. Their job is to enable others to arrive at their solution. 
10. Stand-up comic 
Humor is the brainstorm facilitator’s most powerful tool. Humor often signals the most promising ideas. It also makes the facilitator more likeable and the group amenable to the facilitator’s direction as the session proceeds.
Facilitating a Brainstorm: Excerpted from:

Ten Personas of a Brainstorm Facilitator: http://wwww.innovationtools.com/Articles/EnterpriseDetails.asp?a=163

Rob Tinsman
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