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1 —We believe that creativity
must run through every aspect
of the communications plan,
from the key consumer insight
to the writing on the pack.
This is the DNA of success
and therefore the DNA of our
business. Our daily aim is to
invoke the reaction in our clients
and ultimately their consum-
ers of, “I'd never have thought
of that”.

2 - If you want to stay creative
in doing business it is key to
stay curious. When you are
interested in listening to “the
world”, the economy, the cur-
rent individual situation and
the development of your busi-
ness partners, your clients,
their needs, their wishes and
visions and when you keep
your curiosity about all kinds
of bits and pieces alive, you will
always find creative solutions.

4

_

3-Commercial Creativity—the
business we're in—is mainly fed
by a large portion of amaze-
ment. We train ourselves to
stick to the last bits and pieces
of our childish amazement. The
future of advertising agencies
is not in making things up, but
in discovering amazing truths
in our client’s business and
products. Things they don’t see
themselves anymore. We are an
Amazement Rental Company.

4 — A truly creative idea is the
only way for an adman to
achieve immortality.

5 — Creativity is not just new
ideas or concepts but also the
association of existing concepts
and technologies in new ways.
Marconi didn't invent the
wireless, but applied existing
technologies in new ways with
a vision of how they could be
used, then through persistence
and hard work was able to
deliver something entirely
new.

6 — Creativity is like a love
potion that magically turns
something ugly into something
beautiful.



“There has never been a
better time for creativity.
With so many forms
of communication
our big ideas have a real
chance to shine.

And more importantly
our audiences are hungry
for innovation and
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The older | get the more | realize how important it is to
stay connected to my “inner child.” The best creative people
do not grow out of it when they grow up. Like children, we
remain inquisitive. Lovers of fun. You see it in our bicycles in
the hallway. Our dubious wardrobes. Our playlists. Our flirty
snapshots on Facebook.
Alas, you also see it in meetings, where we become pouting and defensive, wilting
under criticism, frustrated by the grown-ups ruining our fun. | know we can be
insufferable. Imposing MBA logic in Romper Room is bound to create problems!

Creativity is the
ability to create ideas,
the most precious form
of energy in the world.

As ideas today can spread
around the globe within instants,
ideas become more powerful
every day.

MORTEN MALBAK, DIRECTOR STRATEGY,
NEW BUSINESS & MARKETING,
MPG GERMANY
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Creativity is like a
beautiful stranger:

it makes you curious
and attracted.

SATBIR SINGH,
G, MPG NEW YORK CHIEF CREATIVE
\(PLP‘NN‘N OFFICER, EURO RSCG
QKTEC INDIA
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CREATIVITY IS AN /
ABILITYTO ENGAGE
A CONSUMER, TO

AKE HIM STOP AND ;
TOTOUCH HIMINAN = /'
EMOTIONAL WAY.
CREATIVITY IS A GREA
TOOL WHICH HELPS]
TO DIFFERENTIAT
ONE BRAND
FROM ANOTHER
BY CREATING A

UNIQUE IMAGE AND
PERCEPTION.

KATIA KRASULINA,
CREATIVE DIRECTOR,
EURO RSCG MORADPOUR, RUSSIA
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PETE FAVAT, EXECUTIVE CREATIVE
DIRECTOR, ARNOLD BOSTON
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PETE FAVAT, EXECUTIVE CREATIVE
DIRECTOR, ARNOLD BOSTON

EVP MANAGING
HAVAS DIGITAL

Creativ-
ity is the art and
science of capturing peo-
ple’s imagination in a way
that persuades them to embrace
your point of view. In advertising,
creativity allows a unique point of
view to become an accepted part of
mainstream thinking, dialogue, and
culture to the commercial advan-
tage of a particular brand. At
its heart, effective creativ-
ity requires a powerful

and original idea

ROWAN DEAN,
EXECUTIVE CREATIVE DIRECTOR,
EURO RSCG AUSTRALIA
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