





Then a training group asked me to create a class on the subject. Why hadn't | thought of that?
| realized that only an educational setting could effectively share creative methodology ina
step-by-step manner. Just a couple of days would be plenty to teach the entire process. Lessons
learned would improve both efficiency and quality of creative effort. In short, students who
paid attention could not fail to strengthen branding, further recognition and increase returms
while conserving substantial resources. After searching to make sure that such training didn't
already exist, | began developing the CPFC.

After a few hundred hours of course development, the training points got finer and finer.
Participants will learn how to multiply the effectiveness of branding many times over. They will
see that criticism and fickle natures are the major obstacles to enjoying the benefits of consis-
tent long-term recognition. That the breakthrough comes when we finally allow common
sense to keep our message on course. That the epiphany shines brighter when we begin to
Interpret an uninformed critical comment from others as a probable success. Because, more
often than not, it proves that our promotional effort has been noticed, even remembered.






From now on, let’s try to remember that without a consistent identity, there is no measure
of extravagance that can make a communication optimally memorable or credible.

How loudly my thousands of creative experiences trumpet the indispensable need to cherish
and protect your brand. Together they shout, “avoiding the temptation to change creative
direction is essential to increasing recognition... thus will your message results be accelerated...
stay consistent and you will achieve the enviable goal of growing an audience who thinks,
‘there they are again... with that same message... | understand and trust what they're doing'”.
Yes indeedy my experiences shout all that and a great deal more.

Equally important, those experiences have taught me that we all require much more than a
little consultation to really get how the creative process for communications should work.
What's absolutely needed and what this training provides is sufficient time to prove all the
points necessary to stay on course in the face of every conceivable obstacle. That's during every
stage of each creative function throughout the entire creative process. There really is that
much to know in order to get everyone involved and keep them on the same page.



LET'S TALK ABOUT THIS DEMO! CALL TOLL-FREE: 1866 6663498

How can you make this free demo valuable?

Peek at just one of the 60 class modules that helps teach 100 lesson steps. It's here to
demonstrate the depth of discussion we'll invest in each topic and appears on the next page.
Read all 7 lessons that follow the module page. Each relates to a different creative function.
Each includes a challenge, solution and CPFC input.
Find a subject of particular interest from anywhere in this entire brochure. Anything at all that
prompts a question you'd like to discuss.
Make this demo truly valuable by calling me with your question. I promise you'll find my
help well worth your time and effort.
Call toll-free: 1 866 666 3498

This may well turn into that straightforward conversation you've always wanted to have.
The one that begins opening your eyes about how to create and maintain incredibly effective
branded communications.
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1. Job Origination is the creative function

Challenge Solution

How creative should we get in an Don't chance blowing any
upoming ad? A lot of wheel spinning will hope for response by

be avoided if only I could somehow getting to creative. With
define the appropriate degree of only one shot to tell the

creative license that should be allowed.  story, why risk creative

What the relevant info says is that this  that can't be supported by

effort will run just once ina consumer  future impressions? While

magazine whose audience has never some bravado and appeal

heard of our organization before. Yikes. s sacrificed, the most
straightforward approach
ensures that your
message won't get lost on
someone who might be
interested.

CPFC Input

Select the right approach for this situation
from the following 3 degrees of creative
license: (1) \Very straightforward with no
need for the viewer to read past the headline
to understand. (2) Less straightforward and
somewhat creative with the headline
requiring just a little support from text. (3)
\ery creative and compelling but relying on
audience’s complete digestion headline, copy
and key visual to get it.

See examples illustrating each degree of
creative license on the next page.
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Below is the most straightforward approach.
It tells all in the headline and allows for the
least degree of creative license. It is the right

solution because, according to plan, potential
viewers will only get one exposure. Thats only

one chance to understand its meaning.

dients asked how they
could help lower their bottom lines,

for communications.

Yop of each page, they now worked well to.  mrhaaerhetmeste sl
help cormmunicate the different flavor of 2ach

section The sclution thinking in tems of icons,
thair jobwas channnged to that of spmbolic
illustrations that support thevres saction titles
Together with the wards, Ina narow heade

Here, only part of the premise is set in the
headline. Not quite as straightforward, it
relies on the image and text to complete the
entire message.

Great ideas(s)?
It only takes one.

DEMO

Because it begins by talking about “creative
juice”, this concept leaps farthest away from
the main point. Its compelling nature,
however, might be an acceptable trade-off
if readers were going to see it a great number
of times.
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2. Creative Direction Is the creative function

Challenge  Solution

An ad is needed to introduce a Since we all know, “you
new division of our company. cantcreateina
While the logo and business paper vacuum”, explain how
designs have been approved, a it's done. Do thisina
long-term creative direction needs meeting where you
to be developed. Thiswill be a relate ideas you've
well-supported strategy thatcan  already had and how
afford to be extra creative. I need they came about. \ery
to get co-workers productively importantly, give them
thinking about some ideas, but ~ permission to glean
don't know how to get their cre-  inspiration from image/
ative juices flowing. The primary  headline combos found
obstacles for all involved are inex-  in existing ads. Most
perience and lack of confidence.  importantly, encourage
the enrichment of an
idea by use of a cliche.

CPFC Input

Begin by taking the pressure off. Advise that
developing messages is more akin to problem
solving than it is to creation,which is a lot less scary.
Before going for an idea, it is necessary to commit
goals and parameters to memory. That done, such
info will simmer on your back-burner, always at the
ready to miraculously blend with the unexpected.
Never forget to have something available to record
your gems as they happen. Teach that it's okay to
glance through work that's already been done. Pay
extra attention to what we see and hear around us.
The idea is to reshape such input into a brand new
solution that communicates our message in a
compelling manner.

Get some inspiration on the next page.
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Now that your meeting has related the projects image, it's famous meaning will accelerate sibilities at a time feeds your brain much
goals, how to think creatively and given per-  the understanding of your message while faster than any other inspiration | know.
mission to look at published materials for in-  making it all the more memorable. In addition, Below is the collection we offer. It includes
spiration, it is time to understand the great studying a large collection of cliches is a terrif-  the presentation of a few how-to examples,
power a cliche or well-known saying can add.  ic way to jump-start your own quest for a great  followed by a couple thousand well-known,
By weaving one into your headline and/or ~ concept. Perusing a page of many such pos-  alphabetically organized cliches.

Cliche&Sayings List
Avrase by any other name would smell as sweet Always look on the bright side
Abandon ship Am I my brother's keeper?
About face Anapple aday keeps the doctor away
Above board Anarmandaleg
Absence makes the heart grow fonder Anaxtogrind
Absolute power corrupts absolutely Anidle mind is the devil's playground
Aceinthe hole Anoldie, but agoodie
Ace up his sleeve An ounce of prevention is worth a pound of cure
Achilles heel Another day another dollar
Acid test Another nail in the coffin
Acorns don't fall far from the tree Antsin his pants
Actions speak louder than words Any friend of yours is a friend of mine.
Add fuel to the fire Any portinastorm
After my own heart Anyhoo
After the rain comes a rainbow Anything goes
Against the grain Apple of my eye
Ah, to be young and foolish... Are you aman or a mouse?
Airing dirty laundry Arm twisting
Allbent out of shape Armed to the teeth
All bets are off Around the clock
Alldressed up and nowhere to go Around the horn
Allears Asall getout
Allfor one, and one for all As beautiful as the day is long
All good things come to those that wait As dense as a London fog
All'hands on deck Asfar as the eye can see
All hands to the pump Asgood as gold
All heck (hell) breaks loose As honest as the day is long
Allinaday'swork As homy as a three balled tomcat
Allin due time Asluck would have it
Allis fair in love and war As many Chins as a Chinese phone book
All over the map As plain as the nose on your face
All paled in comparison Assnugasabuginarug
All Stars Astender asamother's heart
Allsystems go Asthe crow flies
Alltalk and noaction Asuseful as a lead balloon
Allthat glitters is not gold As useful as tits on a bull
Allthat jazz Aswelcome as a skunk at a lawn party
Allthe bits and pieces As ye sow, so shall ye reap
All thumbs United States Ashes to ashes, dust to dust
Allwork and no play, makes Jack a dull boy Ask me no questions and I'l tell you no lies
Allwet, Tobe Ask not what your country can do for you,
All's fair in love and war butwhat you can do for your country
All's well that ends well Asleep at the wheel
Already got one paw on the chicken coop Ass backwards
Altitude is determined by attitude Assover tea kettle
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This is my general Specifications List. | think
of it as a ever-growing work in progress.
Whenever a new category is needed for any
kind of supplier, it is added to this master list.
Then when an actual quote is needed from a
specific kind of supplier only the necessary
items are included to best accommodate each
situation. Eventually, as you prepare and file
new spec lists, you will end up with a number
of templates, each particularly suited to a
certain kind of job.

Specifications List

Project TypeAd
Description:(headline)

Production Materials Due Date:
00/00/00

Great idea(s)? It only takes one. Deliver To(Name, address and

Publication:Time Magazine

Type of Production Materials
NeededFilm

phone number)
Run Date00/00/00
Number of Pagef0

Resolution300 dpi(dots per inch) Quantity:00

Size8.5" x 11"
Bleed Size8.625" x 11.25"
Creative Provideln-house

Camera Ready Art Supplier:
Vendor

Colors:4 process colors
Schedule®0/00/00

Insertion Order Due Date:
00/00/00

Deliver To(Name, address and
phone number)

Proof Approval Due Date:
00/00/00

Deliver To(Name, address and
phone number)

Pockets, Folds and/or Other
Special Feature€0

TV Production Hous&BC
Radio Production Hous&BC
Video Production HousABC
Length of MessagABC

Internet Technology Production
Provider:ABC

Web Maintenance Provide&xBC
Web Hosting ProvideABC
Types of Interactive Feature@0
VendorABC
SubcontractorABC
Cost:$00*E







