
 



 

Training For Success 
 

Expose agency clients to the logic of advertising and see better cooperation  
 

 

Your company organizes trainings that boost creative thinking. How long does this 

kind of training take? What is the magic of these trainings? 

Most of our trainings last two days, and of course there is a preparation period in which we 

make sure we understand the client's needs and provide the right kind of magic. But I think 

what's unique about the tools we present, is not the magic but rather the logic behind the 

magic. If you analyze award winning creative ideas from around the world, and try to 

understand their structure, you realize something interesting. You realize that the majority of 

the ideas can be divided into groups that share common thinking patterns. In fact 81% of 

Grand Prix and Gold Cannes Lions winners from recent years can be divided into groups with 

common thinking patterns. Most of them offering effective marketing results, not just creative 

results. Our methodology is developed from understanding these patterns. This allows us to 

suggest a structured thinking process with unique tools that can generate future creative 

success, based on proven past success. 

 

 

More than 20 Lions from Cannes were received by agencies which had trainings with 

Mindscapes – what is the secret of this great success? Is it your goal, when you train 

an agency, that they should be successful in competitions? 

I feel the great thing about the trainings is that we are not there to help our clients catch 

creative fish. We are the there to help them understand how to fish for themselves in the great 

creative ocean, boosting their unique way of thinking. The goal is not making them successful 

in competitions, the goal is helping them understand how to be successful. And when I say 

successful I don't just mean coming up with a creative idea, I also mean coming up with an 

effective idea and getting the idea approved. 

  

 

You mentioned: "Learning the rules behind breaking the rules". Does it work?  

The rules are simply a way of creating an understanding regarding how to operate in today's 

new era of advertising. Many clients today understand that they do not understand, and 

having a structured process supporting creative thinking helps them feel more knowledgeable 

and more capable. The truth is that today we are being approached by more and more 

prospects from the client's side asking for joint client-agency trainings, so they can better 

comprehend how to work with their agency.  

 



What are today's advertising agencies clients like? Are they more open to 

unconventional ideas or are they afraid to take risks?  

Social media by definition is risky. The absolute control brands had over their advertising in 

the past doesn’t exist in social media. And of course in today's clutter of advertising and 

media channels, not taking a risk and not making an extreme effort to be different, is taking 

the biggest risk of all. Like I said before, I believe that a structured process based on proven 

creative success helps ease the 'risk' pain. I also feel, based on what I have seen in different 

markets, that it takes one successful smart-unconventional campaign to ignite the clients 

hunger for more. A nice example is ROM, a chocolate bar brand from Romania whose 

agency (Mccann Erickson Romania) we had trained. At 2011 they won a Grand Prix in 

Cannes for their "American ROM" campaign and a year after that a Silver Lion for their 

"Romanians Are Smart" campaign. 

  

  

What do you like in social media? What attracts you in social media? 

Two things that are in fact connected by one aspect.  

I love the fact the social media is a wonderful platform for consumer creativity. And 

consumers today can be very creative. Everyone is talking about the wisdom of the crowds. 

But let's not forget the creativity of the crowds which is becoming a very dominant factor in 

advertising.  

The second thing I love about social media is it’s potential to generate huge interest and 

coverage, for a relatively low investment, in a short period. It means anyone can become a 

hero, just like the "One pound fish man" from London.  

This makes me think of another fact I love about social media. It encourages advertising to 

become entertainment rather than just settling for being advertising.  

 

 

Do you think that social media will survive the future or should we expect any kind of 

replacement? 

If there is one thing I have learnt about modern advertising in particular and the modern world 

in general, it's that I should never try to predict the future. I do believe that social media has 

not yet reached most of its technological and creative potential. Each Cannes Lions Festival 

proves it again and again and again. New toys are born and new ways to play are found 

providing new ways to communicate ideas. I also think that the transformation from illustrating 

messages in media to illustrating messages in reality will keep growing. Social media plays a 

big role in this because it helps small, smart ideas executed in reality, get a lot of attention.  

 

 

 



Social media – Facebook, Twitter, Pinterest, Instagram,etc, what would you 

recommend to potential clients – can we decide which social media is better for a 

specific sector – for example for retail, banks, etc? 

I don't think the division should be according to particular sectors. I am not sure there should 

even be a division. The decision where to operate should be according to the creative idea 

you have and according to the media's potential of translating your idea into talk value and 

branded conversations. Each idea with its own capabilities and needs. 

 

 

You have work experience from Israel and New York. Can you describe the difference 

between clients on these markets?  

The biggest difference is based on the difference in the business cultures. Israeli's, maybe 

because of our restless environment, are great at generating creative shortcuts. Everything 

seems to happen quickly with extreme results. You either win big or lose big. Everything is a 

mini startup. Americans have a systematic structured process for everything, aimed at 

ensuring you get to your destination although it takes more time. I think the client's behavior in 

advertising, in both countries, reflects the exact same difference.  


