(lem Skoleni je uspech

Pustte klienty do svéta reklamnich agentur a dockéte se lepsi spoluprace.

Bl Vase spolecnost nabizi
kreativni tréninkové pro-
gramy pro reklamni agentury
a marketingové odborniky

z firem. Jak dlouho takové
Skoleni trva a v ¢em tkvi jeho
pomysiné kouzlo?

Samotné $koleni probiha pouze
dva dny, ale predchazi mu da-
kladna pfiprava, béhem které

se musime ujistit, Ze rozumime
zadani a potfebam klienta. Nase
Skoleni neni o magii, ale o logice.
Kdyz se detailné podivéte na vi-
tézné projekty v kreativnich sou-
tézich, zjistite, Ze vétSina z nich
mé spolecné schéma. Az 81 % vi-
téznych projekti soutéze Grand
Prix a Zlatych Ivi z Cannes

za poslednich par let mizeme
rozdélit do skupin, které samo-
zfejmé nezdvisle na sobé postu-
povaly podle stejného vzorce.
Mnoho z nich vykazuje efektivni
marketingové vysledky, nikoliv
pouze kreativni. NaSe metody
jsou zalozené na pochopeni
téchto schémat, coZ ndm umoz-
fiuje navrhnout takovy postup,
ktery vede k ispésné kreativité
a je zaloZeny na principu pred-
chozich uspésnych projekti.

BN Vice nez 20 Zlatych Ivo

z Cannes putovalo za posled-
nich par let do agentur, které
prosly vasim Skolenim. Sou-
stfedite se pfi kreativnich tré-
nincich specialné na to, aby
agentury uspély v podobnych
soutézZich?

Neporadame Skoleni proto,
abychom agentury naudili chr-
lit kreativni napady, ale u¢ime
je orientaci v kreativnim svété
a snazime se podpofit jejich
origindlni myS$lenky. Cilem
neni, aby se agentury umis-
tovaly na prvnich prickach

v soutézich, ale aby pochopily,
jak pracovat na tom, aby byly
aspésné. A kdyz fikam dspésné,
nemyslim tim skvélé napady,
ale efektivni napady, které

u klienta projdou.

Bl Vysvétiete nam vas vy-
rok: ,Naucte se pravidla,
ktera jsou za porusovanim
pravidel?*

Jedna se o pravidla, ktera slouzi
spis jako priivodce pro nezasveé-
cené klienty dneSnim svétem
reklamy. Mnoho firem, které

si najmou agenturu za icelem
vytvoreni reklamni kampané,
nemd zdéani o tom, jak véci v na-
$em odvétvi funguji. Ukolem
téchto pravidel je zasvétit klien-
ta do problematiky inovativnich
procest pii vytvareni kreativ-
nich navrhi ze strany agentury.
UZ ted nas oslovuji klienti, ktefi
by se radi zapojili do vyse zmi-
néného Skoleni agentur. Jako
hlavni divod uvadéji hlubsi

Ravid Kuperberg, partner ve spolecnosti Mindscapes

Odbornik na reklamu a druhy nejvice ocenovany recnik prazské kon-
ference Marketing Management 2013. Béhem své kariéry pUsobil jako
strategicky planovac v agenture Publicis v Izraeli a New Yorku nebo
jako copywriter izraelské BBDO. Momentalné se v ramci spole¢nosti
Mindscapes vénuje kreativnim tréninkovym programiOm, které jsou
urcené pro reklamni agentury a marketingové odborniky.

porozuméni nasf branzi a zlepse-
ni komunikace s jejich vlastnimi
agenturami.

B Edukace neuskodi. Jaci
jsou dnesni klienti reklamnich
agentur? Jsou svolni k netra-
di¢nim napadim, nebo se boji
riskovat?

Néktefi jsou nekonvenéni a jini
se boji neobvyklych ndpadi.
Vyuzivani socidlnich medii je
riskantni. Ta absolutni kont-
rola, kterou spole¢nosti mély

v minulosti nad svymi medi-
alnimi vystupy nebo inzerci,

je v souvislosti s vyuzivanim
socidlnich médii pry¢. Na dru-
hou stranu, kdo neriskuje

a nevyviji snahu, aby se odlisil
od davu nebo konkurence,
riskuje vSechno. Ale jak jsem
ekl predtim, pokud klienta jen
trochu vtahnete do prostiedi
kreativci, bude informovany

a nebude se bét schvilit netra-
di¢ni navrh, ktery mu agentura
predlozi.

Bl Co mate na socialnich mé-
diich nejradéji?

Dvé véci. Tou prvni je fakt, Ze
socidlni média poskytuji Gzasny
prostor pro kreativitu spotie-
biteld, a ti dnes$ni jsou opravdu
velmi kreativni. Mnoho lidi
poukazuje na silu davu, nesmi-
me ale zapominat na kreativitu
davu. To je dominantni fak-
tor, ktery ovliviiuje reklamu.

A za druhé, prostrednictvim
socidlnich médii lze velmi rych-
le a za relativné nizké nédklady,
komunikovat zajimavy obsah,
ktery zacili na obrovskou sku-
pinu. Kazdy si tu mize vychut-
nat svoji chvilku slavy.

Bl Anacosevramcisocial-
nich médii miZeme podle vas

nebo zaniknou ve stinu no-
vych komunikacnich kanaluo?
Moderni svét reklamy mé naucil
jednu véc. Nesnazte se predvidat
budoucnost, v tom nelze uspét.
Véiim, Ze socidlni média jesté
nedosédhla svého technického

a kreativniho vrcholu. Ostatné
kazdoro¢ni udileni cen Zlatych
Ivii je tohoto jasnym ditkazem.
Samoziejmé Ze vznikaji nové na-
stroje komunikace, ale socialni
média stéle hraji velkou hlavni
roli v tom, Ze dokdzou pfildkat
obrovskou pozornost k malym,
ale chytrym projektiim.

B DA se Fici, Ze je urcité so-
cialni médium vhodné pro ur-
city segment, napriklad pro
retail, banky?

Neiekl bych a nemyslim, Ze by
urcité socidlni médium bylo lepsi
pro urdity sektor. Firemni komu-
nikace se odviji od kreativniho
navrhu, az pak se premysli, které
médium nejlépe oslovi cilovou
skupinu a vyvold diskusi o znac-
ce. Kazdy kreativni navrh potie-
buje v uréitou dobu jiné médium
komunikace.

B Mate profesni zkusenosti
zlzraele a New Yorku. Jaké
jsou hlavni rozdily mezi
klienty na téchto trzich?
Nejvétsi rozdil je v obchodni
¢innosti a jednani. V Izraeli se
viechno dé&je rychle a vysledky
jsou extrémni. Bud absolutné
uspéjete, nebo totalné propadne-
te. MoZna za to miiZe i naSe ne-
klidna politické situace. Naopak
v Americe trvaji obchodni jed-
nani vzhledem k jejich propraco-
vanému a nékolikadroviiovému
systému dlouho. Politicka situace
v obou zemich odraZzi i chovéani
klientli v oblasti reklamy. X

text Markéta Lidinska




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 | 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?

| 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 | say
successful | don't just mean coming up with a creative idea, | 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 | said before, | believe that a structured process based on proven
creative success helps ease the 'risk' pain. | also feel, based on what | 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 | 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 | 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 | have learnt about modern advertising in particular and the modern world
in general, it's that | should never try to predict the future. | 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. | 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?

| don't think the division should be according to particular sectors. | 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. | think the client's behavior in
advertising, in both countries, reflects the exact same difference.



