
WELCOME TO WEEK 4 
Creative advertising



hello



House rules





What even is BSOT?



Brutal Simplicity of

Thought



Brutally Simple 
strategic 
development





Client Goal: Target Audience: Reasons to believe:





Client Goal:
Target Audience: Reasons to believe:



Time for insights



What is an insight?





Quick Activity: 
insight vs observation





Insights make creative 
work more believable



Company
Insights?

Competitor
Insights?

Consumer
Insights?

Cultural
Insights?



“Three box” as a filter



The car gives you a 
false sense of 

freedom

Travelling by LNER you 
are really free to do 
whatever you like



Three box 
Proposition
Creative brief



Brutally Simple 
creative 
development





CREATIVITY IS NOT LUCK OR MAGIC: 

IT IS A DISCIPLINE



WE CAN LEARN IT AND GET
BETTER AT IT ALL THE TIME





THIS IS AN AD



THIS IS AN AD



THIS IS AN AD



THIS IS AN AD



Is it Distinctive?

Will people give a S**T?

Does is make us slightly nervous?





WHAT DO YOU REMEMBER?



1.3 SECONDS
TO MAKE ANYONE CARE

Gen Z loses active attention for ads after just 1.3 seconds—less time than any other age group, according to a global study by Yahoo and OMD Worldwide. 2022



Some more Tips for 
creative development





ONE



MESSAGE



AT



A 



TIME























The car gives you a 
false sense of 

freedom

Travelling by LNER you 
are really free to do 
whatever you like







Quick Activity: 
Which creative is better?



1

2



1

2



1

2





A brutally simple 
task for you

*Results from*
last week*



•

•

•

•

•

•

•

•

•

Week 2 data & insight task
1. Pick a brand 2. Find some numbers 3. Make it memorable

•

•

•

•

•

•

•



•

•

•



Anamika Banerjee 
1. Pick a brand 2. Find some numbers 3. Make it memorable



GILL WELSH
1. Pick a brand 2. Find some numbers 3. Make it memorable



Ciara Ward 
1. Pick a brand 2. Find some numbers 3. Make it memorable



ISA GEBLESCU
1. Pick a brand 2. Find some numbers 3. Make it memorable



Stacey mcintosh
1. Pick a brand 2. Find some numbers 3. Make it memorable



A brutally simple 
task for you







Client Goal: Target Audience: Reasons to believe:







Q&A



What’s Next
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