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NATURAL CREATIVE PROCESS.  

Interveiw protocol version 6 of 10 October 2007 

Researcher: Markus Redvall 

 

 

1. PERSON 

 

Who are you? 

a. What is your name? 

b. How old are you? 

c. What do you do? 

d. Where do you live and work? 

e. For how long have you been doing what you do? 

 

How did you become the person you are today?Tell me briefly about your life up till now. 

a. Background. 

b. Education. 

c. Other carriers. 

d. Influences and interests. 

e. How did you end up doing what you do? 

 

What is it precisely that you do? 

a. Describe more in detail 

b. Are there certain parts of the process that you are more involved in? What are your 

areas of responsibility? 

c. Are you working alone or together with others? What do you like most? 

 

 

2. CREATIVITY 

 

What is creativity to you? 

 

In your opinion, are you a creative person? 

a. Why do you think that? 

b. Do others see you as creative? Why is that? 

c. In what way are you different from people that are less creative? 

d. Have you always been creative? Or have you developed to be one? 

 

 

 3. CREATIVE PROCESS 

 

Where do ideas come from? 

a. An analytical process? 

b. A different kind of process? Describe. 
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When do ideas typically appear?  

  

How finished is an idea usually when it appears? 

a. To what extent does it need elaboration and development? 

b. Is it possible to decide if it is good right away or is it important to give it a chance 

before discarding it? 

 

Please describe your creative process.  

a. Where does it start?  Where do you go from there?  

b. Are there phases with different characteristics? Are you thinking in different ways in 

different parts of the process? Describe.  

c. How about working by yourself or together with others? Advantages and 

disadvantages. 

 

Could you please draw a map of the creative process as you experience it?  

a. Try to make the drawing as accurate as possible, rather than original in itself.  

b. It may help to think of a specific process.  

 

 

4. AROUND CREATIVITY 

 

Is it important to have certain attitudes to what one is doing when working creatively?  

a. What kind of attitudes? 

 

Do you in any way experience a different state of mind when you work creatively? 
a. Is it a desirable state of mind?  

b. Is it difficult to get there?  

c. Can you deliberately come in and out of it? How do you get there? 

 

Is creative performance dependent of how you feel overall? Tell me about that 

connection.  

a. Can it ever be an advantage to feel bad? 

 

What is motivating you in what you do? 

b. How important is motivation to the creative process?  

c. Are there different kinds of motivation? Do they all work as good? 

d. Are some parts of the process more rewarding than others? How does that influence 

the creative potential? 

e. How important is support from others in your efforts? 

f. How important is money and fame? 

 

What inspires you? 

a. How important is inspiration to the creative process?  
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b. What is the connection? 

 

What do constraints do to creativity?  

a. Do you have an example where it was promoting creativity?  

b. Where it was a hinder?  

c. Is it possible to deliberately work with self-imposed constraints to promote creativity?  

 

Do you ever get stuck?  

How do you handle that? 

 

What are the obstacles to creativity? 

a. What are the greatest enemies to your own creativity? 

 

 

5. DELIBERATE CREATIVITY 

 

Are you doing anything deliberately to make the creative process work better? 

a. Any games or tools or tricks? 

b. Deliberate methods? 

 

Are you familiar with brainstorming?  

a. Please describe how you are using it.  

 

Are you deliberately influencing yourself during the creative process?  

a. In what way?  

b. Why? 

 

Are you a person that have work in your head all the time, or is there a border between 

work and leisure time.  

a. What role does work and leisure time play in the creative process?  
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Interview Jonathan Lowth, Octobre 31, 2007 

By Markus Redvall 

 

Fine, what did you say? 

I said... (laughts) I said don’t kick the shit. I said that this... this is where command 

central is; where the emails are, phone rings and everything basically that distracts from 

creativity. This is what happens here. Of course it is a great place to sit and talk with 

colleages and where we buzz about ideas and so on but really when it is about getting 

into the creative mode and sit and thinking then that is somewhere else. The office is 

designed really nicely as much as there are lots of different environments you can go in 

and sit depending on what mood you are in. And we’re gonna have a look at those. I 

think that it is probably the best thing to do. And get some ideas from that and then... take 

it from there. And then we’ll find somewhere where we can just sit and talk. 

Yeah, all right, let’s do that. So it is actually acknowledged in this company,  that you 

need to move around and you actually designed different rooms with different moods in 

them?  

Yeah, I mean it is all up to the individual what they want to do. There are some people 

who can sit here and put their headphones on and sit and write. There are other people 

who go and sit in a quiet room or go and sit out there in different places. There are all (?) 

this thing about which level of creativity; if it is concept wise then it’s... it’s good to 

have... not to be disturbed by the phone ringing or by people asking you different 

questions and so on. But - eh ... So it depends on what you’re in. (start walking) And I 

think I mean first of all, we have got the infamous football room. (Markus laughs) And I 

wouldn’t claim that I never had any good ideas in here, other than how to beat the other 

person in football, but it is somewhere where people can relax and get some different 

ideas. 

Remember the book I was talking about ... the book about the creative process that 

wasn’t extremely deep but interesting, I think there are three of four equalities .. and one 

exact picture of that. 

In there we will get back to, cause there is a management meeting going on there at the 

moment. That is the whiteboard room where in fact all the walls and the table itself is a 

whiteboard so you can just write wherever you are. And that is always a good place for 

workshopping. This is actually my favorite room, but I think we should come down here 

at the end and I will tell you about this a bit later.  

Yeah. OK. 

That is a sort of freethinking space. That’s where... actually the art director that I work 

with a lot, he and I go in there, often with very, very, very tight deadlines and fall asleep 

on the sofa and wake up with the good ideas. (Markus laughs). There is... there is the red 

room here. Which as you can see if you stand outside it says Red rum. But funny enough 

if you come inside and read it from the other side it says: Murder.  

Ha, ha. Do you know here it comes from? 

It is from “The Shining”, isn’t it?  

Yeah. 
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This one, we changed this room, this used to be a really cool room. Cause this table 

goes... goes really high and I will show you the chairs; we used to have these chairs 

which were basically balanced on a... on a half ball and you couldn’t relax in them.  

Ah, OK. 

And it was a great place to have quiet meeting or if you needed people to be one the toes 

all the time. So this is primarily a meeting room, but it is also somewhere - I have been in 

here today using, doing a brain storm with a client. 

The red room ... I guess I can take pictures later... 

You can just do it as we go along, that’s fine. (Markus takes photos) 

My name is Redvall. And it is almost ‘Red wall’ and I am thinking about using that at 

some occasion. Yeah. 

This is where the ... we call them the grown ups sit. The...You know, the concept people 

and traffic and so on. 

Ha. The grown up people ... 

Yes, because they seem to think that we’re children and they have to sort of you know...  

Ha, ha, ha. 

Then there is another, there is a place here, this is one of the, like really a good place to 

be: the library. Where we have got some nice, easy chairs and all sorts of resources. I 

mean, there is books, eh, you know, masses of books just to get ideas from and so on. It is 

very comfortable and it is right next to this area, which is really a cool area. This is 

actually Mette who started this. Is this whole packaging library. You know her 

infatuation with foodstuffs and packaging and so on and so on. So this is something 

which is always good, if you’ve got just to get inspiration, right now we’re working on 

another (xx) quick product, so you can go in and see what the competition are doing.  

Do you think, you know... You’re not only working with packaging or foods I guess? 

Absolutely everything, but... but still you know, if you... for example, something is ... you 

know, like my main client, Resound, packing of hearing instruments, how can you make 

a different packaging for a hearing instrument, you can get inspiration for all sorts of 

stuff, right. One for kids, you know. Anything like that. But it is also a good place to see 

whether things or ideas that you’ve got have been done before or ... you know, just to get 

that sort of ... 

I guess I could get ideas for a film script from this as well ... It goes that wide. Just 

another kind of input, isn’t it? 

Yeah, it is. It is all about getting all those senses and getting them working in harmony. 

Eh, and there is... you know, there is different people work in different ways. There’s 

tactile ... I’m very tactile. I like to... to to to touch things. And eh... like music is one of 

my really great inspirations. And also it is just important to have the time to just sit and 

chill. You know? A really good place - I have an art director I work with on pretty much 

on all my projects - and it is very often if you sit down in that one, then I sit down in this 

one and if you lean back you can actually hear each other talk really, really clearly 

because of the acoustics of the ... okay this is in the way now, but it is actually a really 

interesting place. Try and hear your own voice when you’re there! 

Yeah. And you hear me very clearly as well, I guess? 

Exactly. 
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And the tape recorder is catching your voice here but not here. 

Yes, exactly. So it’s simular... in fact if someone is standing not too far away they can’t 

really hear what you’re talking about. It is very interesting.  

Mmm. Good. 

It is a funny one. It is difficult to get up at! 

Yeah. Can you sit down again? (Markus takes a photo). I need to flash it differently ... 

Why does it do that? 

Is there some funny light? It is probably the reflection of the light up there maybe I don’t 

know. 

(Keeps discussing picture taking) 

Then we’ve got... We’ve got a  whole Lego department down here which is something 

that I really don’t have very much to do with at all ... 

Are you working with new products for them? 

Yes, absolutely. We design this here. I can’t tell you the story exactly as it is because I 

was not involved, but you know they go (xxx). And it was people in here who came up 

with the whole Bionicle-concept.  

(the rest of the story under secrecy agreement.) 

Wow. Funny job.  

00.08.34 

Yes, exactly. And as you can see they are taking great interest in the way the place is 

designed and the way things look... And this is where ... you roll your sleeves up ... 

Are you in here sometimes? 

Very rarely. I mean I am more in the concepts and writing side. But it is just the fact, I 

mean things like this, this is something that inspires me. (Opens locker with new pads 

and notebooks and so on) Just the fact that I can go... when I am on my way into a client 

meeting or whatever, I might just go, I can grab one of these from here, and I can grab 

(opens locker with new pens in all shapes and forms) whatever I want from here and, 

and... and yeah, actually, that is something which is probably quite, quite relevant is this 

idea, that... there is nothing quite like getting one of these out (takes out a new notebook) 

and opening it up and having a new place to have new ideas. You know it is something 

that has not been used before and it is something you can dedicate fully to whatever it is 

that you are thinking about. You don’t have the ... it’s a really basic sort of human thing I 

think, but you just got... you’ve got all these pages to write your ideas down. And you can 

have two words a page and it doesn’t matter and you can... you know. That is really nice. 

There is no sort of - eh - what should we say? The agency puts a lot of weight on 

creativity, of making sure that we have got the right background and the right tools of the 

trade. 

Yeah. (walk on) 

00.10.12 

Eh... Then we’ve got ... there is one thing, one other thing which I didn’t show you here... 

which is in here. No, sorry it’s on the floor, it used to be there ... (walking up the stairs) 

At the moment we’re integrating with a small web agency so they sit up here basically. 

We have two other great rooms in here. There is this one which we call the panorama 

room. And if I can find the lights I can show you how it works. There. Basically what we 
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have done is that we have been up on the roof with a 360 degree camera and taken a 

photograph of Copenhagen from here. So it is really interesting. We had to turn it a little 

bit to get the interesting bits, but basically you sort of can sit in here and feel that you are 

outside.  

Right. 

Eh...  

Ha, ha. 

And for me that is one of the real ... I guess, one of the real things about creativity... it is 

nice to be... to not feel that you are walled in. Physically. Because I think physically it 

can affect you mentally as well. If you feel that you have go to work within this... these 

four walls or whatever. In here, if it is pissing down with rain outside and you can’t go 

for a walk in the park or whatever it might be that you need to do, then you can get a little 

bit of freedom in here.  

You’re not allowed to go out but you can go into the panorama room ... 

You can go out if you like, but if it is raining and miserable outside. Copenhagen in the 

winter ... who wants to be outside? 

And it is also about being in a room and outside at the same time, I guess? 

Yes, there is something, there is something, there is some sort of... juxtaposition about the 

fact that you are inside but you’re outside. You are on the third floor but you are at the 

roof. You know.  

Exactly. I can totally follow you there. Because when I am in here, I ... kind of ... well 

there are channels in my brain that opens up in a strange way ... 

Yes. Yeah. But it is also you know there are so many things ... apparently there is a nude 

woman sun bathing somewhere I haven’t found her yet. But apparently, you know... And 

there are all sorts of details you can see. You know, I have never seen the church from 

this angle before and that makes you think about stuff, and...  

Yeah... 

So it is very ... it is also that thing, I mean, apart from being about creativity, a lot of 

creativity is in fact daydreaming.  

Yeah. 

And letting those other channels come into play. And in fact sitting here you find yourself 

very quickly looking at: wow, how many spires there are in Copenhagen. You know. 

How come now we are only allowed in Copenhagen or for a long time, to build up to five 

stories high, but in the sixteenth, seventeenth and eighteenth centuries they could build as 

high as they wanted. And there are all these things that you just find yourself thinking 

about and then maybe that will get your mind onto the right track for something else. 

Right. What would, you know, what would a typical product be for you? A concept or a 

text or...? 

00.13.37 

For me it’s...eh... there is two district levels to it: With most of my clients I am involved, 

I overlap between the sort of strategic planning/conceptual level as being a senior 

creative, but on some of the clients as well because of my product knowledge and my 

company knowledge and so on, that I actually end up doing the nittygritty. But 80% of 

the time it’s concepts and product launches or product development. Eh...You know, and 
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so again the desk that we looked at downstairs ... No, let’s just go in here first ... This is 

my favorite room on Tuesdays bacause we have a masseuse who comes in every 

Tuesday. And I have a time with her. And it is incredible the number of times you go out 

of a meeting, lie down on here half asleep while she is pounding away at your back and 

then you get some great idea. 

While it is happening ... 

Yeah, while it is happening. I don’t know where the light are in here, mate, I am sorry... 

It only works on Tuesdays 

Yeah, that is probably it actually. You might be right. (finds the light) There you go. 

 

(Markus takes photos) 

But, you see actually, originally there is the two hooks in here and those two circular 

chairs that we were sitting in they were hung in here and it is soundproofed. So there is a 

fantastic sound in here. You can see the corner. It’s been done like a space bubble or a 

capsyle or something like that. 

Who came up with those ideas of doing it this way? 

00.15.35 

About a year and a half ago we had an interior designer, two years go she came and did 

the design. I think there was a competition with 4 or 5 different designers. And she came 

up with this whole theory about different rooms for different thought processes and so on. 

And the original execution was okay, but there were some problems. We had to move 

around with some stuff and so on and so on. For example the thing with the two chairs 

hanging in here was fine but only two people could use it at a time, and in a busy agency 

you need to be able to get four people into a meeting whatever it might be. So we had to 

tweak stuff but I mean, the idea the insight from the owners was quite right. Which was 

that to be creative you need the right environment to be creative in. And you can’t define 

that environment for everybody, but what you can do is that you can give a little but of 

this and a little bit of that so you can you know best fit as many people as possible. Let 

me put it that way. 

And before that, did you have only normal offices? 

Yes it was fairly straightforward normal offices really. 

And can you explain concepts, you know, can you ’blame’ them on the new 

environments? Could you definitely say that it has improved your ability to .. 

Yeah. That’s definite. Because although there has never been a sort of, it has never been 

an office where people had to sit at their desks and be creative ... 

I wanna get my questions ... 

Yeah  

(Back in the white board room, sitting down in a more formal interview situation) 

It’s interesting because in the film business we are fighting with the same demands as you 

do basically. But we just haven’t developed our methods as much. Also because you need 

to come up with a great idea every day ...like, you know, one idea a day... 

00.18.14 

Something like that. Yeah. 

...and it’s not like that in the film business of course you’re working a longer time ... 
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Having said that, I work on ... a typical product launch for Resound normally would be a 

six month process, something like that. Where, you know, there are all sorts of backwards 

and forwards... eh... and from the day you take a briefing there is normally around six 

months until you see the concept rolled out. And of course that is including, we probably 

do it three or four months and then there are a couple of months for them to adapt to all 

the different countries and so on.  

(Brief story about launch with secrecy agreement) 

Are you, you know, presen... are you developing new specific products to companies, you 

know, they are just within an area, a business area and they come to you and say: We 

don't know what to do next. Help us. 

00.19.55 

It's, it's, it's... sort of 50/50. Most clients think that they know what to do. Eh. But in most 

cases that thought is based on what they have developed rather than what the market 

wants. Eh, and if you think about creativity, well what's creativity. Theoretically, anyone 

who makes anything is being creative. The person who made that whiteboard is being 

creative and.... they have created something. Eh, whether it's new, different etc. etc, who 

knows. But with a lot of clients, they are very very much driven inside out rather than 

outside in. And one of the... sort of mantras that we've got here is that we want to get 

more story in the product. And to get more... rather than more product in the story. To get 

more story in the product we have to be involved earlier. Right now as I mentioned 

before we're working with a client to develop a new kind of müsli. From scrach. The like: 

"we want a müslI". Obviously there is a box and you're being put in there cause it's going 

to be müsli, so... but what should the, what should the unique benefits of this product be? 

Which target market should it be aimed at? Should it be male or female, should it be 

health, should it be children, should it be.... And so, starting from ground level zero most, 

and working up. And that's eh... that's interesting because at that point you can begin with 

the story. What does the market want? And how can we tell that story, and how can we 

roll that story into this product. Eh... so you know, creativity... I can work with something 

like that. And then, on the other hand I can work with a new hearing instrument that has 

been designed and its... its features and benefits and everything are already... it's done. 

It's.... you know it's "fait a compli". But then the challenge is to be creative with w... how 

do I take this hearing instrument which is like any other hearing instrument with some 

tweaks and twists and benefits.... and creatively position it. OK. I mean, I will show you 

an example of that later. Eh, yeah, so.... 

Let's let's go through these questions because, you know, everything you say is extremely 

interesting, so you know, I'm going to get something out of it, or a lot out of it, but maybe 

to get some coherence between the different people.  

Yeah, you need a map to follow, right. Ha ha.  

Exactly, so... and, so... and, you know.... I could sit here all night discussing the müsli 

or....only. 

Ha, ha, ha. 

Because if I weren't working with film I am sure I would have been, you know, developing 

products in some way I think you know. I think it's extremely, you know.... how do you say 

that?.... eh I am pulled towards it.  
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Yeah, yeah. 

And very often when I make films about companies.... very often... sometimes when I 

make films about companies I visit you know their development department and so on.... 

and suddenly I can see myself in another life.  

Yeah, yeah. 

And so, you know, it's a very interesting area I think. So. And by the way, as a consumer, 

I would like my children not to eat so much sugar every morning, you know. 

Exactly. Yes. 

You know, zero point one percent fat.... and then 50 % sugar doesn't do it for me.  

Ha, ha ha ha. It doesn't? Taste good but it doesn't xxxxx exactly. 

So, ok. Eh, you know. This is very.... basic. And I am going to ask you a couple of 

questions about yourself first and then about you know, what you... how you perceive 

creativity. And then we're going into creative process and your creative process. And 

then we're going to discuss you know things around creativity, that... we're already been 

into it, but... eh, like you know, environment and motivation and things like that. And then 

I am going to ask you a couple of things about deliberate creativity and, you know, since 

you live with Mette, I am sure you know some things about it, eh... it's exiting for me to 

hear, you know, if you're working with any, you know, deliberate techniques and so on. 

But let's leave it for now, and let's go into... you, just briefly, you know, eh.... who you 

are. What's your name for the tape. 

00.24.37 

My name is Jonathan Lowth, I am 41 years old, damn it. English of birth, but living in 

Copenhagen for 14 years which makes me pretty much Danish, but I am fighting. Eh. I 

am a strategic planner and senior copywriter at Advance, which is a independent Danish 

advertising agency, with... I should say the biggest independent agency in Denmark, with 

about anything between 50 and 60 employees. Eh. I've been in this position for two and a 

half years. Before that I've been on the other side of the table as an international 

marketing manager for Catalogue-International. And marketing manager for 

Time/System International. Eh. Before that had my own small advertising agency and 

web agency.  

In...? 

In Denmark. 

00.25.26 

In Denmark also, OK.  

Before that I worked at Still Puras Lintas in London.. eh... 

As? 

Eh...as a junior account executive. And before that worked to do a degree in.... can't 

remember what it was.It was International... International... what was that, International 

Business Management. Eh....  Specializing in Marketing and Advertising. European 

Business Management, that's what it was called, cause I studied in France and Germany 

as well.  

OK 

So that's the background bit.  

You like to travel. 
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I love to travel 

Yeah, alright. 

And a lot... I mean, maybe that's another influence in fact xxx, even since I was eleven 

my parents have always lived abroad. So when I was eleven we moved to... Kenya briefly 

and then Holland and then Malaysia, and then Scotland and then Abu Dhabi and so on. 

OK. 

So I have travelled a lot in that way and also travelled a lot personally.  

You are a lucky guy then that didn't put you in a boarding school. 

They did. 

They did! 

Yes, but just for the two years between when I was 16 and 18.  

OK. 

So that.. and that was a really good thing actually, it taught me to be very independent at 

a very early age.  

Well, sixteen is very old age for being.... 

It's old to get to boarding school, yes, but it's still young to be sort of independent and... 

You're right. 

... so, yeah. 

But I've, you know, I have always wondered, you know, a little bit about the concept of 

sending maybe 10 year old boys home, back home... 

I know 4 and 5 year olds boys who was sent to boarding...  

(sigh) 

I mean why bother having kids. You know. To me it's like... I know families, friends 

who've had kids and who've had nannies look after them from when they were born until 

they were old enough to send away to boarding school. Fsss.... I just don't understand it. 

There we go. 

Yeah. 

It's just keeping the family name name going isn't it? Ha, ha. 

Yeah. Well. OK, so... eh. Eh.... You've been on both sides of the table and that's... 

Yeah. 

.... been an important thing I guess. 

It's really really important for me right now, because a lot of the clients that I deal with 

have got a hell of a lot of internal politics. Things which seem completely unreasonable. 

That's one of the sort of situations I fall in in here which I have to make a decision about. 

Eh... is that I've had my own agency, I've been key account manager, I've been on the 

other side of the table. So I know about company politics. I know how companies think. 

When I started here it was very much... I was sitting between two chairs, one of which 

was an account manager, or key account manager, and the other was creative and I was 

doing both for different companies and so on. And the creatives had difficulties taking 

me seriously, and the account people had difficulties taking me seriously. Cause I would 

be wearing different hats on different days. In fact it came to a point where I had to dress 

for success. If I was corporate then it was suit and tie and everything like that and if I was 

creative then it had to be jeans and trainers and a T-shirt, you know. Just to sort of remind 

myself of who I was. Eh, and so I decided that I had to make a choice and I decided to 
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come down on the creative side. So... and that's also I think more where my strengths are. 

Eh, but having said that, I can't fail to eh... to maintain in the creativity process, an 

overview of whether this is going to be suitable for the client. And it's not about killing 

things before they get born, but it's very much about bearing in mind that we are not just 

being creative for creativity's sake. It is creative with a, with a goal at the end of the day 

which we can fulfill.  

Yeah, yeah, yeah. 

Yeah, so.... 

What... why do you think.... why do you think it's so difficult to pinpoint, you know, to for 

creative and not creative people to accept each other or not typical creative people 

00.29.21 

It's really really quite simple because I had an example with a meeting today where I've 

got to... where a client is launching a fantastic new ground breaking category busting 

product whereas they have spent millions researching. And I've got product managers 

who want me to have a creative concept by Wednesday next week. And I've been briefed 

today. And it's the difference between quantity and quality. Basically these people are 

driven by deadlines eh, print times and translation times.... practicalities. But you can't, in 

my opinion, be creative to time. On time. On a deadline. You can, but you're never going 

to... you're never going to get your best creative work out of it. You can, I can come up 

with something on deadline by Wednesday next week, but I can guarantee you if they 

gave me another week and a half or two weeks then the result would be ten times better. 

And that would... it's only by doing it that way that we would do justice to this fantastic 

groundbreaking new product. We're going to... we're in danger of being in a situation 

where we end up with a fantastic product with the middle of the road communication.  

00.30.32 

Of course that's a disaster. Eh.... well. I understand that, but what I am more interested in 

is why can't you be creative in a suit. And why can't you, you know, be strategic in a t-

shirt. 

You can be both and I can be creative in a suit, just as creative, just as I can be strategic 

in a t-shirt, but it's in fact, even in this day in agencies the way people perceive you. It's 

all about perception. And it's all about going into meetings, particularly with one client 

where I came in and was taking over a fairly, you know, a lead creative roll. Eh.... but 

because there is such a... they have such tactical products then it was a very strategic 

stroke creative roll. And to be quite honest, the CEO of the company and the marketing 

director, if I turned up in jeans and T-shirt they wouldn't even give me the time of day. 

And I've experienced that, and I've experienced turing up three days later in a suit and tie. 

And they are not even recognizing me and taking me very very seriously, you know. And 

sometimes to get your creative ideas through maybe you have look... you.... it's not me. 

It's the way you are perceived. Eh. And I don't know why that is. I mean.... it's even 

worse in England. Still. I mean, you know Denmark is a fairly... eh.... conservative, no 

not conservative, but it is a country where people generally don't judge you that much by 

what you're wearing but, by the same token: You get one chance to get a first impression. 

In the case I just explained I got two chances which is lucky, but.... so now they are 

taking me seriously. Now I can turn up to a dinner with the CEO like I did last week 
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wearing jeans and T-shirt. 

00.32.08 

I see. Why doesn't the agency's own creatives take a person with a suit seriously? Even 

though they know you as a person.  

Well, I guess they would now in fact. On the odd occasion that I do it now, which is 

basically for funerals, weddings and christening. Ha ha. Yeah, now they do, because 

you've got the track record. But I think to begin with being an English guy coming in and 

so on. It was.... I, I don't know. 

OK 

But I just felt it very much that I was sitting between two seats. Eh. Not personally, but in 

peoples perception. Eh. And of course that's.... it's all.... creativity is all about other 

people's perception of it. And if they perceive this idea is coming from a guy, you know, 

a Valentino suit, eh, with a sharp tie and a pair of shiny shoes on and so on, hell they can't 

be as creative as the things they're coming up with. That's... it's putting things in a... in 

some sort of an old fashion box, but that's sort of the challenge that I was faced with at 

the beginning.  

 For me, eh, when I am talking about creativity, I've got this slide with a mad guy lying 

on the floor with a T-shirt and a businessman. Who is the creative, and everybody can, 

you know, answer that, and to me it's a little bit puzzling sometimes that extremely 

creative and broad minded people can be so, in this particular question, actually very 

narrow minded. 

Yeah, absolutely. I mean it's funny, cause, having said that, I mean you've seen my desk 

Yeah, 

But, I've got a euro... a company eurocard, a company shell card, and a company Q8 card. 

And once a month we get the bills. I've got a file with chat-ex in it where it says invoice 

or.... bills for Q8, bills for Shell, bills for eurocard. The day those bills came in every 

month they're already in order in my thing, staple them, sign them off and take them to 

the accounts department. I'm always the first, almost every month I am the first person in 

the whole agency to deliver these and the CFO, he's like.... how can a creative person 

deliver his stuff on time. And all of them. And worked out. And if you've been abroad, 

you've also converted the currency, using our online currency converting machine. Are 

you sure you are creative? Ha, ha.  You know, just because you perhaps are able to use 

both sides of your brain. 

That's amazing.  

00.34.36 

And people sort of look, think... But maybe creativity is... I mean, this whole thing about 

drawing a line and saying people are either the one or the other, maybe the real creativity 

is to be able to be both. Eh... yeah. 

A lot of things are actually pointing in that direction, yeah. If you are, you know, testing 

people, the really creative ones are mostly people that are very difficult to put into, you 

know, a profile.  

Yes.  

They have very, you know.... And it comes down to diversity.  

Yes. Of course. 
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It seems like, you know. And again, you know, different rooms. Different, different, you 

know, different xxxx in your head. Different abilities, you know... 

Well, I think, what's creativity, and I'm sure you're going to get to that question, but 

that's.... that's... that's the big.... that's the million dollar question isn't it, How does one 

define creativity, personally and as a client and so on and and and it's... it's so difficult 

because you can be.... am I off track if I talk about creativity now or.... 

No. No, no. It's fine. 

When I worked in London we were just going through that face where there was really 

the second wave of advertising agencies where the big Ogilvys and Saachis and so on, 

you know a lot of their creative teams had left and set up their own agencies. And it 

really got into a situation where there were a lot of agencies being creative for the sake of 

creativity. They were maybe winning awards, but were they delivering on brief? And if 

they weren't delivering on brief, then was there creative solutions they were supplying? 

And that's that's where I have the big question mark is... yeah sure I can go out and do 

some crazy campaign for a hearing instrument, but would it.... I could be immensely 

creative, but would it fulfill the goals that were set by the client to us? Would it get 

people to buy the hearing instrument? Would it create bad publicity or good publicity of, 

you know, what is it?  

Does it work?  

And for me creativity in its absolute broadest sense is a fantastically highflying, 

wonderful, you know, up in the air fluffy, whatever it might be. Just do something 

different, do something that attracts attention and changes things somehow. But.... real 

creativity, or creativity in its everyday form is something that's got to fit in with the 

reason you're being tasked to be creative. Sell more hearing instruments. Sell more Lego. 

Sell more müsli.  

Yeah, yeah. 

If you can't be creative within that box then, then... you're sort of wasting your time.  

00.37.10 

BREAK.  

00.48.11 

(Shows schedule) This is the creative nightmare.  

Ha, ha, ha. 

You know, this is where I'm told what I'm doing when. 

You're told by somebody else? 

Yes. By my project management team. xxxx what my time is being used to. I don't think 

you can probably use that photograph, but.  

OK 

You can take one for your own reference. 

No. 

No. 

Well, you know. I thought... Yeah of course somebody has to divide time between.... 

Yeah, somebody is gonna know.... I know.... The thing is, at the end of the day I know 

when my deadlines are, I know what I've got to produce for my clients. But you got to 

have project people who think they're in charge of you. And that board is something that 
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gives them a feeling of control and makes them think that they know what I'm doing. 

Whereas in fact I am always doing something completely different. 

Yeah, ha, ha. 

Because whether  I get.... no.... When I'm booked for writing I almost never write in the 

office. It's very very rare I write in the office. I might write headlines.... and concept 

descriptions, but generally it's at home, I'll take a working day at home or I'll work in the 

evenings or whatever because... there is just so much going on and I am one of those 

people when I get into it I just got to do it. I can't do a bit here and a bit there and a bit... 

shhh. It's got to be done. So, anyway, back to the questionnaire. 

Yeah. Could you just briefly say what is it exactly that you do here.  

What I do exactly is.,. eh. I am a strategic planner and a senior copywriter. And the senior 

copywriter bit and the strategic planner bit they both are involved with our international 

clients. So in other words, when there is an international client.... I have some level of 

responsibility at some point, not always in the strategic, but certainly when we come 

down to... to producing collateral for them, that it's got to go over my desk, whether I am 

involved in the concept development or not. With the majority of clients that I work with 

I am involved from primary briefing through concept development through working with 

the creative to come up with the creative universe and everything else there might be 

there. Sometimes having to execute myself aswell. Not execute myself but execute as 

well, he, he. And other times having juniors or...  we have actually a new junior, English 

copywriter starting tomorrow. Eh, or managing freelancers or whatever it might be.  

Mm. 

So. It's very much from sort of the initial briefing all the way down to, to things are 

finished. With some of the clients as well Tor Anderson being one and Resound being 

another, I'm very much a key, eh-h, a key account manager, I am a head creative and I am 

the person that they call up to talk to. Eh. And I spend a lot of time, you know, wining 

and dining and chatting with these people. Garry from Resound, he's been over for dinner 

with Mette and I every Tuesday for the last two and a half months or something like that. 

In your home? 

Yeah, cause he comes over on, he is based in the UK but works here Tuesdays and 

Wednesdays, so he flies over Monday evening, then he is here Tuesday night, 

Wednesday night and flies back on Thursday. He is an Englishman in Copenhagen, so... I 

invited him home the first time. He was here and did some shopping. No, we got take-

away or something like that. No, we did some shopping and put it on the company bill 

and then for the last three months, two and a half months he's come over every Tuesday 

and it's just been... a friend thing rather than a business thing. So it's all about building 

relationships and building, you know, also creatively, you know you don't have to be a 

product manager or project manager or key account manager just to have a good 

relationship with your client. The more you can dig out of them to a certain extent... the 

more you can understand them, then the more creative you can be on their behalf.  

00.51.45 

Right. Eh. Just because it's here, let's say a bit about... 

Yeah, OK, yeah. 

...  who, what.. who, if you work alone or... 
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I have a f... a... what should I say, a regular partner, called Lars, who is Norwegian. Who 

is a great big Norwegian... hulk of a man who plays Ice-hockey and who is an ex 

Norwegian special services man and a sailor and all sorts of stuff. And he and I we eh, we 

work on most projects, but as is very often the case, we are the sort of key account team 

on GN Resound, but because there is so much work for them, he has got to roll his 

sleeves up a lot more and get a lot more involved in the individual projects, which means 

that I have to work with other art directors on different projects. Eh. But Lars is sort of 

my fixed guy, and that is why I am going to talk about these sofas when we get on to 

creativity a bit later. Eh... not because he and I do anything on the sofas, ha, but because, 

because here is where we get our ideas. But I work with him a lot. And Sune is another 

guy. And that's like chalk and cheese cause Lars is a big hulking Norwegian, and Sune is 

a very affirminate(?) Dane. You know and this sort of... Eh. So they have... I work with 

them creatively and then there are four or five different product managers or key account 

managers who I have to deal with on a day to day basis as well.  

And do you, you know... are there certain, eh... parts of the process where you have to be 

alone, and certain parts of the process where, you know, it's much more productive to 

work with another person.  

00.53.18 

There are certain parts, it's... again... it depends on the client, it depends on the tast. Eh. If 

we look at me.... No, xxxxx. If we look at me as an individual, there are certain parts of 

the tasks where I just need to be alone. Eh. Sometimes that's during concept development, 

sometimes it's at the phase where we've got a concept and we're looking at... we're 

building up a series of headlines or.... you know a flow. Eh. There are other times where 

it's just fantastic to sit and bounce ideas off people. One of the things we are encouraged 

to do here and do now and again is... when we've maybe worked on three concepts for a, 

for a product launch or something like that, then we'll pull in the rest of the creative team 

and just run them by them and bounce them off them and get some ideas and feedback 

and so on. Eh. But it's...I..I... until Eric stars tomorrow then I really don't work with any 

other copywriters or anything like that. When we're talking concept development on a 

sort of initial level we very often do it that we take eh... do some sort of workshop, we 

take two or three creatives and a couple of account people away somewhere and do 

something. But... there is no part of anything that I have to do anything with anyone else. 

But I... by preference work... Lars, very early in the concept, very early in the 

development phase eh.... 

And it matters very much who that person is? It's not so much a matter of being... 

working alone or together with somebody, 

00.54.45 

No, I think, let's put it this way. Eh, Lars and I have got some very very techno heavy 

clients who.... the basic brief is: We sell to engineers and all our competitors show 

product pictures we want to do something completely different.  

Not a bad brief.... 

Yeah, well thats it. We want to sell hydraulic balancing which is basically heating and 

cooling systems. We want to sell them to architects and engineers in a non engineering 

stroke type way, we want to sort of lift the bench mark, raise the bar. Eh... And that's a 
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really really big ask(australian?), but Lars and I we've never ever panicked about 

anything like that and in fact, we've had.... the morning of a presentation where we 

haven't actually cracked it yet. Where we've actually lain on these sofas and I've fallen 

asleep... and we've woken up and we've said, he said what about this, and I say what 

about this, what about this (snaps finger). Done. He does some sketches, I write some 

headlines, we present to the client two hours later and they love it. And that's, you know, 

I can't do that with anyone else cause he is the only guy who knows implicitly a hundred 

percent that I will deliver on time and it will be right. And he is the only guy I know a 

hundred percent will deliver on time and it will be right. So we never panic, we never 

ever panic. And that's the thing, I've got all these other, or no, I haven'¨t, but there are all 

sorts of other creative types who run around and start pulling their hair out.... you know... 

because hohoo we're not gonna get it on time, and so... and thats.... you can always do 

something on time. Whether you're going to do you best work on time or not... It just 

seems with Lars, we complement one another so it always seems to be the best work. In 

fact, everything we've ever done has pretty much always been within max two days of 

deadline. Where we've been briefed and we've incubated but then we sit down and we 

actually get together and we start firming up on stuff. And we don't panic and we get it 

done and we've never had an... we haven't had a single concept turned down buy the 

client ever. So. It's about trust. There is a certain element of trust, you've got to trust the 

person you're working with. And be able to bounce off them. And we've just got that 

right. You know that really dry Norwegian: "Ja, and then we could do it like this". And 

then... and it's just, it's just works, it's just works. We're like chalk and cheese, I can't stop 

talking, and he can't... it's difficult to get him to talk.  

And then he says something brilliant, you know.  

Aha. 

Yeah. 

00.57.10 

It sounds like you're a lucky couple who got that brief.  

Yeah, exactly.  

It seems like wow, OK. So eh... about creativity. In your opinion, are you a creative 

person?  

It's funny because.... I've never really.... I've never seen myself as being spec... 

particularly creative. Because perhaps I hadn't really got a fixed definition of what 

creativity is. There is so many times when other people see things that I do and say: 

"Christ, that was creative." But I mean what is creativity? I remember when I was at 

university, eh... coming in late to a, to a lecture. And being stopped by a professor on my 

way in, 45 minutes late. On a sort of sunny May morning. And him saying:. "Lowth. 

Why are you so late? You're almost an hour late!" And saying: "Sorry.... sorry professor 

Bullock. I got caught in a snow drift." And he was like: "OK, sit down." And then he turn 

round and start to continue his lecture, and then he looked outside and the sun was 

shining, it was May and there was no snow. But he couldn't do anything about it by that 

time. And that was... that was sort of, sehusstrrr, I mean, perhaps a creative way of doing 

it because when he turned round, before it sunk in, he couldn't come back to me then. Eh. 

And I've always been relatively creative, I mean being creative about telling your parents 
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where you are when you're going out in the evening. When you're a kid. Eh. Creative 

about.... you know, I've always managed to, when I had to improve my German, well I 

could go to German school in Germany, or I could go skiing in Kitzbuhel and go to a 

German school in the morning. You know, if there is a possible better solution. I drew a 

lot and I wrote, I have always written a lot, I wrote poetry when I was very young. Eh. 

I've written articles for lots of different, I mean, I've, I've edited a couple of magazines. 

Copenhagen airport magazine, I edited and wrote a lot of articles for them. So creativity 

perhaps as much as creative writing, yes. Eh. And then, and then you meet someone, I 

mean, meet someone like Mette who knows a lot about creativity. And when you sit 

there, I was sitting there with Mette and, you know, Andrea as well. Sitting there in the 

summer, outside my house, and we'd got the first "fjordrejer" (Small prawns) of the sea... 

of the years. We've got one of those umbrella parasol stands, you know, where you 

stand.... and the parasol wasn't in it, cause it... cause it wasn't. And my my kids they... by 

accident they dropped like four or five prawns down into this parasol stand. And I was 

like OK kids... how do we get those out? Let's come with some ideas for how to get those 

out. And we started jamming about what we could do and... in the end we decided the 

best idea was to pour some water in so they would flow to the top and then we could pick 

them up. And it was only afterwards when Andrea and Mette was saying: "That was such 

a creative way to educate your children and to get them to solve problems and bla bla bla 

bla bla. So creative problem solving, I think I am really creative about solving problems. 

But then flipping that over into seeing designing a campaign as being a problem, that's 

sort of... there is something there... If it's like I can't start my car, eh, oh, here is a piece of 

rubber and hosepipe and something like that: Yes. But the link between that and 

designing a campaign, well, it's...  

01:00:44 

Do you know somebody who you consider extremely creative?  

I think Mette is extremely creative for example. But I mean obviously no-one who is 

listening to this wozzis..... Eh. There are people in here who are extremely creative.  

And if you picture one of them, why do you think they are extremely creative? What what 

is it about them that make them.... 

I think creativity is about... in an individual, it's about having an ability to do things in a 

different way, a new way. But it's also the ability to see that actually the old way that 

everyone has always done it is the best way to do it. So it's not being creative for the hell 

of it. It's being creative when it's practical, when it's necessary. Eh, you can also be 

creative and do something in the old fashion way. I mean, ssss, you know. Eh.... again, 

when Mette was moving out of the appartment, and there was almost none of our stuff in 

there and we wanted to make some bread and we needed to weigh out 700 grams of 

flavor. And we'd got nothing to do that with. But we got a metal bar. Eh. What was it. 

Eh... schhht... pepper grinder and we'd got... something that we knew weighed 2 kilos and 

something that we knew weighed 500 grams. And by balancing them out with one 

another and pouring from one to the other, we managed to, to, make, make a bal.. you 

know, a scale, a piece of metal with something in the middle and weigh out exactly 700 

grams. And that to me was... and we were afterwards like yeah, how creative was that, 

that was great, that was a problem which we solved creatively. Eh. And I think... 



135 

 

 

perhaps... you can see people as being creative like that, but is that the same sort of 

creativity as someone who can say... eh, OK, let's eh... Nike. Just do it. You know, eh, 

one is through necessity and the other is through a brief from a client or. Do you see what 

I mean? There is some sort of....... I mean I think basically human beings are pretty 

creative generally speaking because... we usually.... find solutions to the problems we are 

faced with. Eh, without having to break the law. But. Creativity. I... eh, it's like when my 

kid does a picture, is he being creative? If he paints a picture, if he plays a new solo on 

the drums, is he being creative, well hell yes he is being creative. But it's for his own sake 

or, you know to show other people. Eh. When an artist, who's a crap artist, you know, 

when an amateur artist does a picture which no-one will ever buy and no-one particularly 

likes to look at, are they being creative, well hell yes, they are being creative, they've 

created something. When Damien Hirst cuts a cow in halves and puts it in a fish tank, is 

that being creative? And that's where the barrier comes, is creativity..? I think sometimes 

it''s been misconstrued as being chocking. To some people creativity, when we use the 

definition of creativity, that it has to be something new and different. Does different mean 

that you have to shock people? Eh. Some paintings and some pieces of art that you see, I 

mean what's creative about putting diamonds on a pig's head? You know, to a certain 

extent. But on the other hand it's incredibly creative. Eh, so it's all, for me, if we look at it 

professionally, creativity is about doing something which moves the client on in a new 

direction. Preferably in the direction they wanted to go but stretching it a bit further than 

they thought they could. But, most importantly, being within, retaining the results that 

they need to retain. It doesn't help me to do something which might win a price but 

wouldn't sell any products, you know. Eh. And so immediately there are limitations... I 

am putting a limit on my creativity. 

01.04.38 (phone rings. short phone conversation) 01.05.47 

Creativity changes depending  upon the box that you're in at the time the environment 

you're in, what you're doing, what your goals are with it, how much time you've got for it. 

It can be all... creativity is all things to all people, I think, you know, at the end of the 

day.  

OK. Creative process. Lets... it's also more about what it is for you than what it, you 

know, what it should be for everybody you know. 

Yeah, absolutely. 

So, and moving on to creative process, where do ideas come from and where does your 

ideas come from?  

Well, this is one that I prepared earlier. Eh... and what I've took, if we take... what I've 

done with this and try and explain it... 

Yeah. 

...is to draw a little map of what plays a role in a specific creative situation, and that's for 

example... a product launch for a client. Eh. And we can expand on it later, but this is, for 

me this is very much the way I work, which is that before you start anything, before you 

even get a creative brief from a client, you've got two tings. One which is very very 

important to me is client insight. That's, that's that's why I think I can be such a good 

creative for my clients, is because I know what... I know their products, I know their 

politics, and I know the market, right. So, I can immediately focus in my creativity into 
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the right cocking pot, the right cauldron. Eh, if creativity creativity is a big cauldron that 

you put lots of ingredients in and stir around, I make sure that I start in the right cauldron 

to begin with. There might be six or seven on the pan there. On the oven. But I know 

which one to start with.  

01.07.36 

Can you call it... Is it appropriate to call it research or...  

It's not really, it's... 

...knowledge or.... 

...it's it's it's knowledge. It's the one I've got.... 

knowledge, ok... 

... in my, you know. And if I don't have this about a client, then I have to get it from 

somewhere. Then it's research. 

Mmmm... 

Eh. The second thing is, that exists already, is idea banks. And that's ideas that you've got 

from watching the television, from reading a magazine, from surfing the internet. These 

are all ideas, creative ideas, things that have stimulated you, colours that you've seen, 

words that you've seen written down, whatever. Where do I have those? What do I do 

with those? I've got lots of weblinks, you know, bookmarks and so on and so on. Eh. I've 

got them in my memory. I cut out things from magazines and stuff like that, so, so there 

is a whole bunch of things here. But of course ideally, at some.. you want to get.. the 

the... you what them for inspiration. And very often they do inspire something. So that's 

if we take the position where we've got a creative brief from a client. And for me that's 

sitting down and getting into, you know, the typical, who's the, what's the target group, 

what's the product, who do we want to communicate with and on what level, what are our 

key messages, what's our message hierarchy  etc, etc. So we get all that sort of 

information. And then, from that there is a period of analysis, where one in fact does a 

debrief on the creative brief. Now I've got people who will do that with my input. So I've 

got a product manager and a key account manager who I work together with on that. Eh. 

By this point already the creative juices are flowing and you've got some ideas and so on. 

But before you've got sign off on our or mine translation of their desires, there is still 

ideas, but it's in a affirmative phase. Then it can go in one of two directions. Based on 

this analysis and so on and feedback from the client on the debrief, we often go into a 

planned creativity phase. Eh. That's something that I like to do. It's not always necessary, 

but it's something that I like to be involved in. And that can be in the form of a workshop 

or a sort of, just with Lars, or Sune or whoever it might be who is my creative buddy at 

the time. Eh. The workshops can be all sorts of stuff and I very often find that there are 

eh.... I wouldn't say a waste of time but I very often find that... particularly if it's one of 

my clients who I know a lot about, that I end up here. You know, we go through the 

convergence and divergence process. And I am... I mean, through you guys, Buffalo and 

through Mette, I have introduced this whole, based on the wild coyote process you know. 

So I am in there with my bag and my.. all this type of stuff. And it's great in the workshop 

situation. But unfortunately, because of my insights over here (points at "knowledge" on 

map) And I have to kick myself not to diverge before we... to converge before we've 

diverged. I find myself already knowing this isn't going to work and this isn't going to 
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work and this isn't going to work, but let it go. And then through all those, through the, 

sort of the planned creativity side, well, there is a chance to come up with... aha, as far as 

the concept is concerned. However, there is something there that comes from your idea 

banks, from your analysis and from your planned creativity. And that's that period there 

which is for me... it's invisible to everyone else. No-one else here knows what.. eh....I 

guess they presume it's happening somewhere. I guess they presume I don't walk out one 

morning, one evening with an empty mind and come back with a campaign concept. But 

that's the thing that no one here can manage that I do.  

You know. It's extremely neat. And the thing is that my kid has got a pen like that, so I've 

been wondering a little bit. Ha ha. And I like it and and... is it possible.  

01.11.39 Takes photo. 01.14.08 

You know it's almost like I planned it myself because this is one of my major, you know, 

points.  

Yeah, we talked about it briefly over the phone the other day and and f... I can't lie, that is 

for me... it's the fucking vespa, it's the... you know, whatever. Eh. And so. There is all this 

process... and.... I've never... No. How can I put it?... Creativity is something you've got, 

creativity is something that's within you some way. And it's about forming it, making it 

come out to fulfill this creative brief and to work with all these different things.  

Mmmm... 

 I used to take the piss out of Mette when she worked there, before she stopped, about 

this... creativity... eh, within a framework and within this, that and the other. Cause I 

simply saw it as... in a very sort of eh... blinked version of... you're telling me that from 

nine o'clock, if we start at nine o'clock in the morning, by four o'clock in the afternoon I 

will have the right creative solution for.... this problem, for this challenge. Eh. Bullocks. 

You know. It's not going to happen. I've had creative situations where I've been briefed 

by a client, I've got the idea in the car on the way home, and had to kid them for two 

weeks that I'm working on it. Because you know, you generally have to cre,.. present two 

or three ideas and I couldn't find any of the... any other ideas that came anywhere near the 

original idea. So I'd solved it in ten minutes, you know. I've been in other situation which 

have been the opposite, where I've worked for months, literally months, on things. Eh. 

Before getting the right idea. And... everything you've got. No, what I hadn't realized 

then, what I hadn't put words on, was the fact that once I had the creative brief, once I'd 

got my idea banks and my clients insights, we've analyzed a little bit, and maybe done 

some planned creativity, but that can, that can actually go. You don't have to have that. 

Then... watching a football match on TV, having a drink at The Poo(?), having dinner 

with my kids,  walking the dog, riding my vespa, falling asleep in the evening. It's all 

about incubating going on. You can't switch it off. It's always going on. Eh. Even though 

you are completely unaware of it. The perfect example to me is that, you know, you hear 

a song on the radio and you like: "Oh, god, who is that? I know who it is." And the more 

you think about it, the further away it gets. And then you go to bed in the evening and at 

two o'clock you wake up and you go: "Rolling Stones!" That's incubation. It's exactly 

what it's about. It's almost... the moment you switch your mind off thinking about it, it 

opens some other channels and you get some other inpu... inpulses and some other 

stimuli, and things which are going on whilst you think you're not thinking about it are 
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influencing your way of thinking about it. Eh. I mean, an example I can give you... is this 

really.... as I talked about, is this really heavy engineering company, called Tour 

Andersson who are one of the biggest in the world for hydronic  balancing. And they are 

a real engineering company, they are really really quite, you know, this is typical 

communication from them (shows a brochure with pictures of hydronic valves), right. 

And they wanted something different, but most of all, what they do is, they they have got 

the knowledge.... what should we say, they are taking the knowledge position on the 

market. They want to... when they sell that xxxxx valve, they wanted to move from 

selling valves to selling solutions and systems and knowledge. They invented.... their 

technicians have invented hydronic balancing. There technicians are the people who 

actually went out and said: "In order to make a building work and live and have the right 

climate, so when I turn the heating up here it doesn't go down there, you've got to balance 

it, you got to make sure the water pressure and so on is.... And they've got this fantastic 

knowledge, they've written books and books and books about it and they've been trying 

for three years and they've used two Swedish agencies and three English agencies to 

come up with a company vision and a mission and a statement of their values which 

would encapsulate all this. And I worked on a six month project where I was interviewing 

their top 40 people world wide, traveling around or phone interviewing them. Eh. In 

depth interviews, talking with their suppliers, talking with their clients, talking architects, 

with all these types of people. And they had all these different ideas about how can we 

put ourselves on the marked as being the knowledge leaders? What... you know... the 

bests... w-w- it was all these types of stuff they came up with. I'd... stopped.. I'd I-I'd got 

like a week's break from the project.... because I really felt I needed a week's break. And 

I'd been out with some friends in the evening, and I was going home with my vespa. And 

it was 2.30 in the morning. And I thought: "We knowhow." It just came to me, it just 

came (snaps finger) like that. This is now written on 40.000 business cards around the 

world, cause there is... no 14.000. It's written on everything they do, "we knowhow", "we 

knowhow" (shows on brochures). And it's just something that came. If I hadn't have all 

that time, if I hadn't have all that incubation period to do it, if you'd sat me down and 

said: "Come up with that idea right now." Absolutely now way. Because in fact the word 

nowhow doesn't really exist, it's two words put together, right. So, for a start... Eh. The 

fact that it's lower case. I started with a capital w and it was too much, to bossy. So we 

put it down to a lower case. Eh. It's just a tiny little thing. But it's something that just 

shows how you've got to get away from the problem to creatively solve it sometimes. 

You've got to... to let it rest and and and filter it through, and it's just like a fin-xxxxx or 

whatever. It needs time to germinate or to mature and so on. I mean, this "knowhow". We 

had actually a client meeting the day after, and I hadn't told any of my team here about 

this and the client was... we had a good meeting presenting something else, and then they 

were like (claps hands): "Come on then, we need this, we've got to get this pay-off, we've 

got to get this core value, we've got to... " You know. And I wrote it up on the board and 

the client was like: "Just a minute" and she phoned the marketing director, she was a 

marketing manager, she phoned the marketing director. Can you go online, I am going to 

send you an email, and we sent the email through and he came back and xxxx said: 

"Right, run with it. Done. That's it." What do you mean, you have to... You know, that 
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was it. And it was the... And that to me real... a real eye opener, because it was something 

that was so bloody obvious. When you see it now it is so bloody obvious. Why has no 

one seen it? Why have they had four agencies working on it? Maybe because nobody had 

the incubation time to do it. Maybe cause no one actually collected all the insights that I'd 

collected through six months. So... you know, to me that's,... It's a pathetic little thing, but 

it's one of the... Something that was really creative, a creative solution. And it didn't come 

when I was sitting at my desk. And it didn't come when I was brainstorming. It didn't 

come when I was doing anything else. 

01.20.34 

How, how finished is an idea usually when it appears.  

Eh...... That's a really good question because there are sometimes ideas appear, and you.... 

sit there and you write it down and you think: "That's brilliant". And then, if you've got 

time to incubate your idea, then you might think there is a better angle to it, there is 

another way of looking at it, we can do something different, we can... And then 

sometimes you don'¨t either have the time or you're too much up your own asshole to, to 

be able to do that. So that's when it's really great to have a, to be able to work as a team. I 

really hope I've got it here. (Flips through pile of broshures) Eh. There, we will come to 

that later. Again for this client, the same client in fact, we wanted to, they wanted to say 

that their... this product that they've got, this... that I just showed you before, is an 

absolute icon in the industry. Everyone in the industry knows that valve. Right. It's like... 

they have 98 % market share in many of the countries around the world. I mean they are 

huge. Eh. And we'd come up with an idea, cause what we wanted to show was actually... 

we wanted to show the product in a different way, because it's such an icon. Well, the 

same time we wanted to say that this was the best possible solution you could invest in. 

Eh. And we'd come up with this idea of like a butler or... some sort of personal servant 

sort of thing, which was you know... excellent service and  ex-sx su-... superior product 

type thing. And I jammed about that with Lars, it was one of those times where we'd got 

to present in sort of 45 minutes and we'd been asleep on the sofas and we'd... been 

thinking about it. Eh. And he came up with this idea, he said: "OK, what about we call it 

first class manual balancing?" From my initial idea, and it was like, OK, first class 

manual balancing, that's good, but how can we do... And we thought a bit more and then I 

said OK, why don't we say: Five star manual balancing. So in showing... that's th... 

Everyone knows what five star is. It's a hotel type thing and there is the product five 

times on the front page of your brochure. It's not hugely creative, but it's taking a really... 

well it is creative in the box that we were given to be creative in, it's hugely creative in 

that box. It's not... award winning fantastic TV-work or anything like th... But that to me, 

that was one of the most pleasing processes of starting.... First starting with this sort of 

top class and then being first class and then going OK five star and then we can use the 

product, bang, there you go, done. 30 minutes work. When we worked. But there was god 

knows how many hours of incubation before that.  

01.23.14 Pause. Chatting. Off the record.  

01.25.46 

And the other funny thing about a client like Tour Andersson is that, eh, three or four 

weeks ago they were launching this whole campaigin, a whole new campaign in Sweden. 
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No sorry in Croatia, in Slovenia.  

Is it a Danish company?  

It's a Swedish company.  

It's a Swedish company, OK. 

And this is a client who actually calls me up... two or three weeks before this big launch 

to ask whether, well since it was your idea, why don't you come in and present the 

campaign. Of course, yeah, of course I will. And then I get the participant's list four days 

before and there is 128 people that I have to stand up in front of and present this stuff. 

And I love doing that aswell. Eh. And I always try and do that in a creative way. And I, 

you know, I love, with something like this... lying on the sofa in this room, getting the 

idea, and then, x amount of weeks later standing up in front of 128 people and presenting 

it to them. And getting (claps hands). That's really.... seeing it through to its end.  

Yeah.  

I mean I talked to you about, before about, tha- tha- that they were showing their products 

like (shows brochure) like products, and then we did this whole thing about coming to 

grips with... so, you've got the climat. And then we've got something about absolute 

balace. Because it's all about balancing the building...  

Yeah. 

And putting it all in this type of a different world, something which isn't, is-, which isn't 

what they do. 

Yeah. 

And to me... Eh.  

(Looks in brochure) Ha. Ha ha.  

Exactly. 

Yeah. 

To me it's it's it's.... creativity in it's purest form is fantastically, you know, you can be as 

open as you like, but in this business, it's very very often about being creative within a 

framework. And I don't think once you take that away from the creative process, in fact I 

think it would be a hell of a lot easier to sell a hearing instrument if I had no box, no 

boundaries. Do something... not to sell a hearing instrument, but to do something creative 

with a hearing instrument. Than if I am told that it's got to appeal to people between the 

age of 40 and 65. As well as the professional dispenser community as well as this, as well 

as this, as well as this. Then you're getting on to something completely different.  

01.27.50 

Can we take five minutes? 

Yes, Can I ask one question before that? 

Yes.  

Isn't there also an advantage, an inspiration to get the... 

To be boxed in. 

... to get these constraints or to be boxed in.  

Eh. It can challenge your thoughts in the right direction. Without a shadow of a doubt.  

You know what? Think about it while you're.... 

I was going to go standing outside to have a cigarette. I thought we could maybe take 

some pictures of the vespa whilst we are doing that. If that would suit you? 
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Yeah. Sure! 

01.28.22  Pause 01.50.31 

01.50.31 Talking about a project with secrecy agreement. 02.03.49 

This thing (shows booklet) and now we are on the things that I've done. This thing was... 

I showed it to Mette the other night, she hadn't seen it before. And to me it's probably the 

most creative piece of work that I've ever done. Eh.... it was from 1999 and it was for a 

little company called DVD scandinavia. Who had just started to sell DVD's to the VHS 

market here, to, basically to get film producers or film companies to put their films on 

DVDs instead of VHS. And there was a big trade fair in the states and they wanted an 

insert for the trade fair magazine which came out everyday, the newspaper there you 

know. About why people should DVDs instead of VHS. I was working with an art 

director called Søren Xxxx, and it was something that... his wife worked there and it was 

something we did for free, one evening with a couple of bottles of wine. And we were 

like: "Why should we get people to this?" And we thought, screw that. What we'll do is, 

we will appeal to the people who still want to continue selling VHS. So, selling VHS in 

the next millennium. And we had this: "Rumors arise that DVD is going to replace VHS 

as the new home entertainment standard. But just because DVD is better quality and has a 

handy format doesn't mean people in the VHS market need to panic. Here is some ideas 

as to how you can still sell your VHS videos. Well, all cats need a pet box to live in. Eh. 

You can cut the videos up and you can use them for sort of Mediterranean door hangings. 

" Eh. You know and then we'd say best used films are wild life documentaries. I actually 

had anything with Richard Gere in here cause there were rumors that he'd been having, 

doing some filching but we decided to take that out. And then... you know the spectators 

friend. A DVD is small handy and cheap to ship. But VHS beats it xxxx down as a 

spectator's friend. By having, what is it, try selling these ingenious platform soles at 

sporting events such as golf tournaments or motor sport meetings. Nine old cassettes 

glued together and held in place with a foot strap will ensure your lucky customers 

wouldn't  miss the action. And then the benefit of the DVD. This is an obvious outlet for 

any sporting videos you can't unload. And remember, you will need three times as many 

DVDs to get the same height. So you're saying that the DVD is a third... so by turing it 

around 

Yeah. Yeah.  

02.05.57 

And then the Y2K eggcup. DVD deliver stunning quality film but it's useless in the 

kitchen. On the other hand... so it's just putting those two things against one another. 

Saying this is good for film and videos such as The Eggsorsist, or all those old Eggs File 

VHS's. 

Ha, ha. 

We did it for nothing. We ended up lying under the table, Søren to this day insists that he 

actually peed himself when we were doing it because it was so much fun. And it took us 

four hours and we had no budget and we.. and that was it. And that to me was just... The 

text and the pictures just....  

This to me looks like, you know... eh, like, eh, like eh, like a brainstorm meeting, like all 

the ideas, and... 
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Exactly. And it was actually.... because of, because we were doing it for free, because we 

had no budget, because we had a couple of glasses of wine, there was no self censorship 

in it.  

No, exactly! And... 

And it just went, fffffff. And it went out. They had to reprint it six times.  

Yeah. 

And you know, yeah. The the... 

So much for, you know... the ideas being finished. 

Yeah. So, I don't know. Anyway, that was a side track. 

Interesting. Anyway. Eh.....  

02.07.24 Discusses project with secrecy agreement. 02.08.32 

I am a bit interested in, you know, Do you experience that there are different states of 

mind when you are working creatively, like, yeah. 

Yeah. It depends on what forum you're in and who you're working with and so on. And 

which client you are working with. You know, there are sometimes where you can ideas 

just flow. Eh. There are other times where... for example as I said, when I am working 

with Lars. Our strength is that we don't actually talk. Eh. We think. And we show. And 

we sit with our eyes closed. Eh. We had a meeting, we had a junior art director in for, 

actually for this process (mentions project with secrecy agreement). And every time he 

had just half an idea he had to... spit it out. And after 20 minutes I actually turned round 

to him and I said, I said Simon, he is English, I said Simon, do you know what "luk 

røven" means? No. You don't speak much Danish do you, he said no, and I said,  do you 

know what "luk røven" means? And he went no. I said it means, shut the fuck up. And he 

was like OK, and I said can you say it, and he said "luk røven", and I said yes, please do 

that. Eh..e-e-, he- it was just... thought processes is something you go into... Eh. And it 

happens in different ways. And of course if you're in a f... in a structured brainstorming 

meeting where you're in that... in that divergence mode where you're asked just to write 

things down and don't think about, don't think about the consequences, just think about 

the idea. Eh... but when you're sitting in a situation where you're a couple of people trying 

to come up with a good idea, if you spat out every idea you had...... before they've been 

fully formed, because in fact if you took an extra ten seconds to think about them you 

think: "No, that wouldn't work because..." without clients insights. In the ideal world of 

Wild Cyote or whatever then you can just spit them out all over the place, but when 

you've got this inside knowledge. So with Lars and I it's very much, it's a very silent 

process where almost every idea that comes out is well thought through before it's 

presented to the other person which we then jam on. Eh. And then there are other 

situations where it's just about... brain draining and coming up with what you can. But I 

think, very reflective, I mean creativity can be a very introvert, reflective process. Eh. I 

mean I write a lot and there is very often where suddenly we could be sitting home in the 

evening working or having a nice din- eh, not having a dinner, but doing whatever it 

might be. Doing the laundry or whatever. And then I just have a feeling that I have to sit 

down and write some stuff down. It can be by hand, it can be mind map, it can be....  a 

letter to my grand parents on the com-... it's just like sometimes I've just got a feeling that 

I've... I have to vent somehow. Eh. But mostly it's... if it's something, if it's something that 
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I am tasked with then it's probably a very introvert type ting. But if it's something 

somebody else comes to me and says I need to solve this or write an assignment about 

this or do whatever, then there is a lot of ideas that come, because then it's not really my 

job to process them, it's my job to get the ideas out. And let someone else process them. 

They can say that that's shit or they can say tell me more about that. So then it's just a 

prrup... but what I guess what I am responsible for at the end, you know, when I am 

going to be the person who has to run with it, then I try to think... all the things that I 

know that we know with the clients that it can't be like that, it can't be like that, it can't be 

like that. There is no point in taking the idea further.  

02.12.01 

What about eh, because I experience that sometimes you know, my mind starts to... go 

into some kind of over gear or, you know. Everything suddenly works. 

Yeah. 

And it's not like, you know, eh eh a perfect idea has come into the mind. It's more like, 

you know, I could feel that all the channels are open.  

Yeah. Yes.  

Can you describe, you know, that... 

Yes, absolutely, there is just sometimes where, you just see everything so clearly... that 

it's eh- e- s-, it's a no brainer, it's a no brainer, it's fffffu. And you know that you're 

thinking in the right direction, as you say you know the channels are open and things are 

buzzing around and you can, you can feel it. Sometimes you can sort of feel it through 

your whole body, you get all electric and everything like that. And I mean, 

recommendation, write everything down whilst you're in that phase. Recommendation. 

Put it in the drawer at it the next day, cause nine tenths of it will be shit.  

Aha. 

But there will be something fantastic in there. If you're on that.... If you're in that mode, 

something great will come out of it.... but experience, my experience shows that write it 

down, put it away and look at it again the next day, because.... even if the gold nugget 

isn't there then that thought process, that overdrive as you call it, that super human 

thinking process that you've been in will have led you in some directions. Eh. 

02.13.30 

How do you get there? 

Except for the heroin and the whisky? 

Ha ha ha. 

Eh, ha ha ha. It's being, it's.... it's the right place in the right time, it's the right 

surroundings, it's the right.... (sigh) It's a difficult one because now we're in, now we're in 

a zone which is is sort of a... here you're not incubating, here you're in some sort of 

creative process where you've incubated, and either you've come up with the great idea, 

or you've come up with that thought process or with that direction which you then got to 

go in and do some more in. That period, that, that sort of bit where you're bigger than 

men and stronger than a hourse and all this xxxx. That doesn't happen in the planned 

phase at all, that never happens there. Eh. And if we... eh.. my definition of incubation is 

that it's something that happens when you're not thinking about it sort of. Then I think it's 

a post incubation thing where I've written aha concept. The line between incubation and 
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aha concept could very well equal that period of super human... I can jump over big 

buildings and stop speeding bullets with my hands thinking process.  

So the way you get there is actually by incubating, to get all the pieces... you prepare 

yourself.... 

Yeah. 

...in the right way. 

You pull all the pieces together and then the incubation either ends up when you're on 

your vespa going home, going: "we knowhow". Job done. Or it comes to a thought or a 

key point that you, the-, everything has been leading to this and you know that that's your 

ramp, your launch pad to take it further. So maybe you haven't solved it, but you've got 

the right direction and you just know that you've got the right direction. You might have 

ten headlines or ten concepts or ten graphic universes, and you know know that 

somewhere in those, in an amalgamation of them, is the key to what you're trying to do.  

02.15.23 

OK. Eh. Is it important to have certain, you know, over all attitudes towards life, towards 

your job, towards eh, anything... to, you know, boost, your creative ability? 

You have to be open minded obviously, that's sort of, that goes without saying. Eh. And 

you know... An analogy, I was going through, I went through a divorce a couple of- ffff-

... a few years ago. And... the first one. And... it had been... an unhappy period of 

marriage for a couple of years and I was really scared about going through divorce. And 

the day that I actually decided to do it and... got the papers done and everything like that, 

I remember going for a walk with my dogs in the woods. And for the first time actually 

noticing what the color on the leaves were on the trees and the color of the grass was and 

what the temperature was and what the weather was like and... other dogs and other 

things and so on and so on... And I can honestly say: In that period of two years where... I 

was unhappy on so many different levels, that my level of creativity was probably at rock 

bottom. Eh... so, there is got to be something... there... which has to do with the state of 

mind, but then you know, you can say, well let's look at.... eh... Joy Division Ian Curtis 

from Joy Division who wrote one of the most beautiful songs in the world just before he 

killed himself. You know. Eh. Creativity can come from... depres-... I think, eh, I think 

basically it comes from extremes of emotions. In some way they stimulate creativity. You 

don't have to be.... manically depressive or ultimately happy or... just won on the lottery 

or whatever it might be, to be creative. But I think, those... when we reach the outer 

tangents of our being and our feelings, and I think that that sparks something and that's 

a... a touch point. I mean, let's face it, that's why there are all... you know, the crea course 

and all these types of things, they are trying to put you in a different environment, they 

are trying to put you in touch with.... the sun god or the bom bong bong jong god, or... 

you know all this type of stuff. To try and put you in a place that isn't your everyday 

place.  

02.17.26 

Can you work deliberately with that? With attitudes and... besides being open minded.  

Eh, If I can or if one can? 

Well we are talking about you. 

If I can work deliberately with attitudes and... Eh. I can........ I could put myself in the 
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right mind set. I can put myself in a receptive mind set to creativity. That doesn't 

necessarily mean I am going to be creative. By using environment... eh.. feelings, eh... 

Whatever it might be, a walk in the park, a ride on the vespa, I can I can... try and get... 

It's not like saying, eh.... I know if I switch on a certain video I'll feel in a certain way. I 

know.. if ... you know actors who know if they think about when their mother died they 

can cry on stage, or whatever it might be, it's not like that. You can put some things 

which you know generally help in place and then sit there and go (looks around) is it 

working is it working. But I mean I think that's one of the... the whole crux of this is this 

whole concept. There is xxxx in "Markedsføring" which is the Danish marketing 

magazine a number of years ago where clients were asked to judge what they wanted 

from their advertising agencies. And it was: "Creativity on time." Creativity too late is no 

good. Non creativity on time is no good. Creativity on time is what they wanted. So 

obviously, you know, whilst you're a whole bunch of creative people selling creativity, 

it's only any use if it's delivered on the deadline. Which means that there is a necessity for 

people to... be creative to deadlines. Eh... which is hence all the, you know all the creative 

process, eh, training and teaching and so on and so on. And I think that, again, you can 

plan creativity and you can manage creativity and you can get a creative result. But if you 

haven't had that incubation which leads on to the aha moment, then.... As I said, I've got 

someone who wants me to come up with a a a multimillion product launch and they want 

me to have the concept by Wednesday next week. I'll get.. I'll give them a concept. Of 

course I will. But give me a week or two for incubation and I'll give them a five times 

better concept. Eh. But that's no good for them cause their deadline is Wednesday. So... if 

we put ourselves in that box which is saying: "This is the box within which I have to be 

creative." then the solution that I'm going to get on f-friday next week is no bloody good. 

So it's what I can come up with by that date. Eh. 

Do you ever get stuck? 

02.20.15 

Ha. Yeah. 

How do you handle that? 

There is two levels of getting stuck. Getting stuck is... no, there is numerous. Getting 

stuck number one is having a brief and not knowing what the hell to do with it. Really not 

knowing where to take it. That's generally because you don't understand the product, you 

don't understand the market, you don't understand what they want to do with the product, 

the brief was shit, there is all these types of things. Those are things you can look at, 

analyze and say: "I don't understand the product." Do some research on the product. "I 

don't understand the market." Research the market. "The breif was bad." Call the client, 

say the brief was bad. Those are things that you can do something about. You've got to 

realize that that's why. So you can get stuck at that early level and... and there are some 

very tangible things you can do. Then we get to the point where you've got all the 

information. And you get stuck, because maybe there is so many different directions. 

How do I choose a direction? Maybe there is no directions. How do I get to a direction. 

That's the point where... I tend to rely on on on non planned creativity. When I've been 

through that and we've done a workshop or whatever it might be, and there is really not 

the right directions there. Which happens to me a lot cause I am working on the client 
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where I have all the insights and and we'd working on stuff which I think is good and the 

other people... no, which the other people think is good and I know is good creatively but 

wouldn't fit in the box, that we're got to put it into. And it very often end up that they all 

go home from workshop thinking that we've done a great job and I spend two days 

sitting, thinking we've done a shit job and how can we get further from there. And that's 

where the sort of  that incubation period comes in a lot. The other thing is of course when 

you get stuck, when you think you've done something brilliant, but it's not. 

Ha, ha. 

Eh. You get stuck there as well because you s-.. you sort of... you do something, you 

think it's great, and then you... you look at it again and then you're like... half of you still 

thinks it's great and half of you is saying no it's not. You show it to people and some 

people say it's great, some people say it's not great. Then you're stuck there again. Eh. 

And I think that that... the... there are.. If you're stuck it's basically cause you haven't 

incubated enough. In my opinion. Or once you've got, once you know you've got all the 

information you need... weather you have or have not been through a planned process. If 

you're stuck tis because you're thinking too hart about the problem. To be quite honest. 

You know. I ... between now and Wednesday, when I have to come up with this concept, 

I will probably not spend a minute thinking about it.  

But you have defined the problem for you very clearly before.  

The problem's defined, I know exactly what I got to deliver, when I got to deliver, what I 

got to deliver on. Eh, actually that was bullshit because I will breif on friday I will talk to 

my art director about it for a couple of hours. And he and I, we wouldn't be on site here, 

we will go somewhere completely different, where we're not going to be disturbed. Eh. 

And... the weekend I wouldn't think about it at all. But it will be there the whole time. 

And then, come Monday afternoon, then we'll have to start... getting a bit serious about it. 

And, and... and it would come, there is no doubt it will come. But I do know that.... we 

will do it, present it to them on Wednesday, and then by Wednesday the following week 

we'll present them something else which will be better and make them change their 

minds. Unless we get the aha thing, you know, don't count that out.  

No 

02.23.42 

But you can get stuck either because you don't have the information, because you've got 

too much information, you have information overload and then it's all about ...digesting 

it, incubating and so on. Or because you've got so many directions you don't know which 

one to choose. Step back from them and look at them and... and in fact, hold them up 

against that xxxx, hold them up against, take them back to the creative brief and say what 

were the goals here? How.. did these deliver on that or not. I've got one great client who 

comes with creative briefs. And she's seen, it's this one. And she's seen, we presented to 

her, and she's gone: "I really really don't like it. I really don't like it." And I said Karin... 

hold this up against the creative brief, and she hold it and she go, tick that box, tick that 

box, tick that box, tick that box. Good, we'll take it. I don't like it, but it fulfills the 

creative brief perfectly. That's a great client. Where here personal taste doesn't come into 

it.  

Yeah, yeah. I see what you mean.  
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Eh.  

OK. Let's talk a little bit, let's move on, let's talk a little bit about... motivation. How 

important is motivation when you want to be creative? 

Motivation... in what way. I mean, do I have to be motivated to do the job? 

There are different kinds of motivation... 

Yeah. 

02.24.57 

... as well you know. You can work really hard to get a reward afterwards. Or you can be 

thrilled by, you know, the work itself, or... and that in itself... 

is reward enough. 

Yes, exactly, or motivates you enough, or...  

I mean... I've got a job to do and bills to pay and so on and so on. So.. on some level 

you're motivated by that. You've got to succeed in your job. Having said that, eh...  

motivation is... people, you know, appreciating what you have done, and thinking that 

you've come up with some good ideas and... buzzing of you and so on. But wha-- a- ... 

particularly in this instance. This is a client who three other creatives have actually 

walked out on. Because they are too hard, because they are too unstructured, cause they 

don't know... they've got great products and short deadlines and so on and so on and so 

on. And to me that's the real challenge and that's the motivation, motivation is to go: "OK 

you guys, you wimps, you went out on this. Watch this." And you know, within six... 

eight months, being the one... when the client comes in they call me, you know, mist-... 

you know, you are mister... our company. This is the guy, they call me, let's talk, no I 

don't want to talk, let's talk with him. That's fantastic. But of course the fact is that at the 

end of the year one gets completely, I mean, I was getting, let's put it this way: post 

motivation, I was getting demotivated with this, but a couple of weeks ago, with an 

absolutely fantastic bonus from the company. Which was unexpected. Financial bonus, 

there you go, you've done a great job. That was sort of post, after the act motivation. But 

it helped. It has motivated me to do the next job. Eh. But motivation is just a.... to be 

quite honest. Probably except for this one. (shows brochure) Eh. I don't like, I am not the 

person who sits there saying: "Is the film on TV yet?" Eh. "Is the brochure printed?" "Are 

the adds in the newspapers?" It's sort of almost gone, it's fff-f. By that  point it's gone, it's 

out of my mind set and I'd really... I want to know what the results are, and yes if 

someone comes by and says oh, the adds are in the newspapers today, or did you see it on 

TV last night or something like that, then it's like Oh, no, I didn't. But, it's interesting, but 

it's... it's about... it's about... just doing the best that you can, with the resources that 

you've got and and... and actually, the day I can't have fun doing it is the day I stop doing 

it.  

And fun can be.... drawing big penises on people's desks with my invisible pen, or it can 

be going having a drink on a friday, or it can be... eh.... putting a fart cushion on 

someone's chair when they are sitting down or whatever. And if I can't be in a... and if I 

can't be in an environment like that, then I can't, an- I-... 

Yeah 

02.27.44 

You wouldn't see my ass for grass (?) you know.  
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Yeah. Interesting. OK. Eh, you know, that basically covers it. There are some questions 

left, how are we doing? I mean.... 

We are all right, I mean... I'm fine, I'm.. 

OK, eh. I would like to talk a little bit about, you know, your idea of obstacles to 

creativity. You know. What is, what are the threats at the horizon or what are the threats 

in your environment, you know. What pisses you off, or what.... 

I'll tell you what, there is... you can look at that at all sorts of different levels because you 

can say what are threats to creativity. Well if my client comes to me and says we need 

you to do something for the forty to sixty-five age group, within six weeks, which has 

this this and this, using these, and they have already, and they have already said and we 

need an eight page brochure for this and there is a whole load of limitations. Which could 

piss you off if you were going to go: "But I could do so much better if I could do a 

cinema add and a radio spot and, bla bla bla bla bla..." (phone rings) 

02.28.55 phone conversation 02.29.50 

... so you've got all those things and they put you in a box and they limit you. But you can 

say the creativity they want is within this box, right. So my job is to be as creative as 

possible within that box, so... it doesn't piss me off, it could piss me off, but I choose not 

to let it piss me off. Eh, the reason being because... you've got a goal with the creativity 

and you've got to put it in there. What else about... what  was it, barriers you were talking 

about, right. 

Mmmm... 

Eh, what are barriers to creativity? Eh... The... eh.. Well there are all sorts of barriers, 

but... but.. Nesa (client) is very much people who, oh that wouldn't work, or this wouldn't 

work, or, oh, let's not do that, or, the client, you know, there is, there is this sort of this 

negative aspects when people refuse to participate in... eh, when you get them to 

participate in planned creativity they can't take it seriously and they... start dissing stuff 

already and so on and so on. Eh. A barrier towards creativity could well be that one didn't 

have the possibility for incubation. Eh. But here it's a very good place because I don't 

have to explain what I am doing, I can sit and read magazines for two days. And tell them 

I am doing something else. You know. It's like, as I said, you know there is that board 

that dictates what I am supposed to be doing. Eh. And as long as they don't mind, as long 

as I can book my hours as creative research and so on and so on, then there is no barrier 

there. Barriers to creativity are when... eh... when the phone rings and you're in the 

middle of a conversation. Eh. And you're going somewhere, which I was, I was going to 

be very creative, but obviously I got distracted. Eh... I can't, you know... 

No, no. It's ok. 

Yeah. 

Yeah. 

02.31.43 

We've been into it as well you know. Eh. It's just one more thing to cover, and that's 

deliberate creativity, and you've been in, you've been, you know... talking about this area 

for... many times already. But I would like to ask one question and... eh. You know, when 

you're not in this, you know, deliberate process, or planned creativity as you call it. 

Yeah. 
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Are you deliberately influencing yourself during your own creative process? Maybe you 

are using, you know, your own way, your own kind of ... 

Yeah. A classic example of that would be, is my way of mentally mind fucking myself.  

OK.  

... which is to... be in a situation, and I remember it distinctly..eh... where we'd had... for 

one of our clients we'd have three shots at coming up with a concept and a name for a 

product. And I hadn't been involved, I'd been on work for another product for the same 

client. And we've we've... I think we wasted six weeks in here, we didn't come up with, 

we didn't come up with the goods. And the client was ssfff-... seriously considering firing 

us as an agency. And the last chance was that I would go and sit in with the client for a 

week. And pick their brains, everything about this, and try and come up with it. Eh. Went 

in... and sat there for the first four days and had got absolutely nowhere. I knew that the 

next day I would have to come up with at least a name for the product, cause otherwise I 

was completely screwed. And just... put myself in a situation where I decided I was going 

to, I was... instead of... taking my vespa there, cause they were out in the countryside, I 

would take a cab. And I wouldn't think about this, I had to be there at eleven and I 

wouldn't think about it until I got into the taxi at 10.20. And then I'd got a power-point 

presentation open where I just had to brainstorm for 35 minutes all I could do before I got 

there. Eh. I  could have worked for two hours longer on this, but I knew it would be 

procrastination after procrastination after procrastination. So I sat and I just drank tea and 

read the newspaper. Got in the taxi, 35 minutes, came up with about 20 different names. 

Cut them down to three. And they liked the first one that was on the list.  So then they 

were very very happy, so they needed me to come up with a... a payoff... or a... a slogan 

for it. And the name that I'd come up with, it was a product which combine three different 

types of benefits, so I called the product synergy.  

Ha, ha. 

Obviously. And on the Tuesday I had to go in with this slogan. And I'd again, same 

situation, I'd worked and worked and worked. And decided that it was just.... the best 

thing to do was just to leave it. And my cab was booked, it was 10.30I had to be there 

that day, and my cab was booked to 9.45. And I sat there and I thought OK, I can not rely 

on the luck of getting this in the cab on the way there again, right, absolutely not. So I sat 

down, got up at 8, and sat down there, I was working from 8, typing things on eh... into a 

powerpoint, lot's of different phrases and what it could be you know. Synergy - it's good 

for you. Or Synergy this that, whatever it might be. Eh. And somewhere I've got the list 

of all these ideas that I had and it was hmf-... it was like, OK, the taxi is going to be here 

in five minutes. I really have to go to the toilet. And I came out from the toilet and I just 

went tch, tch, tch. Synergy makes sense. Done. Dusted. Went into the client. One 

suggestion, there you go. They were like: (Claps hands) And it's so... I'd limited the first 

time, I'd had to put... I work so well under pressure, I work eh... I have, I have a, you 

know, two phrase-, to sayings. First one, if it wasn't for the last minute, I'd never get 

anything done. And the other one is: "I love deadlines. I love the sshhhooo-noise they 

make as they go pass, which is from Douglas Adams, right? 

Exactly.  

That's, you know. 
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The swooching sound. Ha, ha. 

Yeah. Eh. But it's that last minute thing, there is some sort of adrenaline that comes in. I 

mean, I am a sport, you know, I played Rugby for many years, and that adrenaline, that 

pumping of adrenaline that goes.... you get... the feeling you talked about creativity when 

all, everything is aligned and everything is going in the right direction and... that's an 

adrenaline thing, and and and and, that's why I am the project manager's nightmares, 

because, well Lars and I, we always get it right at the last minute. Often there's got to 

that... there's got to be that... It's like there  is some sort of... you can write a chemical 

formula for it which is: All this information I've got, times the amount of time I've had to 

think about it equals zero, unless there is a pressure and adrenaline put onto it in which 

case it equals the right answer. If you don't have that, at some point, if the pressure 

cocker doesn't come pfffff (whistles), that's when it's got to come out. Eh. And if you've 

been, if you've had your incubation period and... and if it.... 

Talk about constraints that really works... 

02.36.44 

Yeah. But I mean, it is, it's it's... sometimes I've just got to put myself in that... cause I am 

the worlds greatest procrastinator, I just... aaahh, I'll just have another cup of tea. 

Ha, ha. 
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INFORMED CONSENT  
 

Natural Creative Processes 
 

Participation in this research study is completely voluntary.  Please read the information 

below and ask questions about anything that you do not understand before deciding if 
you want to participate.  A researcher will be available to answer your questions. 

 

 
 

RESEARCH TEAM 

 

Name and title of Lead Researcher: Markus Redvall 
Department/Room Number: ICSC, Chase Hall 244 

Telephone Number: +45-26152540 

Email: redvmk55@mail.buffalostate.edu 
 

Faculty Sponsor: 

Name and Title: Dr. Mary C. Murdock 

Department/Room Number: ICSC, Chase Hall 246  
Telephone Number: (716) 878-4070 

Email: murdocmc@buffalostate.edu 

 
Study Location(s): Workplace of Subject. If preferable by subject the meeting will take 

place in a public place like a cafe or a restaurant.  

 
PURPOSE OF STUDY 

This study is going to investigate natural creative processes (i.e. without techniques) by 

people working creatively on a regular basis to see if there are important concepts left to 

bring into the domain of applied creativity.  
 

SUBJECTS AND PROCEDURES 

 
You must be at least 18 years old to participate in this study. 

 

Your involvement in the study includes an interview of about 1,5 hours. 
 

You will also be asked to provide examples of material produced during your working 

process, including notes, drawings and prototypes. This request optional and voluntary 

and it is up to you to what extent (if any) you are prepared to share these items. 
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RISKS AND BENEFITS 

There are minimal risks for participating in this study. You are free to choose not to 

answer any questions that make you uncomfortable. 
 

You will not directly benefit from participation in this study. 

 
COMPENSATION 

You will not be paid or otherwise compensated for your participation in this research 

study 

 
WITHDRAWAL FROM THE STUDY AND CONSEQUENCES 

You are free to withdraw from this study at any time. There will be no consequences for 

you if you decide to do so. 
 

CONFIDENTIALITY 

Identifiable information about you will be kept with the study data.  

 
All data will be retained for at least three years in compliance with federal regulations. 

 

All data stored electronically will be stored on a secure network server, or on portable 
devices, such as a laptop with encryption (special software) and password protection. 

 

After the interview you will have the opportunity to read through the transcript. You will 
then be asked to either approve of or reject that the interview is published with your 

name or other identifiable information. If you decide to reject this request, all identifiable 

information will be taken out before publication.  

 
IF YOU HAVE QUESTIONS 

If you have any comments, concerns, or questions regarding the conduct of this 

research, please contact the researcher at the top of this form. 
 

If you are unable to reach the researcher and have general questions, or you have 

concerns or complaints about the research study, researcher, or questions about your 
rights as a research subject, please contact The Research Foundation of SUNY/Office of 

Sponsored Programs by phone, (716) 878-6700 or by e-mail at 

gameg@rf.buffalostate.edu or in person at Bishop Hall, Room 17, 1300 Elmwood 

Avenue, Buffalo, NY 14222. 
 

 

VOLUNTARY PARTICIPATION STATEMENT 
Participation in this study is voluntary.  You may refuse to answer any question or 

discontinue your involvement at any time without penalty or loss of benefits to which you 

might otherwise be entitled.  Your decision will not affect your future relationship with 

Buffalo State.  Your signature below indicates that you have read the information in this 
consent form and have had a chance to ask any questions that you have about the 

study.   
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SIGNATURE LINES 

 

______________________________________  __________________ 
Subject Signature        Date 

 

_____________________________________  __________________ 
Legally Authorized Representative/Guardian    Date 

 

_____________________________________  __________________ 

Legally Authorized Representative/Guardian    Date 
 

______________________________________  __________________ 

Researcher Signature       Date 
 

_______________________________________  __________________ 

Witness Signature        Date 
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