
Creative Techniques

Now it’s time to get creative. This is the ideas stage and there are different types of 
idea that you can use to get you started, and many of them are used by big brands 
every day. 

These creative techniques will give you new lines of thinking and fresh angles. 
They’ll also help you see your brand or business in new ways and can be used 
across the entire spectrum of your marketing communications, from your website 
and social media to brochures and advertising.

Think of this as a creative ideas generator. There is a wide selection of techniques 
here for you to try. Don’t worry, you don’t have to make them all work for your 
product or service, but by giving you a selection it increases your chances of 
finding the techniques that really work for you.

Product as King technique
This is when what you do or sell is the star of the show, centre stage and in the full 
beam of the spotlight. It’s also a good place to start and will warm up your creative 
muscles, which is why it has been placed first. 

Big brand example

Everything from luxury watches to tech products can be seen in “Product as King” 
executions. Apple always makes their iphones the star of all their publicity and 
brand interactions from billboard posters to landing pages.

Task yourself

Do you have a photo of your product or service, or if not how about your logo? 
Choose one of your images and paste it into a document. Now underneath it write 

Apple uses images of their iphones as a Product as King device. 
Rolex also show their watches in close up but also add a headline.



as many headlines as you can that say something special about your product or 
brand. Or better still what it does for your customers.

Telling detail technique
A detail can say a lot about a product or service. It says if we take this much care 
and attention over the little things then it says a lot about the overall quality or 
performance of the product or service. 

Big brand example

Years ago Rolls Royce famously ran an ad with the headline, “At 60 miles an hour 
the only thing you can hear is the electric clock”.

Task yourself

Don’t think of your product or service as a complete entity. Break it down into the 
parts that make it up. Now make a list of all those parts and under each one write 
a headline line or statement that says something special about it. Use the Rolls 
Royce idea as an example to follow. How many statements can you think up about 
your product or service like that one?
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Rolls Royce is a classic text 
book example of how to use 
the Telling Detail technique



Truism technique
These are well-known sayings rather than ultimate truths, for example “A picture 
paints a thousand words”. They work because culturally we have already bought 
into them and recognise them as believable. Therefore, they are very convincing 
when we hitch our marketing messages to them. Often they are communicated 
with a twist or play on words.

Big brand example

The Economist magazine has built a reputation as being the intelligent read for 
well-informed business people with expressions like “Silence is not golden” and 
“Great minds like a think”.

Task yourself

Can you link your brand or business to a truism or well-known phrase or saying? 
Here are some examples of truisms or well-known sayings to get you started: 
there’s no place like home, safety in numbers, beauty is only skin deep, better safe 
than sorry, good things come in small packages. Now can you change or add a 
word or two to link them to your business?

Drama technique
This is about dramatizing a truth about your product or business to make an 
impact. 

Big brand example

Araldite superglue once ran a poster at a busy roundabout with a real car stuck 
to a billboard. The headline said: “It also sticks handles to teapots”. This is a very 
extreme example but shows how impactful a dramatization creative technique  
can be.
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Task yourself

What are the key features or benefits of your product or service and how can they 
be shown as dramatically as possible. But, rest assured, you don’t have to go to the 
same lengths that Araldite did to dramatize their product. 

Analogy technique
This is simply using one thing to represent your product or business in a surprising 
way. The communications is basically saying, “It’s like this…”. Naturally, you want to 
use an association that says the right things about your product or service. 

Big brand example

When Guinness launched its extra cold version of the drink they ran images of 
pints of Guinness looking like icebergs, lollypops and fridge-freezers.

Task yourself 
Ask yourself if my product or service was something else what would it be? For 
example, if your brand or business was an animal what animal would it be? Or if it 
was a country… or a mood… or a food… or a movie star or TV celebrity… or anything 
else you can think of that has the right associations. 
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Over to you…
These creative techniques have all been proven in the big brand marketplace, but 
the beauty of them is that you don’t need to have big advertising or media budgets 
to put behind them. You can use these techniques on your website, leaflets, social 
media and wherever you tell your brand story. And when you do you’ll know you’re 
using techniques that big brands support with huge spending, but they can cost 
you next to nothing. That’s why it’s worth spending some time practising these 
techniques and applying them to your own business.

Creative Techniques

Bob Maddams 

Bob is a community manager for Town Square at The Tack in Bognor 
Regis. Previously, in an award-winning advertising and marketing career, 
Bob has worked as a copywriter at leading London advertising agencies 
M&C Saatchi and Ogilvy & Mather, and for some of the UK’s leading 
brands including British Airways, Barclays and Inter-Continental Hotels. 
He later developed behaviour health and social change campaigns in 
the developing world where he worked for Unicef, the United Nations, 
Oxfam, Water Aid and Womankind. Bob is also an award-winning 
features journalist and has written for The Times, The Guardian, The 
Daily Telegraph, Marketing Week and Campaign magazine. Bob is also 
a City & Guilds qualified media skills trainer, has taught marketing 
communications courses at Hove College and is a guest workshop leader 
at the University of Sussex School of Business.

startup-club.co.uk


