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Creativity and the creative process are a well-researched topic. The process has 

been analyzed into models, dissected to determine affecting factors, and modified using 

varying techniques for the purpose of finding insights into it. The insights found have 

been used to improve creativity and its process immensely. Although the findings have 

been significant, there is room for more. This report seeks to extend the knowledge into 

the creative process so that society’s creativity may improve. To do so, nine in-depth 

interviews were conducted of professionals in various fields; they discussed a major 

problem they had encountered and revealed the creative process that led to their 

successful solution. These timelines of their creative process were then analyzed by 

comparing them to the existing literature and against each other to find useful ways to aid 

the creative process. The results reveal reliable techniques into how a person can improve 

their creativity and inevitably generate better ideas. 
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CHAPTER ONE: PROBLEMS AND SOLUTIONS  

A children’s speech therapist has a few students come into her room with their 

jackets over their heads. She kindly asks them to stop. They do not listen. The next day, 

more students walk in with their jackets over their head. Again, she kindly asks them to 

stop. Naturally, the kids do not listen and the next day their jackets are right back over 

their heads. The teacher eventually threatens to send the kids to the principal, but still, the 

kids file into her classroom with their heads in their jackets. Finally, the speech therapist 

has had enough. She has to get them to stop. So the next morning when the kids come in, 

the speech therapist is nowhere to be found. The kids settle down into their seats and 

wait. Five minutes later, the door opens and in walks the therapist – head fully covered in 

her jacket. She has not had the problem since (Volland, 2011). 

After the traditional methods were exhausted, the therapist was forced to think a 

little harder. She had to search for untraditional methods to solve her problem. She 

reversed the tables and acted like the children. Her solution was not anything new. Role 

reversal has been a go-to move parents have been using for years to make a child behave. 

The application on her students, however, demonstrated an example of creativity and 

creative problem solving. 

Creativity exists in everyone. Some people marvel at a painting and wonder what 

it would be like to be creative. Others shy away from learning an instrument because they 

do not consider themselves creative enough. Experiencing creativity is not just a trait for 
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the rebellious rock star or the burgeoning artist. It is just another word for solving a 

problem in a new way. 

A sales associate demonstrates her creativity by finding a new market for her 

product. A cashier scans twice the amount of items by putting up a sign that asks 

customers to place items barcode up. Both show creativity but neither is in a field that is 

“creative.” True, some are born with more of an inclination for creativity than others but 

that does not mean a person is incapable of making up for it. 

Creativity is not intangible. It is something a person can learn. It is something that 

can develop and learn how to call on. If one can understand creativity and how it works, 

one can utilize it better; this report offers insight into creativity, its process, and ways to 

help improve and sustain it. 

The next chapter gives a glimpse into the past and current literature on creativity. 

It recounts ancient Greece’s view of creativity then moves on to what modern 

psychologists and members in creative fields define it as. The chapter also establishes 

different frameworks for creative thinking. Experts offer their unique take on how people 

can improve their creativity by manipulation of various factors. These factors range from 

the establishing a routine to dealing with failure. Overall, the literature provides a clearer 

picture of the ins and outs of creativity, successful methods to affect it, and how one can 

be more creative. 

Chapter three seeks to gain further insight into creativity by documenting 

successful examples of the creative process. Interviews with nine people in various 
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industries were conducted. The subjects discuss a problem they have encountered in their 

line of work. They then outline the process they have taken to find their solution. 

Essentially, a timeline of each subject’s creative process is created. The timelines contain 

snapshots of the subject’s perspective, factors they include in their decisions, and 

ultimately, why they have come to their solution. Then, an analysis highlighting the 

lessons and valuable information to take away from each subject follows each interview. 

Chapter four provides context on where this report stands in relation to the past 

literature and to you, the reader. Suggestions on how to use the information in the report 

are determined as well as suggestions on what to explore in the future. Overall, the 

purpose of this report is to give the reader a better understanding of creativity so that they 

can learn to further their own creativity. So let’s begin. 
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CHAPTER TWO: THE LITERATURE 

The literature on creativity, creative potential, and the creative process is vast. 

The ancient Greeks attribute their creativity to inspiration from the nine muses. These 

nine heavenly beings each have a specific area of expertise. Calliope, Clio, Erato, 

Euterpe, Melpomene, Plyhymnia, Terpschore, Thalia, and Urania preside over epic 

poetry, history, love and lyric poetry, music, tragedy, sacred song, dance and choral song, 

comedy, and astronomy respectively. The Greeks pray to these goddesses in hopes of 

receiving moments of brilliance (Tharp, 2003). They treat their great ideas as blessings 

from the heavens. Naturally, the modern definitions of creativity and the creative process 

do not involve heavenly creatures (although some may try to lead you to believe that).  

  A simple definition from a passage in Luke Sullivan’s Hey Whipple Squeeze 

This describes ideas as “nothing more or less than a new combination of old elements 

(Sullivan, 2012).”  In The Art of Creative Thinking¸ John Adair agrees. He states we do 

not make new ideas out of nothing. They do not come out of thin air – they are made of 

existing materials (Adair, 2007). The creativity occurs when someone makes connections 

that have yet to be seen. Michael Michalko, author of ThinkerToys takes it one step 

further. His thought is anything new, not just an idea, is simply an addition or a 

modification of something that already exists or existed (Michalko, 2006). The definition 

of creativity as a new combination of pre-existing items is a stark difference from the 

ancient Greeks’ definition. 
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Graham Wallas is one of the first people to make a  model for creativity and idea 

generation. His book, The Art of Thought, explains creativity in 4 steps: Preparation, 

Incubation, Intimation, Illumination, and Verification. Preparation involves the research 

and gathering of information that relates to all aspects of the problem. The preparation 

allows one’s mind to focus on the task at hand. Incubation is a stage where the problem 

transfers from the conscious mind to the unconscious mind. The problem is absorbed and 

internalized. Intimation occurs when one can sense the solution is near but still not there. 

Illumination is where the solution finally pops into the individuals head. It transfers from 

the subconscious to conscious awareness. The final stage is validation. Validation is 

where the individual makes sure the ideas works, tweaks it, and then applies it. Graham 

Wallas’s interpretation of creativity into a model offers a tangible insight into the creative 

process (Wallas, 1926). 

  Since then, many people have deduced different creative thinking techniques to 

solve problems and stretch their creativity. Gerald Nadler and Shozo Hibino offer a set of 

seven principles to help solve problems in Breakthrough Thinking. The first is the 

Uniqueness Principle. Every problem no matter how similar to another is unique and has 

its own set of contextual requirements that need to be considered. Second is the Purposes 

Principle. A focus on the purpose of the problem eliminates wasted energy spent on 

unnecessary items. The Solution-After-Next Principle targets the ideal solution and 

design to achieve a goal. The Systems Principle takes a step back and defines every 

problem as part of a larger system. By understanding that system, one can better solve 
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problems and be creative. The Limited Information Principle focuses on the search for 

information. Do not gather every bit of information that may relate to the problem. 

Instead, hone in on the specific information necessary to solve the problem. The People 

Design Principle says any person can contribute to the solution. An atmosphere that 

allows for contributions by any person is ideal for creative thinking. The final principle is 

the Betterment Time Principle. It suggests that people make a series of solutions that 

build on one another which eventually leads to a better situation over time (Hibino & 

Nadler, 1990). Hibino and Nadler’s seven principles add a sense of structure and 

tangibility to problem-solving. 

Edward De Bono puts creative thinking in a different perspective.  De Bono’s Six 

Thinking Hats turns creative thinking into a game. The game associates six unique styles 

of thinking to six different hat colors. Black corresponds to critical, yellow to optimistic, 

green to idea generation, red to emotion, white to objective information, and blue to 

outlining and goal-planning. Whenever the participants have a figurative hat on, they 

cannot think in any other way. This forces people who may see themselves as only a 

critical thinker to think optimistically or vis versa. Each round of hats generates 

information to be considered and soon enough, the solution “reveals” itself. Testimonials 

from the system’s success range from Fortune 500 companies like Microsoft to married 

couples who are looking to find a house to buy. Even though these two parties have an 

ocean of differences between them, both have two key similarities: they save time and 
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more importantly, they find a solution to their problems in an efficient way (De Bono, 

1999). The key is learning to think in a new way. 

A similar theme presents itself in ThinkerToys. Michalko believes creativity is 

like a muscle. It must be strengthened, stretched, and challenged in order to grow and 

provide better results. He gathers and invents different games to stimulate the mind and 

change the way people see problems. For instance, one exercise is about challenging 

assumptions. First, list the things that make a bicycle. Now, challenge each one. Do you 

need brakes? Is a frame necessary? Do we need two wheels? From that, the idea of a 

unicycle could be born. Another exercise involves picking a random word and forcing an 

idea out of it. Another is keeping an idea box to be feed daily. The box does not have to 

be filled with genius every day but it must be added to every day. Like athletes running in 

the off season to keep in shape, the mind needs to be kept in top form. Michalko pushes 

the notion that great creative thinking is a product of constant challenge. As long as the 

mind is tested, stimulated, and worked in new and engaging ways, creativity can grow 

(Michalko, 2006). 

The Art of Creative Thinking suggests a permanent tweak to a person’s mindset 

can improve creativity. John Adair proposes great ideas can come at any time so long as a 

person is more aware that great ideas can come at any time. Specifically, TACT calls this 

the “The Depth Mind.” Similar to Wallas’s incubation stage, an individual’s 

subconscious works to create ideas and connections without the external or conscious 
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effort by the individual. The Depth Mind, however, continues to acquire materials and 

information that the mind can work with to solve the problem (Adair, 2007). 

For example, a chef is stuck on what to serve for dinner. He racks his brain all day 

and cannot figure out what to cook until he puts on his wool sweater. A thread gets stuck 

in his mouth. As he pulls the sweater over his head, the taste is not so bad. Boom. The 

idea to eat lamb presents itself.  

The problem is kept at the mind’s touch but not the focus. It absorbs any 

information and tries to make a connection to solve the problem. It is up to the individual 

to consider all the possibilities that may arise. If the chef does not consider eating wool, 

he does not make the connection to eat lamb. Adair wants individuals to consider all 

possibilities. Individuals need to be open to more ideas, so more solutions can arise 

(Adair, 2007). 

Dan Roam takes a visual approach to creative thinking. His book Unfolding the 

Napkin uses simple pictures to solve problems ranging from streamlining a sales lineup to 

mapping what clients were making a bank the most money. By adding a visual 

component, the mind has less to keep track of and can use its energy to solve the 

problem. The visual component also adds another channel for the mind to absorb 

information and thus remember it more efficiently (Roam, 2009). 

These books offer theories and ideas about creativity but none specific to an 

industry. The Advertising Concept Book by Pete Barry touches on similar creative 

thinking concepts as the previous literature but adds a specific perspective in regards to 
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advertising. Unlike the other literature, it includes advertising clichés and ideas to avoid 

(Barry, 2008).  Luke Sullivan’s Hey Whipple Squeeze This adds more clichés. The clichés 

act as filters that a person can use to polish their ideas (Sullivan, 2012). While literature 

thus far offers positive ways to manipulate the creative process through cognition, studies 

have shown affect can change the creative process. Research by Jamison shows positive 

disposition is more conducive to creativity (Jamison, 1989).  

In contrast, a study done Marie J.C. Forgeard exposed a connection between pre-

existing mood and creative thinking. Participants were shown video recordings designed 

to draw feelings of depression. When compared to a controlled set exposed to video 

recordings designed to draw feelings of happiness, the depression group saw a significant 

difference when asked to use creative thinking to write captions to photos (Forgeard, 

2011). The literature reviewed so far offers comprehensive background on the creative 

process, ways to improve it and ways that may hinder it. 
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CHAPTER THREE: THE INTERVIEWS 

THE INTRODUCTION: 

 Ideas are a commodity. Entire industries like advertising base its profits on the 

responsibility of producing a bevy of ideas every day. Therefore, any insights that lead to 

a more effective creative process have significant value. This chapter digs for those 

insights by interviewing nine professionals in different industries. The interviews track 

the steps each person took to find the idea to solve their problem. The resulting timelines 

offers an inside perspective into what can work and what to avoid during the creative 

process. 

THE INTERVIEWS:  

AN IDEA WITH SOMETHING TO PROVE…  

“There’s no such thing as good American-Chinese food.” 

THE SEED: 

Derrick Ong was born in the kitchen. His parents made their living by opening 

Chinese/ American cuisine buffets in Austin. The fires of the wok and the bustle of the 

restaurant industry burned a permanent culinary passion in him. The recipes he knows by 

heart came from Chinese/American cuisine his father built his restaurants on. He holds 

these recipes as the pinnacle of Chinese/ American cuisine.  
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During his time working at the buffet, Derrick noticed a shift. The patrons did not 

crave the massive quantity the buffets had to offer. They were looking for dishes with a 

more personal touch and craft. Quantity shifted to quality. The direction of the shift 

looked like it could lead somewhere worthwhile. 

Derrick’s eyes were open to the market. His entrepreneurial instincts kicked in 

and his imagination plotted ways to capitalize, however, dollars and cents weren’t his 

main motivation. Aside from seeing a gap in the market, the motivation came from what 

he was hearing. 

“I don’t like Chinese food.” 

“Chinese food? You mean like Panda Express?” 

“There’s no such thing as good American/ Chinese food.” 

Opinions and statements like this chirped at him time after time. As a man who 

spent his entire life in the Chinese/American food industry, each comment cut a little 

deeper until he had enough. It was time for Derrick to open a restaurant. 

THE IDEA:  

Legitimize the concept of Chinese/American cuisine. 

THE PROCESS: 

Derrick wanted to anchor his business model around the lunch experience. He 

identified speed and high quality taste as the two key components to success. After he 

laid out his goals, he laid out his options. 

Option 1:  
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A traditional sit-down and wait service. It provides the ability to create a high quality 

product the customer, but speed and turnover suffer. The model also requires a larger 

crew that includes a wait staff and managers. With Derrick’s budget, a large crew is not 

sustainable. Option one, scratched. 

Option 2: 

Cafeteria style. Similar to Chipotle and Panda Express, Derrick evaluated the idea to 

allow the customers to order and be ready to eat by the end of an assembly line. The 

speed to cater to the lunch crowd is present in this option but it also requires warming 

lamps or some other warming device. This did not live up to Derrick’s concept of high 

standards of freshness. Option two, scratched. 

Option 3: 

Diner style. The speed drops off when comparing it to the cafeteria style but it is an 

improvement over option one. Since the food is prepared to order, no warming lamps are 

needed. The high quality of freshness and taste is presevered. Bingo! 

THE SOLUTION:  

Shu Shu’s - A Chinese/American diner style restaurant that combines a casual 

atmosphere with the speed that maintains the owner, Derrick Ong’s, high standards in 

quality. It caters to the American palette by offering familiar items like General Tso’s 

chicken, Pepper Steak, and Kung Pao chicken along with original recipes like the 

Singapore bowl. Another way it caters to American ideals is its aesthetic. Many 

Americans consume from branded and franchised establishments. Derrick designs his 
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restaurant to look like a franchise from a visual standpoint.  Derrick’s step toward 

legitimizing the Chinese/ American cuisine has taken a big step. 

THE DARKNESS: 

From conversations with his father, other entrepreneurs, and experience, Derrick 

prepared for a loss in his first operating year. Unfortunately, the loss continued past the 

first year. In order to cut costs, Derrick let go of his kitchen manager and switched to a 

skeleton crew. His workweek ballooned from 40 hours to 70+ hours as he was forced to 

take on more responsibilities inside the kitchen to go along with the responsibilities of 

overseeing the restaurant. The rising stress had no limits and the budget scraped the 

bottom of the barrel. Previous conversations of opening Shu Shu’s doors switched to 

closing them - and the conversation grew louder and louder. 

THE LIGHT:  

Shu Shu was in the deepest part of the red. The room for error was slim so 

Derrick’s next move could seal Shu Shu’s fate. It was time to sink or swim. 

To figure out the next step, Derrick reached out to local entrepreneurs who had 

started their own businesses. The businesses ranged from hardware stores to auto shops to 

nail salons. He tapped into their experiences to find a nugget to save Shu Shu’s. 

He got a universal answer. One he had considered, but discarded without a second 

thought: Direct Mail. 

Derrick wrote off direct mail because of the cost and its outdated image. The 

experience and success of peers changed his mind. Derrick printed door hangers with the 
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menu and attached a coupon to them. He sent the menus and coupons to the surrounding 

residential areas and businesses. Derrick made his move. There was nothing left to do but 

wait.  

Luckily, it did not take long for the coupons to pay off. Shu Shu’s filled up and it 

continues to stay on the track towards success. 

THE CONCEPT:  

Before any bricks were laid or menus were drawn up, Derrick built a concrete 

concept: legitimize Chinese/American cuisine and change the negative image of it. In 

building Shu Shu’s, every decision he weighed was considered through the concept’s 

lens. The concept gave Derrick the first step to solve any problem. 

“What should I put in the menu?”  

Answer: This is for Americans. Americans already have an idea of what Chinese food is. 

We need to keep that in mind and put classics like Pepper Steak and Kung Pao chicken. 

“How should it look?”  

Answer: Our target grew up on franchises. It needs to have the feel of an American 

franchise so that people feel safe eating here. 

“How do we do it?” 

Answer: Chinese food is an American option like McDonald’s or Burger King. They 

want it fast and delicious. Let’s focus on that. 

After tracking the timeline of the project, we see how much establishing the 

concept at the beginning helps to guide decisions and solve problems. For any project, 



15 

 

establishing a concept at the beginning can help overcome any unexpected or expected 

obstacles. 

THE MISTAKE:  

Derrick’s biggest mistake was waiting too long to reach out to local businesses. 

He almost let Shu Shu’s fall under before he searched for the local businesses secret to 

success. Had he tapped into their knowledge earlier, he may have kept his business from 

the depths it sank to (Ong, 2011). 

Gathering as much relevant information is vital in creative thinking. Ideas spawn 

from the most unexpected soil. In this case, it is no surprise the local businesses have the 

secret for success. The lesson we take from this is information, information, information. 

THE ANALYSIS: 

Derrick’s trials and tribulations through the development of Shu Shu’s offer 

tangible examples of different creative thinking and problem-solving techniques. As we 

track the timeline of events, we can see two specific types of processes occur: working 

from a concept and gathering knowledge. 

AN IDEA THAT NEEDS TO LOOK GOOD…  

“These books… or others.” 

Coming up with an idea is a daunting process. When one is finally able to come 

up with one, it seems like the hard part is over. In some cases, one may be right, but the 

idea can still fail because of its presentation; the presentation of an idea plays a big role in 
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whether an idea sinks or swims 

THE PRESENTER: 

Brady Franks is the Committee Director for the House Committee on 

Transportation. His responsibilities include shepherding transportation bills through the 

committee to the house floor so they can be voted on. He writes, reviews, and rewrites 

bills until the majority of the 10 person committee accepts it. 

THE COMPLETE STREETS BILL: 

The Complete Streets Bill (CSB) was proposed by Representative Linda Harper 

Brown from Irving Texas. The CSB originated after a previous bill decreed cars had to 

pass cyclists with at least three feet of space failed. It differed from its previous 

incarnation because it redesigned transportation between automobiles and non-

automobiles. The CSB outlined different ways to retrofit current roads to a new standard, 

logistics of how to execute it, and a cap of 20% budget allocation. 

THE FIRST PRESENTATION MISTAKE: 

 The first of a few mistakes Brady and the committee made was not considering 

the audience he was presenting to. The Vice Chair within the committee was from 

Sherman, the Chairman was from San Angelo, and two other members were from 

Texarkana and Tomball. Most of the committee was from rural areas where roads were 

not shared by cyclists and pedestrians. Therefore, the bill itself did not have much appeal 

to them upon the initial presentation. 

THE SECOND PRESENTATION MISTAKE: 
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 In the bill, Brady and his committee offered a list of books that could be used to 

help design the roads. It was phrased, “These books… and others.” The bill did not 

stipulate these books had to be used in researching and designing the road; it was just a 

friendly suggestion. The Republican members did not interpret it that way. The books 

were deemed too liberal and members of the committee fought to have different books 

that were more neutral added. The list of suggested books ballooned from five to twenty 

even though the books were never a vital part of the bill. The language presented in the 

bill to the committee added to the set of problems holding the bill in place. 

THE THIRD PRESENTATION MISTAKE: 

 The committee was going through its usual process. They mediated between the 

parties, compromised when they had to, and did what they could to pass the bill. One 

compromise was dropping the 20% cap to 15%. They were making progress. They were 

confident the bill was going to pass at the next vote until Robin Stallings spoke at the 

hearing. 

 Robin Stallings was an Austinite and avid bike proponent. He supported the 3 feet 

pass rule mentioned earlier and was not a stranger to these hearings. For whatever reason, 

the committee did and does not like him. All the positive signs Brady’s committee saw 

faded with every word Robin spoke. Afterwards, the bill was attacked by the committee, 

especially by former Chairman Joe Pickets from El Paso who hated the idea of bike lanes. 

All of a sudden the 15% cap was not good enough. The bill was no closer to being 

pushed out of the committee.  
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THE IDEA TO LOOK GOOD: 

 Every bill has a clock on it. Legislature meets for 144 days and to make sure bills 

do not pile up at the end, they set deadlines. The committee was near their deadline and 

they had an unresolved bill on their hands. An unresolved bill made them look inept, and 

no one in the committee wanted that. So they came to a decision: punt the bill. 

 “Punting” the bill meant turning it over to someone else. That someone else was 

the Texas Transportation Commission. The Texas Transportation Commission was the 

policy arm of the Texas Transportation Department. Since the committee could not 

decide what percent to drop the roads budget to, they handed it over to the Texas 

Transportation Commission for them to decide. By deferring to the expertise of the 

commission, their hands were free from the bill even though they did not resolve it. They 

saved themselves the embarrassment from an unresolved bill. The committee punted and 

washed their hands of the bill. 

THE ANALYSIS: 

 Brady failed to realize rural areas are not as concerned with cyclists and 

pedestrians as urban areas. In retrospect, there was no way to present the bill to 

committee and have it pass easily. After he presented it, the only option he had was to 

make the bill matter to the rural committee members – he failed at that. Had he come up 

with a creative solution to connect the committee to the bill, it may have passed. Also, the 

language of the bill rubbed the committee the wrong way. The poorly suggested books 

threw another road block in the road.  
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Foreseeing and eliminating potential road blocks is just as crucial as coming up 

with an idea. Robbin Stallings is an example of an unforeseen road block. The past ill 

will the committee has for Robbin should have warned the committee of the impending 

damage on the bill’s chances of passing. A polite suggestion to sit the hearing out could 

have removed a road block and improved the bill’s chances. Presenting an idea in the best 

possible light increases the chances for success (Franks, 2011). 

THE UNEXPECTED PROBLEM SOLVING STRATEGY: 

 After the committee resigned to defeat, they needed a way to save face in front of 

the rest of the government. They handed the bill over to another department to avoid 

embarrassment. They did not pass their bill but they did not suffer for it.  

This “Idea to Make Them Look Good” offers an interesting model to solve a 

problem: if you cannot solve a problem yourself, let someone else solve it. The strategy 

works much better than it sounds. 

AN IDEA TO KEEP THE LIGHTS ON…  

“You have to be more realistic.” 

When artists are in their own private space, they have absolute creative freedom. 

Their imaginations are their own limitations and their own opinions are the only ones that 

matter. The absolute freedom, however, is lost as the artist tries to sell or distribute their 

work. The struggle between commercial success and creative integrity begins to factor 

into the creative thinking process. 

THE WRITER:  
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Cindy Mccreary is a screenwriting professor at the University of Texas at Austin 

and ongoing screenwriter. She describes herself as a “working writer” which means she 

does not wait for the passion project. She writes what a studio may buy. In other words, 

she is not writing Oscar winners every time she puts ink to paper. 

Do not doubt her success though. She fulfills her self-imposed description of a 

working writer by selling many scripts to studios like New Line and Disney. Of the 

screenplays she has sold, “Free Willy 4,” has been produced.  

Cindy has first-hand experience of the production side of the movie business. 

Back to back to back meetings, studio price wars, and constant script notes from her own 

team of agents, managers, and studio representatives are all a part of the day to day grind; 

one project in particular has seen a considerable amount of creative push and pull 

between Cindy and her team: Soccer Mom. 

THE FLOWER BEFORE THE SEED:  

Before the inception of Soccer Mom, Cindy sold a script called Powder Puff to 

Disney - a sports comedy geared toward women. After it sold, Disney wanted to see what 

else Cindy had. Since she had sold a female sports comedy, Cindy decided to write 

another one to capitalize on her wave of success. The search was on for another great 

female driven sports story. 

THE IDEA:  

The search did not take long. One day, Cindy found out a tidbit about one of her 

friend’s moms; she played in a soccer league for 40+ women. A soccer mom that played 
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soccer - Cindy was sold. 

THE PREMISE:  

Soccer Mom is about a woman who plays soccer at UCLA until she gives it up to 

put her husband through medical school. Flash forward to her forties. She is a mother, but 

her doctor husband has cheated on her. A divorce is imminent and with no college 

degree, she feels lost. She ends up reconnecting with her old soccer coach at UCLA. His 

soccer team is in shambles and he is desperately in need of some way to turn it around. 

The coach offers her a full scholarship and Soccer Mom is back in college. 

THE FIRST NOTE:  

The first outline Cindy showed her manager and agent came back with a big note. 

Cindy’s team wanted to make the lead role younger... 10 years younger. Her team wanted 

to package the script as a vehicle for a then 24 year old Jennifer Garner. They argued it 

would be easier to sell if the lead role was younger and attached to a name with clout. 

Cindy admitted their logic made sense so she had to decide whether to compromise or 

hold strong. 

What it came down to was the story. The story was about a soccer mom who goes 

back to school. Essentially, it was a fish out of water story and a coming of age story. A 

younger lead just did not make sense to Cindy so she held strong and kept writing with 

the older lead. Her team continued to fight with her throughout the rest of the process. 

THE SECOND NOTE: 
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After the script was ready and shopped around the studios, New Line called. They 

liked the script enough to buy it but wanted to make one change to the script. Cindy 

wrote a love interest in the form of a graduate student into the story. The graduate student 

and Soccer Mom did not end up together but their relationship was important. The 

attention from the graduate student gave Soccer Mom confidence. From her growing 

confidence, she was able to start putting her life back together. New Line wanted the 

entire storyline cut. 

Cindy had one shot to defend her story. She explained to a room full of studio 

executives why the graduate student’s attention to Soccer Mom built her confidence and 

how it was vital to the story. She laid it all out on the line. 

Unfortunately, her attempts failed. The studio executives did not budge and she 

was forced to cut the storyline in order to sell the script. 

THE DOUBLE EDGED ANALYSIS:  

Cindy’s tale teaches when to compromise and when to hold ground. She did not 

compromise on reducing the lead role’s age. Despite the advice from her manager and 

agent, she stuck to what she knew felt right. The story would have suffered too much and 

her gut was rewarded when the script sold. 

Cindy, however, had to act against her gut when meeting with the studio 

executives. She felt the story suffered from losing the graduate student storyline. It did 

not affect the story as much as the change to the lead character’s age but Soccer Mom’s 

arc suffered. With the threat of losing the sale, Cindy made the change to the script. The 
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story suffered but the script made it to the next stage (McCreary, 2011). 

THE HARD TRUTH:  

Creative thinking is the tool to solving problems. With enough time and 

resources, a viable solution can found to most problems – “most” is the keyword. In 

situations where it appears there is no happy compromise or alternative solution, 

refocusing on your goals may lead to a solution. 

Cindy’s goal is to be a working writer. She does not have the luxury of moving to 

passion project to passion project. Sometimes, it is about survival and that is exactly what 

Cindy does. She may not have stuck to her goal to create the best possible story but she is 

surviving and is keeping the lights on by solving problems. 

AN IDEA DOWN THE MIDDLE…  

“Pretty much all negotiations involve this sort of compromise process.” 

Not all compromises have a direct monetary benefit. When working with a 

partner, compromise becomes the only creative solution to ensure the job gets done. 

Unlike the other stories of compromise, this story explores how two butting heads on an 

even playing ground come to a creative compromise. 

THE LAWYER: 

 Samantha Kuhn studies at Harvard Law School. She has had summer internships 

at pro-bono and highly touted law firms in California and Austin. She looks to specialize 

in Intellectual Property. 
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THE FIRST SIDE OF THE COIN: 

 In a mock trial advocacy workshop class, Samantha was paired with a student 

who wanted to approach a case differently than her. They were assigned to the defense 

side of a drinking and driving case. Samantha wanted to approach the case from the point 

of view that the arresting officer was inexperienced and, all in good faith, failed to 

correctly assess the situation. 

THE OTHER SIDE OF THE COIN: 

 Her partner wanted to portray the officer as more menacing during the arrest. 

Furthermore, he wanted to show the officer conducted the field sobriety tests in 

inadequate conditions. He thought he could prove the officer had already decided the 

driver was drunk and the tests were done as a formality. Samantha and her partner were 

on opposite sides of the coin, but needed to get on the same side, quick. 

THE GOAL: 

 Samantha and her partner needed to show any failures in the sobriety tests were a 

result of poor conditions and could not accurately test whether the defendant was drunk. 

Although the trial was not for a grade, influential people were watching and a win could 

lead Samantha and her partner with a strong reputation. 

THE STALEMATE: 
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 Both Samantha and her partner wanted to prove that their theory was correct. 

Samantha offered her arguments as to why her theory should be used. Her partner 

countered with his. Neither was going to budge. 

THE IRONY: 

 In a poetic twist, the two law students sought out a mediator for advice. They 

spoke to an advisor about the discrepancies between the two. They also asked others in 

the program which argument was more convincing. Eventually, they got an answer. 

THE COMPROMISE: 

 Samantha and her partner eventually decided on a middle ground argument. They 

argued that the innocent rookie cop made a quick judgment, approached the field sobriety 

tests as standard protocol, and did not care about the results. In this argument, the rookie 

cop performed the test in poor conditions because of his inexperience and quick 

judgment. 

THE ANALYSIS: 

 Samantha’s mock trial does not offer any examples of innovative creative 

thinking – just basic creative thinking. Both sides were stubborn till they both had to 

cave. Both parties lost a little of the argument and retained the same amount. The story 

doesn’t reinvent the wheel, but it does prove why the wheel works so well. 
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AN IDEA TO LAUGH AT…  

“I don’t want to shit on your birthday cake.” 

THE PLAYERS:  

In the entertainment business, it is a well known axiom that comedy is harder than 

drama. The challenge to get a laugh can scare off the most seasoned performers. Mac 

Blake meets the challenge head on with every sketch comedy show. 

Mac is part of the sketch comedy group Stag Comedy. They perform in the Austin 

area, but have gone on tour as far north as Wisconsin.  Before Stag, Mac and his co-

workers were in a sketch group called Mascot Wedding. Mascot Wedding performed 

shows and made short videos until joining Stag Comedy. 

Mac and the rest of the group write and perform their own sketches. Their process 

is a prime example of creative thinking in a group setting. Many sketches are rewritten 

over and over again till it feels ready to be performed. One sketch, takes on the world of 

cancer charity races. 

THE RACE FOR THE CURE:  

(An abbreviated and paraphrased version) 

Announcer: “The “Race for the Cure” is in full swing as people from all over the city 

have come out to support a noble cause... And it looks like, we have our first participant 

crossing the finish line.” 

Weezing and tired, Race Winner (played by Mac) runs on to the stage and crosses the 
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finish line. He’s met by a Race Official. 

RW: I did it! I did it! I won the race! 

RO: Congratulations sir, you’ve earned this! 

The Race Official hands him a gold medal from his stack. 

RW: Great, great. Alright where is it? 

RO: Where’s what? 

RW: You know, the cure. Give it to me. 

RO: What cure? 

RW: The cure for cancer. I have cancer, I won the race, so I get the cure. Woo! So 

Psyched! 

RO: Um, sir. There is no cure. 

RW: What? There’s got to be something. 

RO: This is a race to help find the cure... 

RW: Oh no, alright, just um... don’t tell my - 

A Little Boy runs on stage. 

Boy: Daddy, daddy, you’ve won! You’re going to live! 

RW: No, no, no, sorry son. This guy says there’s no cure. 

Boy: Oh no... 

RO: I’m, I’m sorry. Do you want a medal? 

Boy: I want my daddy to live! 

RW: Me too! But this guy says there’s no cure! 
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Another TIRED RUNNER crosses the finish line. 

TR: Woo! Second place! Not first place, but eh whatever, I’ll take the cure now. 

RW: Dude, there is no fucking cure. 

TR: Geez, I know I didn’t win but I think I deserve a little bit of the cure. How about just 

a dallop? 

RO: I’m sorry there is no cure, but with the money we’ve raised today, we hope to 

discover one soon. 

Race Winner, Tired Runner, and the Son walk away. 

RW: Cure this. 

Race Winner flicks off the Race Official. 

THE SEED:  

Mac, “It started as a joke. You win the race for the cure but you don’t get a cure. That’s 

bullshit.” 

THE IDEA:  

How do we make this into a full sketch? 

THE FIRST DRAFT:  

Mac brought the idea to one of the Stag’s writing workshops. The workshops 

were where the ideas are broken and played with. Stag liked the sketch idea and the 

tweaks began. 
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The first version of the sketch varied immensely from the final version. One 

major change was the character of Race Winner. Race Winner got angry much earlier in 

the sketch and expressed himself with chains of crass profanity. “Fuck you, and fuck 

this,” were many of his original lines, but got cut. Mac argued, “We lost the audience. It 

was better to just save the fucks for hen he blew his top.” Stag continued to work with the 

sketch and the sketch continued to change. 

Besides the characters, the structure of the sketch underwent major changes. One 

of the other members of Stag suggested more characters to achieve “Heightening.” 

Heightening was an improv term for building on what already existed in the scene; it 

raised the stakes. The addition of the child allowed for the conflict to escalate from a 

different perspective. The stakes for the Race Winner rose because more people 

depended on the cure. Naturally, this made for an even worst situation for the Race 

Official. Hilarity ensues.  

The addition of the Second Runner again, allowed for the conflict to escalate from 

a different perspective. It created the illusion that all the racers expected to have a cure 

for cancer by the end of the race. The Second Runner also introduced the idea of a half 

cure. Again, hilarity ensued (you’ll have to take my word for it). 

All of these changes were brought about during the Stag comedy workshops - the 

space where they tinkered and experimented. It is perhaps more important than the actual 
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spaces they perform their shows in. So how does it work? 

THE WORKSHOP:  

The workshop consisted of the Stag players in a room. They bounced ideas 

around until something was funny. Players proposed fully developed sketches, ideas for 

characters, or just something funny they saw. One sketch called “Jannies” is about a 

group of people who were bigots towards janitors for completely unwarranted reasons. It 

started as a little joke between Mac and another player but kept building and building. 

Another character came from an encounter in a New Orleans coffee shop. A woman’s 

shrill complaint, “WHERE’S MY COFFEE?!” was enough to stick in a Stag player. He 

brought it to the workshop and it led to a main character in a different sketch. The 

workshop was a place where any player could present an idea. The ideas received a fair 

chance to be heard and played with by everyone. 

The atmosphere of the workshops played a pivotal role in the Stag process. The 

mood was lighthearted but a competition existed among them, “We want to be the person 

that makes everyone laugh because usually, if every one’s laughing, it’s going to be 

good.” Inevitably, some jokes and ideas fell short. A level of tact was used when an idea 

had to be rejected. As Mac put it, “You want to respect people’s jokes but you don’t want 

to shit on any one’s birthday cake.” Unfortunately, some cakes got shit on. 

Stag had a few members when Mascot Wedding joined. One of which was 

Desmond Phillip. Desmond Phillip was a trained actor and improv performer. He worked 
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well with the new members and was an active participant in the workshops. Mac recalled 

one of his contributions fondly, “He was playing Jim Henson in a board meeting and as 

he was talking, he kept talking with his hands like he had puppets on. I never would have 

thought of that.” Despite his contributions, Desmond was not happy. Before one of the 

shows, he voiced his displeasure with his role in the group. He felt the new members did 

too much and his contributions were not heard. 

The conversation left a bad taste in every one’s mouth. Even original Stag 

members tasted it. The atmosphere of the workshop changed. The open environment 

closed. Mac admitted, “Yeah, I mean before he started talking, we’d write off his ideas 

you know? Like ‘Oh it’s this guy again.’” The mood could not be fixed and eventually, 

Derek voluntarily left Stag (Blake, 2011). 

THE ANALYSIS:  

Mac’s work with Stag highlights the pros of working creatively in a group. The 

pros are taking advantage of other people’s talents and a competitive spirit. “The Race for 

the Cure” sketch is a prime example to let other people’s skills improve a project. 

Without the experience of the other members, Mac’s idea stays as one angry, cancer-

ridden, man. A joke with one note and no audience appeal. After the concept of 

Heightening is applied, the sketch becomes a full story that builds on itself. It is now a 

sketch Stag performs regularly. 
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Before his departure, Derek Phillip’s improv and acting experience added a 

performance perspective to Stag. His physical additions, like Jim Henson’s hand 

puppetry, to characters added a visual depth to the sketches that Mac and the other 

members would not have added. By tapping into the skills of other people and letting 

them do what they do best, problems can be solved in ways another person would have 

never imagined. 

Competition can be healthy part of a group creative setting. Mac attributes an 

extra motivation to be funny because he wants to be the one to make people laugh. He 

sees the competitive spirit live in the other members as well. The competition among the 

players offers a constant challenge to be better. “One-upping” each other keeps everyone 

sharp and is one way Stag keeps the creative fires burning.  

Creative thinking in groups leads to great ideas. Stag’s group members show a 

healthy way of working with other people in a group to improve a project. Factors like 

atmosphere, group experience, and competition all work together to uncover idea after 

idea. 

SOME IDEAS TO ADAPT TO WHAT YOU HAVE…  

“I wanted his humor.” 

It is hard to see how a puzzle fits together if you do not know what the pieces look 

like. As you acquire one defined piece after another, the puzzle takes shape and the 

picture is clearer. Directions open up and soon, the puzzle solves itself. Defining what 
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pieces you can work with during creative thinking helps shape possible solutions to 

problems. 

THE DIRECTOR: 

 Willie Rockefeller owns his own production company in Austin, Texas. He shoots 

commercials and is a filmmaker in his free time. He has produced his own short films as 

director/producer/ writer and worked on feature length films as a producer. One of his 

original shorts is “Sediments of Love.” 

THE FILM: 

 “Sediments of Love” is a story about a two high school teenagers, Cooper and 

Troy, who compete for the love of a female classmate, Joy, during a Geology video 

assignment. As they shoot the video in the woods, the friends battle each other for Joy’s 

affections while also trying to hide their ulterior motives from Joy. Their competition 

boils over and Joy finds out about their secret battle. During a skirmish between Cooper 

and Troy, the camera falls in the water and the tape is destroyed. The story ends with Joy 

in front of Geology class giving a speech on how we should appreciate the individual 

properties of every rock as a metaphor for the two friends. 

THE SEED: 

 The film’s inception took place during a camping trip. Willie and eight of his 

friends packed into a tent. All he heard throughout the night was the rustle and shift of 
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bodies through the night. He thought it would be interesting for a film if people were 

camping and a bunch of weird stuff happened. 

THE UNIQUE SET OF CIRCUMSTANCES: 

 Zach Anner who played Cooper offers an interesting wrinkle to this story. Zach 

had cerebral palsy which he described as, “Is the sexiest of the palsy’s.” Because of the 

cerebral palsy, Zach required the use of a motorized scooter to get around. Willie and 

Zach worked together on a web series and Willie knew he wanted to work with Zach. “I 

wanted his humor,” Willie recounted. After Willie had Zach in place, his script started to 

take shape. 

THE ADAPTATION TO ZACH: 

 Zach and his condition as a person played heavily into the script. Willie liked the 

empathy the audience would feel because of Zach’s condition and use of a wheelchair. 

He felt the audience would root for Zach more to get the girl. Plot points in the story 

arose from the wheelchair as well. The wheelchair’s mobility or lack thereof in a natural 

setting was used in a scene. In it, Troy climbs down a cliff as a way of showing Cooper 

up in front of Joy. The scene only works because of Zach’s preexisting condition. 

THE ADAPTION TO ALL THE ACTORS: 

 During auditions, the actress who played Joy, needed to pick up a rock and say, 

“Hey, I just found a rock we could use.” Instead of pretending to pick up a rock, the 
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petite actress lifted up an office chair and exclaimed, “Look at this giant rock I found!” 

Willie changed the script to the more exuberant version. Willie’s goal before production 

was to make the movie a collaborative effort. He cast actors and actress with the ability to 

improvise. Instead of using the script as a step-by-step blueprint, he treated it as a 

skeleton and let the actors flesh out parts like dialogue, character action, and character 

points. His vision was to create a setting where the actors and actress did not feel like 

they were reading lines. Willie let the skills and talent of the actors and actress at hand 

dictate how every scene flowed. 

THE ADAPTATION TO THE CHARACTERS AND STORY: 

 Willie’s original script was much broader in scope. There were much more non-

major characters that floating in and out the story. Locations ranged from a classroom to 

a newspaper stand; the length of the script was about 20 minutes but most importantly, 

the focus of the script wasn’t on the characters. The story was too complicated. 

 So Willie’s solution was to simplify everything. He refocused on what the 

characters wanted, how they were going to get it, and if they were going to succeed. Five 

versions of the script later, he had three main characters with clear goals and about 7 

minute runtime.  

THE ANALYSIS: 
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 Willie’s script started as a blob of a camping idea. The blob took shape when he 

acquired Zack, his first definitive piece. He evaluated the piece’s skill set and created a 

story around it. As more pieces fell into place, he tapped into more skill sets. The creative 

process of making the film adapted to what Willie had access to. First, it was to use 

Zack’s condition to build plot points. Second, the actors’ and actress’s improvisational 

background to fill in the dialogue, scene action, and character points. Third, the story 

changed to characters he knew he wanted to focus on. Willie exemplified how the 

assessment of resources can lead creative thinking (Rockefeller, 2011). 

AN IDEA THAT NEEDS TO BE REDEFINED…. 

 “Many actors for one audience, instead of one audience for many actors.” 

 In Willie’s story, we define a person’s skill set as a particular talent the person has 

learned. It does not include assessing a person’s mental functions. Some people’s minds 

function differently than others – specifically, people with autism. The next interview 

deals with adapting creative thinking to people who experience the world differently than 

others. 

THE DIRECTOR: 

 Kelsey Hayenga is an Elementary School Theater Arts teacher. She has been 

teaching for two years. One lesson she explores is kids teaching kids. Every year, her 5th 
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grade class puts on a Christmas performance for younger children in order to teach and 

entertain. Last year, she put on a play for the autistic children with her 14 5th graders. 

THE AUDIENCE: 

Kelsey’s school teaches special needs children all year round. For 12 weeks out of 

the year, she teaches them more directly than the rest of the year. Her experience with 

them gives her a few insights into how they see the world. One insight involves the 

difference in how they experience the world. According to Kelsey, their experience relies 

more on sensory feel. The more they can smell, touch, see, hear, and taste, the better they 

comprehend it.  

THE DEFINITION OF PLAY: 

 Kelsey’s usual definition of a play is telling a story with voice and motion in front 

of a stationary audience. She realizes, however, that the experience of sitting still and 

watching a play may not benefit her audience this time. She needs to reassess what her 

audience experiences and adapt that to putting on a play. 

THE MODIFICATION: 

 She threw out the notion of putting on a traditional play. She needed something 

that would cater to her audience. In her research, she found a play that a theater company 

in Chicago put on. The theater company put on performances for special needs kids that 

invited the children to interact with them instead of being stationery and watching. The 
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children owned the experience. Before, they had only observed it. The company 

redefined what a play was for their audience which was exactly what Kelsey needed to 

do. Instead of a traditional play on a stage, she planned to immerse the children in an 

experience by inviting them to interact with the play with as many senses as possible.  

THE 5th GRADE TEACHERS: 

 The concept was down but the execution was up to the 5th graders. The concept of 

children teaching children could be lost if Kelsey planned every single thing. She acted as 

a guide and the 5th graders came through. They came up with an idea of simulating a 

camp site. Different activities like obstacle courses, puzzles, fishing and singing fast 

paced songs were organized by the 5th graders. This created different stations for the 

autistic children. The autistic children came in and went from exercise to exercise and the 

whole experience imitated camping. 

 The 5th graders plans hit a hitch though. They did not properly assess the autistic 

children’s abilities. Kelsey knew the puzzles would be too complicated and the fast songs 

would be too much for the autistic children to handle, however, the 5th graders would not 

be deterred. Again, they found a solution. They changed the puzzles to let the children 

play with puppets. The songs changed from an increasing tempo to a slow and steady 

tempo that the autistic children could handle. The components of the performance were 

almost ready. 

THE PERFORMANCE: 
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 One idea Kelsey stuck to was, “Many actors for one audience, instead of one 

audience for many actors.” The autistic children were brought into the space 2-3 at a time 

to ensure each child felt like the entire performance was for them. Furthermore, Kelsey 

and the 5th graders knew some of the kids’ favorite things to do. One child had a penchant 

for rolling up a belt, so they planned activities like rolling up a sleeping bag. Another had 

a penchant for animals, so they amped up the amount of animal puppets for her. From the 

second they walked in, they were immersed in the camp site. 

 Projectors were set up to fill the class room ceiling with clouds. After 15 minutes, 

the clouds faded to night so the children could star gaze. The 5th graders pretended to fish 

and handed the rod over to the children to try when they came near the pond station. 

Smores were eaten by a glowing gel camp fire by the children and camp counselors. 

Forest critter puppets were in full merriment. The sounds of nature echoed through 

speakers behind the choir of outdoorsmen and women singing. Kelsey and the 5th graders 

executed a performance in which the audience could interact with and be stimulated by 

almost every sense (Hayenga, 2011). 

THE ANALYSIS:  

 The thorough evaluation of how the autistic children experience the world leads 

Kelsey’s creative thinking. Like Willie, every idea she generates adapts to her evaluation 

of what she has around her. She keeps her audience in mind. From there, Kelsey is able to 

redefine what a play is. Along those lines, the 5th grade teachers’ creative thinking 
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follows suit. Changes like songs, puppets, and puzzles all come from knowing what the 

audience is capable of. A clear assessment of the physical and mental resources around 

you is a powerful creative thinking tool when a solution needs to be found.   

AN IDEA AFTER AN IDEA AFTER AN IDEA … 

“Over and over.” 

People go through different stretches of creativity. One may feel a creative wave 

last for days or even months on end. Others only get splashes from time to time, but the 

truly unlucky go through droughts. The droughts do no favors for people in industries 

that rely on great ideas in their day to day responsibilities - being a Creative in 

advertising is one of those industries. A constant flow of creativity is vital. The next story 

teaches a creative thinking technique that revolves people who demand creativity every 

single day. 

THE TEAM:  

Keli Linehan, Jr. Art Director, worked with Charlie Wolff, Jr. Copywriter, at 

GSD&M. They teamed up in 2009 and have produced work for clients such as Jarrito’s, 

Caesar’s Palace, Zales, and Ace Hardware. Ace Hardware marked their first work on a 

shoot for the “Get Your Weekend Back” campaign. 

THE GRIND:  

After they read the creative brief, Keli went to work. Before she met with Charlie, 

however, she did her own preparations: 

1. Re-read the brief 
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2. Asked account planners, and creative directors any questions she had. 

3. Digested for a day until the problem sunk in. 

When her preparations were done, it was time to meet with Charlie to start their 

own grind: 

Step 1: They sat in a room and generated ideas for the campaign. 

Step 2: Presented ideas to creative directors. 

Step 3: Got feedback and clarity on what worked and what did not.  

Step 4: Repeated step 1 through 3 as many times as it took till the creative 

director was happy or till time was up. If time was up, then it was time to present 

internally to the Account and Strategy team. 

Step 5: Presented to Account and Strategy Teams 

Step 6: Made revisions based on internal meeting. 

Step 7: Presented to Client 

Step 8: Reverted to Step 1 again or made revisions that client requested. 

To Keli, the hardest part of the grind was repeating steps one through three and 

one through seven. She had to constantly generate new ideas until the client or her 

creative director was happy. She admitted to becoming frustrated with the grind at times, 

“You feel that you’ve run out of ideas.” 

THE FAITH:  

A creative without ideas was not very useful. The grind wore her down but 

surprisingly, Keli turned to an unexpected source for motivation: the grind itself. “Over 
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and over. As long as the strategy is sound, the process never fails to produce a good 

idea,” Keli continued, “Sometimes scraping the bottom of the barrel is frustrating... But a 

lot of times you find something great at the last second and that’s why the exercise is 

done.” The grind giveth and the grind taketh away. 

THE CAMPAIGN:  

ACE hardware’s “Get Your Weekend Back” campaign centered speed. It 

promoted getting in and out of Ace as opposed to wandering around the canyons of aisles 

at Home Depot. “The campaign felt more like a movement than a message.” Although 

Keli and Charlie did not originate the campaign, they developed the executions, “Our 

spots were built around epic speeches that rallied neighborhoods and ‘Get their Weekend 

Back.’” Basically, the faster fixed your home problems, the faster you can got back to 

your weekend hobbies. 

THE OVERPRODUCTION:  

The grind produced an abundance of ideas. For this project, there were so many 

that Keli forgot most of the ideas that failed. One she did remember was an alternate to 

the tagline “Get the Weekend Back.” The original version was “Take Sunday Back” but 

was canned for fear of any religious undertones Sunday evoked. Another alternate saw 

people sing and dance with the free time they had from shopping at Ace. Another 

concentrated on Ace’s ability to help the “home improvement a-holics” 

THE ANALYSIS:  
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Churning out idea after idea after idea is Keli’s job. She cannot rely upon the 

serendipitous blessings of the creative gods. Instead of waiting for creativity to come to 

her, she comes to it with a daily routine and the routine delivers time after time. It is not 

flashy and it is not innovative – it is just working every day. So if you need one idea in a 

week, you better make ten every day until then. 

AN IDEA EVENTUALLY RISES TO THE TOP 

“Get there.” 

 Concepting for advertising is like trying to find a diamond in the rough, except 

the rough is at the bottom of the ocean. Hours and hours go by with no signs of a payday. 

The creative is forced to dive deeper and scratch longer but with enough air and will, a 

diamond may rise to the top (metaphorically). 

THE WRITER: 

 Aaron Vick graduated from the University of Texas at Austin’s Portfolio 

program. Currently, he is a freelance writer at Draft FCB in Chicago, Illinois. During his 

time in the portfolio program, Aaron worked on numerous campaigns like Nair to 

Winnebago. His self-proclaimed best campaign was Orbitz + Flickr. 

THE PARTNERSHIP: 

 Mary Dauterman was an art director who went through the program with Aaron. 

They shared a familiarity with each other’s work through the classes but never worked 
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together. During a fall semester, Mary approached Aaron, “She initially came to me with 

the idea of pairing Flickr with a travel site and the work went from there.” 

THE PROCESS: 

 Aaron cited “banter” as his main tool for concepting. The topic for banter ranged 

from M83 to awful movies. The time away from the “office” was the most important to 

Aaron. He valued a relationship with a partner outside of a work related atmosphere. He 

believed it built a foundation for an effective partnership. 

Before Aaron worked with Mary, he needed to get comfortable with her. So 

naturally, they went to a bar and got drunk. After a familiarity was achieved, the ideas 

started to roll… sort of. “You have to sift through the mouth-vomit of bad ideas that have 

been done millions of times before by students paying way more for college than I am.” 

He continued, “After everything bad has been said, that’s when the ridiculous comes out. 

And when the ridiculous comes out, the original does as well.” The two continued to 

meet 2-3 times per week and sought the counsel of the advertising Creative professors at 

UT. 

THE SEED: 

 After a few more sessions at the bar, they tripped onto something. “Someone said 

‘first you see it, then you see it.” The diamond floated to the top.  

THE CAMPAIGN: 
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 The insight was in place and with a little polish, the tag was born, “Get There.” 

The partnership of the brands worked in a simple way: a person sifting through Flickr 

sees a photo and a coinciding travel deal. They then could buy the trip right there.  

It was now time to build the support beams for the campaign. The team kept an 

eye on other travel sites and took the good and shunned the bad. They rolled out direct 

mail with licensed pictures from Flickr and QR code so you could add the photos to your 

“To-Go List.” An iPhone app used augmented reality to see photos and geo located how 

far away you were from it. The campaign went on to win a Gold Interactive ADDY and 

the Jealous Judge’s award. 

THE ALTERNATES: 

 One dud the team went through was a radio ad called “The World is Calling.” It 

had Africa leaving you a message that said how much she missed you. “Dumb. Like I 

said, bad things out first.” Another dealt with postcards. Deadpan toned headlines were 

printed on the back of the postcards and said, “18th Century Castle in Nurbergring, 

Germany. Moorish?” They tried to convey the idea that if you did not see it then, then 

you would never go there. They presented it to their peers, but it got shut down. This 

execution was the precursor to the licensed Flickr photos (Vick, 2011). 

THE ANALYSIS: 
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 It is no surprise Keli and Aaron’s story bear parallels. Both are in the same 

industry and both speak to the fact that concepting ideas takes repetition and then more 

repetition. Sitting in a room or bar to bounce ideas off one another is a common creative 

thinking technique for them. Another similarity is the two’s cycle. Ideate, present, 

feedback, repeat. Where Keli would present to her Creative Director, Aaron would 

present to his teachers and peers. Aaron’s cycle is the same except with different people.  

The last similarity between the two is their shared belief in the system. Both parties give 

credit to the system’s consistency to find diamonds in the rough at the bottom of the 

ocean. 
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CHAPTER FOUR: THE WRAP UP 

Creativity has been researched to great degree. Ideas of what it is and how it 

works has been analyzed by the Greeks, modern psychologists, artists, and top 

professionals in creative fields. It has even been broken down into stages to better 

understand how the mind brings new ideas into fruition. Isolation and encouragement of 

certain factors like mood and preparation have been known to increase creativity as well 

as learning new ways to think and look at problems.  This report looks to add to the well 

of knowledge of creativity. It creates timelines of how successful solutions have been 

found. From them, a detailed example of successful creative thinking forms a piece of 

information that we can learn from. 

 Derrick Ong’s Shu Shu’s starts with a concept to change the way Americans think 

of Chinese/American foods. Shu Shu’s physical foundation is concrete and rebar but rest 

assure, every inch of Shu Shu’s breathes with his concept. Derrick’s mistakes provide 

lessons for problem solving. His inability to acquire the local businesses’ useful 

knowledge almost leads to his undoing so gather as much relevant information as 

possible. This allows the creative process to have more pieces to play with. Derrick’s 

story also teaches concept. He builds Shu Shu’s from a concept and it allows him to focus 

when he has to figure out solutions to problems.  

 The saga of The Complete Streets Bill expresses the importance of presenting 

ideas. Knowing the audience and what they favor makes or breaks an idea. Brady and his 

committee are not able to pass the bill to the House but were able to come out clean 
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without embarrassing themselves. Their idea to pass the bill along to someone else may 

not be the bravest technique but it gets the job done. 

 Stand firm or fold. Cindy McCreary’s story delivers truths on both sides. Her 

decision to stand for an older protagonist proves to be the right move as the script would 

sell; however, she has to fold to the studio in order to keep the studio happy. In terms of 

creative thinking, Cindy solves her financial problems before her artistic ones. Her 

creative solution keeps her home intact. 

 The black and white world of justice sees a shade of grey with Samantha Kuhn 

and her partner. The two hold firm in their arguments until an advisor steps in. They 

eventually combine their arguments and are able to put up a united defense during the 

mock trial. The 50/50 compromise. It is one of the oldest creative problem solving 

techniques in the world but for good reason. 

Mac Blake credits competition as a key role in the creative thinking process. 

Mac’s evolution of his skits shows how the right atmosphere and the right people can 

elevate a project. His atmosphere allows people to contribute in their own way. To Mac, 

the creative process is about building on ideas that everyone offers. 

 The theme of adaptation rings through Willie’s “Sediments of Love.” After 

assessing his cast’s pros and cons, Willy directs every creative decision around them. 

Zach’s humor, Willy’s vision, and his entire cast’s improvisational skills become the 

creative train driving the short film. The train, however, only runs because Willy properly 

assesses and adapts to his cast. 
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 Again, the theme of adaptation rings within the entertainment industry. Only this 

time, it is Kelsey Hayenga’s performance for autistic children. She adapts the idea of a 

performance to fit the autistic children’s propensity for sensory stimulation. She does not 

try to push a traditional performance onto the autistic children, instead, she lets the way 

the children’s minds work dictate the performance. Creatively, she flips the problem on 

its head which is the right thing to do in some cases. 

 Keli Linehan exemplifies the blue collar grind of idea generation. Her set routine 

allows her to generate idea after idea even when it seems like she cannot generate 

anymore. Keli shows creativity can work on a time schedule and with enough practice, 

creative thinking becomes routine. 

 Aaron Vick and Keli ride parallel paths. He too experiences the stress and 

pressure of generating idea after idea. Aaron spells out the relationship with the partner 

outside of work as the lynchpin to an effective creative partnership. Furthermore, the 

good ideas only come out after all the bad ones have died. 

 The timelines offer a unique perspective on the creative process. From them, we 

get a step by step process into how each interviewee finds their solution. They offer a 

behind the scenes look into what failures the subjects have faced, the success they have 

enjoyed, and most importantly, the reasoning, thinking, and techniques they use to reach 

their solutions. By creating a step by step timeline, we are able to take valuable insights 

from their creative process and apply them to any problem.  

THE CONTEXT AND THE TAKEAWAYS…  
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Creative thinking powers the engine to make problem solving ideas. Any insight 

into the process may help improve and garner more creative ideas. To help discover the 

insights, this professional report takes real life effective ideas and back tracks through the 

thinkers’ paths. It will now give a sense of where the work done here compares to the 

work of the past while also offering questions to help the future of creativity. 

WHAT ARE YOU WILLING TO GIVE UP?  

 You will never have it all and more often than not, you will never be given a 

perfect scenario. At some point, you may have to assess what you are willing to give up 

to move forward. This is when it is time to find the middle ground. 

 The middle ground means more than finding a compromise between two different 

parties. It can also mean a compromise within oneself. Sometimes the middle ground is 

deciding between what you want and what is realistic. Doing so, can help keep the larger 

purpose in perspective and keep one’s priorities straight. 

Cindy McCreary’s decision to set aside her artistic goals and concentrate on her 

family and financial future exemplifies this. Both parties want to make the best movie but 

unfortunately, the studio flexes its power and forces Cindy to make some cuts. She could 

have fought harder and dragged the process out but her decision saves time and allows 

the two to continue working on the movie. Her eventual compromise would pay off 

though, as her relationship with the studio remains in good stature and she continues to 

get meetings and work (McCreary, 2011).  
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 Cindy’s timeline validates the Purposes Principle from Gerald Nadler and Shozo 

Hibino’s. The Purposes Principle, again, recommends setting and concentrating on tasks 

that come from accomplishing the purpose (Hibino & Nadler, 1990). Cindy’s purpose is 

to provide for her family, and add a movie to her resume. Instead of wasting time on 

fighting, she knows she can move forward by letting go of a few other goals she has. 

 Her timeline expands on the Purposes principle by adding a sub-purpose. A sub-

purpose is a goal one hopes to achieve while accomplishing the main goal. Cindy’s sub-

purpose is to make a movie she feels has her own stamp of integrity on it. A sub-purpose 

can be a positive aspect to add so long as a person keeps in mind the overall goal. If the 

effort to attain the sub-purpose takes away from the main purpose, one may see more 

problems arise. It is important to keep the priorities of the purposes straight. So 

constantly ask yourself, what are you willing to give up? 

Another timeline echoes the Purposes principle and sub-purposes. Samantha 

Kuhn’s timeline outlines her ability to compromise. She wants her plan of defense to be 

the one to show in front of her peers. She believes her defense is the right one. Naturally, 

her partner thinks the exact opposite. A problem arises (Kuhn, 2011). 

Her sub-purpose is to see her defense in the court room. His sub-purpose is to see 

his defense in the court room. The standstill forces a reevaluation. 

She put her purpose first and her sub-purpose second. After doing so, she and her 

partner are able give up the sub-purpose in order to concentrate on the main purpose: 

defending the client. After the two decide to work, they are finally able to be productive. 
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Despite my urge to compromise, it should not be confused with the idea of always 

compromising. Like Luke Sullivan believes in Hey Whipple, Squeeze this, it is important 

to defend your ideas and stand up for what you want, but only to a point (Sullivan, 2012). 

Picking the right situations to fight and when to give in is the key. Cindy and Samantha 

know what battles to pick and both continue to have ongoing success. 

Fighting for one’s own personal goals can make the solution to a problem harder 

to find. One may lose sight of the bigger picture and waste time proving he or she is right 

instead of finding a solution. Although it is important to defend yourself, it is more 

important for you to focus on what the purpose at the beginning is. Being willing to 

compromise is a tool to keep moving towards a solution. 

WHAT ARE YOU MADE OF?  

 Endurance through constant failure. Can you push yourself to create ideas when 

you have wasted all your materials? When your best is not good enough? When good 

enough does not cut? Becoming mentally tougher against your own failures leads to 

better ideas. Copywriter Aaron Vick not only provides a personal account of generating 

increasingly poor ideas, but he expects it. By desensitizing himself to his own inability to 

create, Aaron, ironically, is able to create. He knows bad ideas are a part of the process 

and the good ideas could be right around the corner (Vick, 2011). Art Director Keli 

Linehan shares the same mental toughness. She is no stranger to a trashcan full of bad 

ideas but no matter how full or how many trashcans she has to buy, she perseveres. She 

never stops trying (Linehan, 2011). 
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 Aaron and Keli learn a lesson Twyla teaches in her book The Creative Habit. The 

lesson is dealing with failure is a necessity (Tharp, 2003). It is unavoidable and needs to 

be embraced. Keli, Aaron and Twyla all embrace failure and treat it as a normal part of 

their routines. From the failures, they learn what works, what does not, and how to move 

forward.  

 Besides their trust in the creative process, Keli and Aaron utilize another tool in 

dealing with failure. Each of them has someone to push them. Aaron’s partner pushes 

him to generate ideas. Keli’s creative director demands every inch of ability to be 

creative at any hour of the day. They are challenged and forced to produce - and they do. 

Failure is necessary in the creative process as well as having someone to push you. 

 Aaron and Keli’s timelines support Twyla’s teachings on failure. In a nut shell, 

you need to just deal with it. You also need someone who will test your limits and make 

you break through them. Success has no room for weakness. Strength of mind and the 

ability to persevere are traits Aaron and Keli share. Before they are ready to succeed, they 

prepare to fail. They take each one in stride and continue to move forward no matter 

what.  

WHAT DO YOU HAVE?  

 Say you have one spoon and you can only use that spoon. A full menu complete 

with appetizers, entrees, and desserts is laid in front of you. What do you order? 

Obviously, you can order anything on the menu but it would probably make your meal a 

lot easier to eat if you order spoon friendly items.  
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Kelsey Hayenga could have put on a traditional play and no one would blame her. 

Instead, she takes a look at her students and sees their potential to perform. Then, she 

sees her audience and looks at her audience and decides what the best option for them is 

(Hayenga, 2011).  

 Gerald Nadler and Shozo Hibino’s Breakthrough Thinking is validated once 

more. This time, it is the Uniqueness Principle and the People Design Principle (Hibino 

& Nadler, 1990). The school has the same problem: it needs to put on a play ever year. 

So every year the school puts on a traditional play. Kelsey, however, takes a step back 

and realizes the situation may look similar to every other year but it is quite different.  

The People Design Principle comes into play next. Her kids have more potential 

to perform and teach; her audience needs a more hands-on experience. Kelsey takes into 

account what the people around her are capable of and listens to their ideas. She takes in 

all the information and realizes the solutions of the past no longer apply to this year. So, 

she changes the solution to a more interactive experience. 

Director Willy Rockefeller uses the People Design Principle when seeing his cast 

together. Their amazing sense of humor and improvisational skills dictate a change in the 

script (Rockefeller, 2011). He ends up with a film with a lot of ad-lib that is better than 

the original script ever was.  

 Willy and Kelsey use a collaborative group effort in their creative process much 

like The Six Thinking Hats do. The Six Thinking Hats takes everyone involved and makes 

them think in one direction by putting on different hats (De Bono, 1999). The energy of 
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everyone focuses toward one common goal. Whether it is making a play or making a 

movie, the creative process needs energy. The more focused energy is, the better the 

ideas and the more productive the process is. 

Willy and Kelsey are able to evaluate something at the beginning and plan but 

Brady’s Complete Streets Bill shows evaluating what a person, or in this case committee, 

has near the end of a process. Near the deadline, the committee asks themselves what 

they have and the answer is simple: a dead bill. By re-evaluating what they have, they are 

able to figure out a way to cut their losses before their deadline (Franks, 2011). Three 

stories of evaluation, three stories of success. 

Figure out what you have and start from there. Keep in mind that every situation 

is unique and the people around you are huge assets in the creative process. When you 

run into another problem, pause, and figure out what you have now. It may have turned 

into something completely different and thus, needs a different creative solution. So if 

you have a spoon, go with the soup. 

WHO KNOWS WHAT YOU DO NOT?  

 The time lines support many of the principles in Breakthrough Thinking and this 

segment will be no different. The Limited Information Principles encourages finding 

information that is relevant to the problem. It is not specific on how to do that though 

(Hibino & Nadler, 1990).  

A popular saying goes, “What I don’t know could fill a book.” Very true. The 

ironic part is there are books in the library with exactly what people do not know. They 
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are already filled and are waiting for you. But why read a book when you can be told the 

answers? Someone has had your exact problem or been in a similar situation and 

someone has found a way out of it. 

Derrick Ong’s Shu Shu does not turn around without the experience of the 

businesses around him (Ong, 2011). Samantha consults a trusted third party to figure out 

how to deal with her problem (Kuhn, 2011). Brady Franks has his network of former co-

workers and supervisors he consults when times are tough (Franks, 2011). All three have 

people with successful past experiences to help them. Basically, there is a good chance 

someone has been where you want to go. Ask them how to get there.  

If you are out of people who you think will know the answer, ask someone who 

you think would never know. They may bring a different perspective.  

Mac’s Stag comedy works because of the different perspectives each member 

brings to the group. They build on each others’ experience and add pieces the others 

would not have thought of (Blake, 2011). The more pieces people bring, the bigger and 

better the puzzle is. 

THE SENDOFF... 

Problem solving and creativity is synonymous. Like problem-solving skills, it can 

grow, develop, and best of all, learn. Some pick it up faster than others and others are far 

superior at it but everyone is capable of it. 

From this report, we have shown that increasing a person’s creativity can be done 

in a number of ways. Practicing different techniques to think, making rituals, finding a 
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way to deal with failure, and constantly learning new things all factor into a person’s 

creative potential.  

In order to further the literature, original time lines of varying creative processes 

have been created. The time lines verify the existing work by supporting the lessons and 

recommendations in creativity. It also expands on them by offering four questions to help 

the creative process: 

What are you willing to give up? 

What are you made of? 

What do you have? 

 Who knows what you do not? 

These questions derive from the experiences of the people in the time line and 

echo many of the sentiments of the past literature. They are a simple guide to remember 

during any type of creative thinking. 

We see now what creativity is. It is not a trait that a handful of gifted individuals 

win in the genetic lottery. It is not something an individual is incapable of achieving. It is 

not abstract. 

 It is merely a process in which existing things are combined in ways that did not 

exist before. It is attainable and if there is one truth this report reveals, creativity is in 

every single person. 
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