CONTENT & BRAND STRATEGY

’

SENIOR DIRECTOR

FIRE
SESSION



one north

A TEKsystems Company

Stoking the
Creative Fire

FIRE .
SESSION Kevin Leahy SENIOR DIRECTOR, CONTENT & BRAND STRATEGY




“The most important
guestion anyone
an ask is: what
myth am | living?”

Dr. CarlJung

FOUNDER OF ANALYTICAL PSYCHOLOGY













Creativity Is:

¢ amuscle

¢ apractice

¢ aperspective you can cultivate
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Fiction Issue 2015: ‘Salvage’

“Never has he been so disappointed to discover something so incredible.”

by Kevin Leahy
January 13, 2015
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The Masters Review

A PLATFORM FOR EMERGING WRITERS

That same June night, our parents bought us ice cream and
balloons on the promenade of Buckingham Fountain. (Dad
claims it was August, but I prefer to remember it my way,
with the whole summer ahead of us.) We were greedy,
ravenous: three boys fighting for the first scoop, catching
elbows in our ribs. Every surface in the city bleeding heat
into the sky. I grabbed the first cone but, to my mother’s

surprise, refused a balloon—1I’d just turned eight after all,

balloons were for babies—but she pressed a bright yellow

one into my hand.
“For me,” she said.

After the day we’d had, the need in her voice threatened to

loose a rockslide within me, so I accepted the balloon
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Part One:

The Gift of Fire




¢

Neat
Structured
Predictable

¢

Messy
Unstructured
Unpredictable




Unconscious

Generates novelty

Conscious

Makes it useful




Innovation is
creativity’s
finishing school.



Creativity IS
Innovation’s
Jungian shadow.



The Reframe



Part Two:

Why Creativity
Matters More
Than Ever



Al Is Great For:

¢ Efficiency

¢ Scale

¢ Pattern Recognition




People Remain
Critical For:

Imagination

Insights

Meaning




How might we
define creativity?



Creativity—
useful novelty.



STUART KAUFFMAN

“The adjacent possible is
a kind of shadow future,
hovering on the edges of the ARl
present state of things, a map o) -UNLVERSL
of all the ways in which the
present can reinvent itself.”

Steven Johnson

GOOD IDEAS




Not infinite—but indefinite.




You can list the answers on a nominal
scale but not a numerical scale.




Creativity Is Non-Algorithmic

uuuuuuuu



Creativity—
non-algorithmic
useful novelty.



Part Three:

The Art &
Science of
Fire-Starting




Remember,

Creativity Is:

¢ amuscle

¢ apractice

¢ aperspective you can cultivate







Clear the Campsite, Gather Kindling

Curiosity Questions Relaxation

over (0)V/=1¢ 0)V/=1¢
Certainty Answers Effort




Into the Problem

One North Resource

Brand & Content 20min _ Professional Goals: One Chil Thing

Team Planning

15min Ask & Offer

5 min Wrap-Up & Next Steps




Agenda

20 min  Professional Goals: One Chill Thing
20min Personal Goals: One Great Thing
15min  Ask & Offer

S5min  Wrap-Up & Next Steps




Psychological safety
IS oxygen for creative fire.



Part Four:

Fanning
the Flames







Clear the Campsite, Gather Kindling

“How might “What would it

we...?” take to...?”




Divergent Thinking Lights the Fire

Divergent
Thinking




At this phase,
“no” Is a fire extinguisher.



Shutitdown ; g



Invite People to Play—Can We Gamify Training?

Option 2
Copy and Paste

Materials

01VotingDots @®® © ©

Select an
existing sticky by
clicking on it Jordan

VAN —

Sapieka

On a Mac? On Windows?
Select 3 + C Select Ctrl + C
to copy, to copy, then
then % + Vto Cirl +V to Bob

paste paste .

NS

Then double click into 9
the sticky to edit the Michael

text, resize, or color Stephanie

Click outside the sticky

to exit edit mode
Ta-da! %




“What Do We Like, and Why Do We Like 1t?”
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(I'm def not

apilot) and fast clear




Take Heart

ul of

Plan THE Event

soperston the
planning tools

pros al

Make the Magic

Use Quantity to Get to Quality

This. This is the mor ouive bean waiting for. Every

v

step led you right he

that came true.

h the

It takes heart to or gh
1 you, youve made this

options. (o take the rais
moment

o way, making tho
twists and b m choosing the
porfect vanue to crafting the [vw'u‘m.\u

Hyatt is here

plan perfectly.

You bring the care.

deeply

candid

relational connection

srie
OUR meeting
i to the postcard views,  is
Yoy step o the way, making 034y o
moment unfold
Don't plan an event.
Plan THE event with
1st e oo i
person cosing the

POV

Making magic is

'd need juggling skills to plan

No one told you
an event

craftin

From wras
program,

Dont worry, we've got a ke pixie dust to make
this moment magic.

this event a smashing success

fairy tongue
tale in cheek

playful

Eventing is
easier with

Come
together

elp:
wwm 51t 1o mako & real impact
only be achieved togsthe:

An open
invitation

barriers and not busd them,

ug!
thet Bo shoed, Getin and oLt in  snap end
« on what you're looking fooward to mast
leaving a lasting impression

Let d
back, enjoy the ekprname nd take the
You d after al

Eventing s easler with

Event planning Isn't rocket science, but t can be
demanding and complex. What you need is
someone In your comer to streamiine the

process. That's where s in

We're your secret weapon in the batie against
meetings that could've been emails and
gatherings that don't bring people closer. And we

o it with the care your event deserv

e plen ot
/e celebrate fogether.
Think of what we can accomplish together.

vi perience
meeting, and social event plawn

No more gus No more
unrespansive partners. No more surprise fees

H

If you're
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asting memori

be our guest.

RSVP for your next successful event with

Personal
Planning
Concierge

the way.

Servant
Leadershi

p

ur culture of

perfact

You're planning a gathering that must

But there's only so much tme you can in
sy schedule. There are
onsidar. so many things you migh

Don't worry. We can help. Our team has curated a
comprehensive collection s and resources o help
share the stress of planning and make your meeting or

on unforge

supports you by maximizing your time and effrt,
culminating in a successful

Your vsion a raalfy by anticipating your heads, Inspiring
Your creatity and sinlfying th planning procass

Collaborate with
together.

d let's plan the perf

Your special event is unique and requires a personalized
tailored approach.

creates unforgettable experiences e
expectations, driven by custom
care. We avoid a one and instead,
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nt's bespoke needs.
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and personalized tou
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Experience our attentive approach for planning your
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Planning an event is exciting, bus
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This Was All Done in One Week.

Options for the Emotional, Big Idea for Hyatt's Meetings & Events website

iminsarcapisionnn Ritttercepisiemss Suencamconsepisiam Perry Concept |

Taks Heart - Eventing is
= easier with *

Personal - From ona million

Comierge | [ e N
T
Concep S

We're big
on care

Plan THE Event Customized

together Care mare care-full

Headline

Let us show you
around

Maks the Magic An open Servant
invitation Leadership

ROUND 2: Polished & Refined Concepts for Hyatt's Meetings & Events website

A
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Take Heart —_— —— Personal You're with us
Planning :
Concierge
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Once the fire’s roaring,
It’s time to pour on the gas.






Convergent Thinking Channels the Fire

Finished

‘ ldea

Starting
Point

Divergent
Thinking

Convergent
Thinking



Accelerant Techniques

“What would

need to be true
for this to work?”




Use this one to burn away
CHENSISNEICIAIN



The Proximate Objective RICHARD RUMELT

“ The truth was, the team didn’t know what
the lunar surface was like—miles of
powder, razor-sharp needles, or a rocky
surface. So, they chose a proximate
objective: a problem the engineers knew
how to solve, and decided that it must be
like the desert of the Southwestern U.S.

Richard Rumelt
GOOD STRATEGY, BAD STRATEGY

The Difference
and Why it Matters
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Accelerant Techniques

“What would “What if

need to be true the opposite
for this to work?” were true?”




Use this one to
push your ideas to the
creative edge.



»

“Don’t Worry, Planning Isn’t Rocket Science.

Narrative: Imagery:

Imagery that shows
people engaged and
having fun at

Event planning isn't rocket science, but it can be e e

Come
togethe r demanding and complex. What you need is emn"f“:ihif:j:i

someone in your corner to streamline the
process. That's where comes in.

We're your secret weapon in the battle against
meetings that could’ve been emails and
gatherings that don’t bring people closer. And we

' 1
R e do it with the care your event deserves.

novice or a pro, all event planners need

support and streamlines that
process for customers. By joining forces
with planners get a gladiator in Think of what we can accomplish together.
their corners that helps supercharge

their efforts to make a real impact--one

that can only be achieved together.

We plan together.
We celebrate together.




“..It's Way Harder.”

Clean, modern
and bold imagery
and typography
. that conveys
Narrative: |magery: momentum and

Progress.

Power to o o
Event planning isn’t rocket science—it's much
the PlannerS! harder.

Ever listened to astrophysicists argue about
who's sitting next to Uncle Eddie at the family
reunion? Or how thoughtfully sourced the vegan
wedding entrees are? Or how to collate 30
recyclable business proposals before the team
finishes breakfast?

Whether you're a novice or a pro, all
event planners need support and

streamlines that process for customers.
By joining forces with planners
get a gladiator in their corners that helps
supercharge their efforts to make a real
impact--one that can only be achieved
together.

What you need are the tools to cut through the
chaos and streamline the process. That's where
comes in.

Whether you're an event MVP or rookie of the
year, puts an arsenal of
tools at your fingertips. Use what you need and
regain control of the ship. We call shotgun.

Power to the planners!




Power to
the Planners!

-
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Accelerant Techniques

“What
relationship

“What would “What if

need to be true the opposite
for this to work?” were true?”

exists between
ideas?”




Use this one to
reveal game-changing
Insights.



Case Study: Singapore Digital Bank

NewCo. is a digital bank seeking to recruit and retain
Singaporean financial professionals. We need to show
up with the story of this new bank...

Next week.

n'm



Typical Brief Inputs:

Who is the client?

Background Value Props
Segmentation Brand Story
Targeting Competition

Positioning Business Goals




Typical Brief Inputs:




“Just tell the story!”




Our target audience are
intrapreneurs. Though they
range from entry-level to mid-
senior professionals, they share
common professional goals.

Job
Security

Autonomy

Continuous
Learning

Work/Life
Balance



NewCo. must

give loyalty to
get loyalty.




Get Singaporean financial

talent who keep searching To stop job-hopping By showing that

for th t great thi : . : : :
AT A e e and invest in NewCo is totally
NewCo’s story invested in them

50% technology,
25% operations/support functions
25% front office



Make yourself at home.

We combine the freedom of a startup with the scale of
an incumbent—without the tech-debt and legacy systems.

We want you to stay and grow with us. That's why we've
engineered everything here to help clarify your path,
develop your skills, and give you the resources to explore
what’s possible. You'll work with the brightest minds in
finance using the latest collaboration tools. Push
boundaries with innovations like blockchain

and predictive service.

l_' . '.u

And you'll keep learning with continuous professional
development through both formal mentorship and hands-
on experience. Together, we’'ll create new possibilities for
years to come.

T

Because your career is what you make of it.

TR
|17 )
e lelbar s

NewCo.

O



Let’s bring loyalty
back to banking.

It's time for a change in finance. You need more
opportunities for professional development. Work-life
balance. Flexible hours and scheduling.

Clear job responsibilities—with enough latitude to skate
to where future value’s going to be.

It's time to earn back your trust. To bring back real
relationships. To remind everyone that banking doesn’t
have to be merely transactional.

We’re the agents of that change.
We want you to be one, too.

NewCo.




This balance between unconscious,
playful creativity and conscious,
disciplined selection can be tough to get
right—but the rewards are substantial.



“Be regular and orderly
In your life, so that you
may be violent and
original in your work.”

Gustave Flaubert

NOVELIST



Part Five




Creativity Is:

¢ amuscle

¢ apractice

¢ aperspective you can cultivate




Invite the
Unconscious
to Play

Create and
Sharpen
Meaning

Relax
into the

Proble

.

Gt

Continuous
Learning







One Last Thing:

What about applying creativity to
our own professional development?



¢

Incredible
attention to
detail

Opportunities

¢

Benefits from
coaching

on seeing the
big picture




The Reframe



Oftentimes, strengths and
weaknesses are two sides
of the same coin.



The perspective we gain Is a better,
more empathetic understanding of
ourselves, and one another.



One North is a digital experience agency that Cov;m:‘bi-n
curiosity, scale, and agility to shape the future.

boutique solutions to solve complex problems. Our multi‘d,isc(iplmar teams o
strategists, designers, and technologists excelin research and disco

3 %

bring their digital ideas to life. The world’s most s_'LICC'esAéf;ul\r
the future through electrifying work that sparks innovatio
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