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FOUNDER OF ANALYTICAL PSYCHOLOGY

Dr. Carl Jung

The most important 
question anyone 
can ask is: what 
myth am I living?”

“





(except for this guy)





Creativity Is:

◆ a practice

◆ a perspective you can cultivate

◆ a muscle











Part One:

The Gift of Fire



Creativity

Neat
Structured

Predictable

◆

◆

Messy
Unstructured
Unpredictable

Innovation



Conscious
Makes it useful

◆ ◆
Unconscious
Generates novelty



Innovation is 
creativity’s

finishing school.



Creativity is 
innovation’s 

Jungian shadow.



Conscious
Makes it useful

◆ ◆
Unconscious
Generates noveltyThe Reframe



Part Two:

Why Creativity 
Matters More Than 
Ever



AI Is Great For:

◆ Scale

◆ Pattern Recognition

◆ Efficiency



People Remain 
Critical For:

◆ Insights

◆ Meaning

◆ Imagination



How might we 
define creativity?



Creativity––
useful novelty.



GOOD IDEAS

Steven Johnson

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

“



Not infinite—but indefinite.



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



Creativity Is Non-Algorithmic



Creativity––
non-algorithmic
useful novelty.



Part Three:

The Art &
Science of 
Fire-Starting



Remember, 
Creativity Is:

◆ a practice

◆ a perspective you can cultivate

◆ a muscle





Clear the Campsite, Gather Kindling

Relaxation
over

Effort

Questions 
over

Answers

Curiosity 
over

Certainty



Into the Problem

20 min Personal Goals: One Great Thing

15 min Ask & Offer

5 min Wrap-Up & Next Steps

Professional Goals: One Chill Thing20 min

AgendaOne North Resource

Brand & Content 
Team Planning



20 min Personal Goals: One Great Thing

15 min Ask & Offer

5 min Wrap-Up & Next Steps

Professional Goals: One Chill Thing20 min

Agenda



Psychological safety 
is oxygen for creative fire.



Part Four:

Fanning 
the Flames





Clear the Campsite, Gather Kindling

“What would it 
take to…?”

“How might 
we…?”

“What 
if we…?”



Divergent Thinking Lights the Fire

Starting
Point ◆

Divergent 
Thinking



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



Failure mode



Invite People to Play––Can We Gamify Training? 



“What Do We Like, and Why Do We Like It?”



Use Quantity to Get to Quality



This Was All Done in One Week.



Once the fire’s roaring, 
it’s time to pour on the gas.





Convergent Thinking Channels the Fire

Starting
Point ◆

Finished
Idea◆

Divergent 
Thinking

Convergent 
Thinking



Accelerant Techniques 

“What would 
need to be true 

for this to work?”



Use this one to burn away 
analysis paralysis. 



GOOD STRATEGY, BAD STRATEGY

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.

“

The Proximate Objective



Our Team

“The Moon is made 
of cheese.”



Accelerant Techniques 

“What would 
need to be true 

for this to work?”

“What if 
the opposite 
were true?”



Use this one to 
push your ideas to the 

creative edge. 



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



“…It’s Way Harder.”



From Dozens Down to a Solid Few



Accelerant Techniques 

“What would 
need to be true 

for this to work?”

“What if 
the opposite 
were true?”

“What 
relationship 

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.



Who is the client?
Background

Segmentation

Targeting

Positioning

Value Props

Brand Story

Competition

Business Goals

Typical Brief Inputs:



Typical Brief Inputs:

Background Value Props

Segmentation

Targeting

Positioning

Brand Story

Competition

Business Goals

Who is the client?



“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

Continuous
Learning

Autonomy Work/Life 
Balance



NewCo. must 
give loyalty to 

get loyalty. 



To stop job-hopping 
and invest in 

NewCo’s story

By showing that 
NewCo is totally 
invested in them

Get Singaporean financial 
talent who keep searching 

for the next great thing

50% technology, 
25% operations/support functions

25% front office



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. 

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. 

Because your career is what you make of it.



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. 



This balance between unconscious, 
playful creativity and conscious, 

disciplined selection can be tough to get 
right—but the rewards are substantial.



NOVELIST

Gustave Flaubert

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

“



Part Five:

Tending the 
Fire Daily



Creativity Is:

◆ a practice

◆ a perspective you can cultivate

◆ a muscle



Invite the 
Unconscious 

to Play

Continuous

Learning

Relax 
into the 
Problem

Create and 

Sharpen 

Meaning





One Last Thing:

What about applying creativity to 
our own professional development?



Opportunities

Incredible 
attention to 

detail

◆

◆

Benefits from 
coaching 
on seeing the 
big picture

Strengths



Strengths ◆ ◆ OpportunitiesThe 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.



Thank you. One North is a digital experience agency that combines 
curiosity, scale, and agility to shape the future. 

As part of TEKsystems, a leading provider of business and technology services, we offer 
boutique solutions to solve complex problems. Our multidisciplinary teams of 
strategists, designers, and technologists excel in research and discovery, experience 
strategy, design, experience management, and technology implementation. Whether 
clients are establishing a vision for an experience or optimizing an existing one, we help 
businesses understand their audiences, design experiences, maximize technology, and 
bring their digital ideas to life. The world’s most successful companies rely on us to forge 
the future through electrifying work that sparks innovation and drives results.
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