POV

BACK FOR THE FUTURE
Take & minute to think about slowing down 1o move
forward. Hell, taks two minutes.

By Marty Orzio

| weant back. | realize that could be an inappropriate thing
to say for a supposed forward-thinking, change-agent ad
gy, but | want more time for our teams o work o0
assignments—not a lot of teme, mind you, juit ansthes
day or twao, Kind of the way it used to b,

A5 3 creative, | realize | may have a credibility problem
Somie of us have ssked for extensions that v rmdy o may
not have ignoned since, say, the briefing. Some of us have
spent days and days doadling despite nervous entreaties
from account falks, then cramemed all the work into the
wieekend before the meeting and then—naturally—tried
to draw sympathy on Monday. |, of course, have never
resorted to any of that behavior but even if | had, it's time
vt question oy wie set these deadlines.

Generally speaking, throughout the Industry, we're
pushing it—too many fast wrnarsunds tend to not do
the assignment, o our talent, justice. Even if the allotted
time far creative development is reasonable, teams ane
juggling several briefs at a time. To hang on to any
degree of craflt seems o haury.

Granted, we've qot computers that enablbe us to spit the
wiollk out, make changes, try out different fonts—much
mione quickly than wee used to. Granted, we now have planners, who
do a lot of the thinking that creative and research and agoounk
services once tredged through without much expertlse or
individual accountability. And we have a deeper understanding
of brands to help us set creatiwe expectations.

Lo O, we dont need a month to turn agund a pant ad, and
we have 10 acknowledge that fast wrnarounds will abways be a
part of our business, particularly with retail accounts; we i,
however, need more than a couple of days 1o regulary create
somiething o pething.

Tirres have changed. For all the reasons that we hear about each
day—our cynical or indifferent conswmers and so on—it'% getting
increasingly harder to sucosed with uninteresting communicaticn
(i, vk that sucksi Strateqy and media and integration are complex
discipdines that demand additional conslderation,

Here's another reason: these timelines and workloads recessilate
way too much gang-banging. (Hey, if it were 3 good way of
managing creaties, would we give It such a lawehy mame?) Truty
creative people create their best work, | believe, out of desire, and
that desire is propartional to the amount of respandibility they
are given, It like we're playing with mediacrity, bacause when
we don't have enowgh Tirme chances become greater that we

resart to fermula, And when we dom’t depend on our skills but
rather aa our mamany we lose confidence in our imaginations.
The ansiety breeds insecurity and fear. Hang out in the studio
the night before a presentation. It feels like Fawity Towers in
high seasan.

Persanallyl don't want to build an agency on fear or expediency
of without any personal irestment—an agency of creative
directors who have no tme o direct creative. | want C0s o
energize talent; | dortwant 1o build 3 sweatihop. | want 1o retain
aif best prople and | want to keep them challenged and reward
them whien they exceed expoctations. | want therm to know that
the organization has faith in them. | want time for them to fail—
and begin sgain & linke smarter, Especially while there are more
and more gutlets for creativity, besides adwertising. that pay waell

Sure, | may be a linbe light in the left brain department, but it
seeimis to make sense, businessawise, There are shelves of books
about creativity and what makes fertile ground for it Fke A
Technique far Producing Ideas and The Artist’s Way ar Work, and it
seems we're only getting further away from the |deal,

so | want back | believe it would mave us forsand, too, B

Marty Oz s chiel cremtive officer at Enengy BBDO in Chitage,



