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“I hate rules.”

- David Ogilvy.

“SEND. HELP. QUICKLY.”

- Moderately creative person, from an innovation-averse 
economy.



THE BOOK OF ADvERTiSiNG 
Or, How to Crush at 

Creativity



Prologue 

You’re not sure what to do in college and/or the rest of your life. 

• Were you the sort of kid, even in high school, that wondered why you 
couldn’t just make up your own math?

• Did you suck at sports?

• Do you think it’s totally plausible God is an alien?

• Do you spend an unnatural amount of time hearting cat-related content?

• Do you root for villains at the movies?

• Do you ask yourself if you’re a socialist?

Maybe you’re a creative professional, and perhaps ‘maybe’ will do.



1. Devise a logic-defying stunt vaguely related to either 
creative output or a brand you stan. 

2. Do stuff to your body, ideally, and hang outside an 
agency’s office for several hours. 

3. Hope to God someone important looks outside the 
window.

1. Exit Keynote immediately and trash 
that portfolio. 



Be the new guy with the SpongeBob-shaped water bottle. 
Be the new girl that donates weird mountain music to the 
office playlist. Be the kid in the meeting that raises their 
hand to say something insane and somewhat unrelated. 

Be the creative that makes at least one person go, Where 
the hell did we find this kid? Be the creative that makes at 
least two clients go, Where the hell did we find this 
agency? 

2. Carve and develop a niche for yourself. 
Ideate from 100. 



3. Navigate years of imposter syndrome and 
convince all these grown-ups they actually 
need you.

Ensure that one insane statement you make ends with a 
question mark, and then say nothing more. Devise multiple 
parts of a campaign in four hours, max, and show your creative 
director you’re a genius. 

Do this every two weeks. Solve a simple problem with the 
outline of an entire campaign. Crib some stuff from that one 
lecture you attended on International Business. Coast the rest 
of the time, on YouTube. 



4. Make frenemies. 

After your stunt in the meeting the other week, and 
your casual display of strategic know-how, you’ve made 
some friends and you’ve made some enemies. Assure 
your enemies you’re not gunning to be the imperial 
leader. i.e. Creative Director. 

If anyone calls you a genius to your face, or expresses 
mild dissatisfaction with ‘the system’, invite them to 
stand in a quiet corner with you and attempt a 
telekinetic exchange. If the moment produces anything, 
offer a fistbump to your new ally - and future business 
partner. 



5. Argue with account executives about 
briefs, when there’s boring everyday 
work to do. 

Especially in front of other creatives; it makes you look/
sound like a savant, and a bit of a bad ass. Crib some 
more stuff from that one lecture you attended in 
International Business, like the word ‘differential’, to 
reject perfectly adequate briefs. Say, “This is 
disrespectful of both my time and my craft.”



6. Now make a frenemy of the audience. 
In the break room one time, acknowledge that advertising 
is at least partially evil. Build your point up slowly. Stand 
on the pool table and declare that in the 21st Century, the 
consumer is no longer king. 

S/he is a slice of walking, talking cheesecake. S/he is a  
jellyfish we’re in a very complicated relationship with. S/he 
is you, Todd, Miriam, from HR.



Now craft the perfect ad. 



7. Treat pitches like never-ending playoff 
games; not Super Bowls or Champions 
League finals. 

Pretend none of these people, these CMOs, means anything. 
They sucked harder than you did at sports, and they actually 
graduated college. They call Drake ‘rap music’, because they’re 
lame. 

You’re Tom Brady. You’re the greatest copywriter/art director/
auxiliary creative person of all time. You were specifically placed 
on the earth to tell seismic stories, and coast on YouTube. 



8. Casually offer to reinvent the wheel. 

After you wow the creative department with your genius, wow 
the client. After you wow the client with your genius, enjoy the 
trip to Cannes. After you’ve wowed the client a thousand times, 
and they haven’t noticed it’s all roughly the same shtick, get 
bored. Offer to reinvent the wheel, or television, or Facebook. 

If everyone digs your idea, you’re officially halfway towards 
making Creative Director.

If not, you need to Netflix less, build a platform when no one’s 
looking, and then build a business plan atop the platform. 

It’s time to start your own advertising agency, baby. 



9. Go on. Tell the creative 
director  to go (yuck) themself.  



10. Now you’re a creative director. 
Fastest promotion ever, right? 



11. Name your shiny new shop ‘BGCB’ or 
something then figure out the acronym 
later; so that upstart brands think you’ve 
been around since the Sixties. 

Take a creative with you, preferably one you already have 
a telekinetic connection with. Take an account man too, 
so someone else has to bother with clients and also 
spreadsheets. Make a wacky website; do a weird logo; ask 
your mom to invest a little something. 



12. Build it … and hopefully they’ll come.  

You tell your prospect to put a flamethrower in a koala’s 
hands, and then plant the koala in one of their buildings. The 
client calls you crazy, threatens to never field your calls again. 

Pause the scene right there. Shut up for a second.

Order the koala and the flamethrower anyway. Plant the 
koala in the lobby of your agency, and post that sucker on 
Facebook Live. Show the prospect how many likes/retweets/
you scored in an hour, and how many pitches you’ve been 
invited to since ordering the koala. Smile inside as the 
prospect demands their own koala with a flamethrower 
within an unreasonable amount of time. 

Congratulations on winning your first client. 



13. Say no to bad work and keep 
things lean. 
Tell potential clients (“prospects”) the platform only 
works when you crank it up for the long haul. Secure three 
retainers: one to cover salaries; one to pay the bills; one to 
stash in the bank. 

THE BANK I SAID.



14. Plant a magical bean. Water it with 
media commissions. 

Use the fourth account, or the second year of business, 
to duplicate every position in the building. Now you 
can take your calls from a bed and breakfast in 
Barcelona. 



15. When you recruit, recruit wild 
animals, mutants, and failed spies. 
Recruit people who are in the middle of something: 
novels, mixtapes, crimes of passion. Don’t ask for 
resumes; ask for evidence. 



16. Make everyone Creative Director. 

Don’t make the same mistakes your boss did. Let your 
people build platforms under your roof, make money 
off of them, and then ask for a slice of that cake. 

Politely.  Legally. 



17. Make your clients realistic promises. 
Don’t be shitty.  

• Quantify everything; approximate the numerical value 
of handshakes, personnel moves, and good coffee to 
the future of the agency. Clients dig that. Numbers. 
Frugality.

• Rethink the campaign lifecycle continuously. Show 
your client you have thoughts on the time-space 
discontinuum.

• Shoot for emotion shortly before you shoot for reach. 
Sometimes, just sometimes, screw the research. 



18. Don’t forget to cover your ass. 




