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On your mark, get set
The true artist, it seems, beyins euch project
with a bare slab or blunk canvus, But this
doesn’t meun the world is wide open or
that anything goes. Rather, a whole set

of yuestions is likely to be orgdnising his or
her process: What's the truth of my subject
matter? What are the limitations of my
materidls or my techhigue for using them?
What's the most...or least...my dedlers/
buyers/curators will tolerate?

oviny from the garret into the commercial
udio, these yuestions become: What

My client diming to achieve in this
mmMmunication, aund why? Who or whai
unyes when the campuign succeeds? Is
cumpuign uimed ut  single or severdl
iences, euch with their own preference
e form und content of messuyes?
he limitations in terms of pructicuali

We put these guestions to our clients.
Conversutions ensue. Out of this diulogue
comes d shared understanding of what is
culled for und how we’ll recoynise the best
possible solution. Often, the solution evolves
seumlessly, und our uttention moves to
perfecting the execution und implementution
of u cumpuign. We don’t cull this method
scientific, but it is fuct-bused colluboration
that unleushes the credtivity of our combined
team. And we think it may well explain why
two-thirds of our clients have worked with us
for three or more yeurs.

We dlso tuke inspiration from reseurch.
Reseurch cun increuse the knowledyge

that fuels our best work. We‘re particularly
interested here in the insights produced by
well-estublished technigues for investiguting
und cuteyorising different audiences.
Perfected by consumer murketing, these
methods have migrated into B2B aund public
sector communicutions. Wherever they‘re
well upplied, they help mauke sense of how
individudls fit into audience ygroups. And it’s
this move into the rich territory between the
purticulur und the generdl where creutive
thought finds fraction.

Why design flourishes on a
knowledge-enriched diet

Formual resedrch extends our field of vision.

It shows us more ubout the world in which our
communicutions cumpuigns seek to intervene.
The output of most research compunies

“sits still” on the puyge. We circle it, frampoline
off it and refer back to it. The outcome, often
us hot, is that we ask more, und sometimes
better, yuestions.
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These yuestions, ahd more, bring us back
around the table to build with our client
shared understanding about what we're
communicuting to whom, aund why.

Ruther than curtdiling conversation with a
client, formal research deepens und extends
the discussion. But it is just one way for us to
scope out the requirement. We dlso tuke on
the role of investigutor, interviewing project
staukeholders, the frontline staff who will be

a brand’s umbussadors, and keef our ear

to the gyround for the views of end users.
Equdlly, we apply our personul experience
where it’s relevant, drawing on our decisions
and preferences us professionuls und us
cohsumers und citizens. But, for us muny
projects that ure “close to home”, there are
just as many that take us far from our comfort
zohe, und the world we feel we know dlreudy.

That’s wheh we take to the field. So it was that
agency MD Simon Davies und Client Services
Director Joanna Papadopoulos drove

in u borrowed 4x4 severdl hours info Wales...

Their destination was 9™ of Britain’s 10 worst
pluces to live (auccording to Channel 4°s

2005 runking), und the site of a £300 million
regenerdtion project desighed to transform
the former Ebbw Vale steelworks. Standing on
d bluff overlooking the disused works, Simon
und Jo were struck by how vust it was, dll of
it: the place, the loss of its economic hedart,
the redemptive vision. The brand heeded to
cohvey this scule.

Seeiny Ebbw Vule showed us that the pust
wouldn’t be buried, it needed to be brought
intfo u hew, More hopeful present. We
recommended that the consultation process
daround the brand enguye residents und
locul stukeholders in the uctudl pluns — for
ufforduble housing, for locul schools within

d leurning community, for u hospital, ot just
d business purk — rather than trying fo use
possible names und hew looks us the rallying
point. In this cuse, the brand was u meauns to
u much more substuntial end... meusuruble
far down the line not just in terms of
developers’ ROI but employment rates, levels
of fumily income, educutionul attuinment,
even life expectuncy. Amonyst the names we
genheruted wus “The Works” and this was the
name the stakeholders ratified. The Works was
what it was, what it will be again: that’s how
the pust gets reclaimed.

The Works is u project with as much grit us
glumour. Other times, the visuadl and linguistic
outcomes may be more overtly ingenious. But
consistently, we're too smart to play clever. For
euch opportunity, we spend our time working
through the research... knowiny first and
foremost that exquisite concefpts come from
learning uand discovery... from looking at what
is before us und imagining something more,
something better even if that ish’t always
something brand-spunking hew.

Fair to say we bring an inyuisitive eye,
but truth is, we're dll ears.

FORGING
A BRIGHTER
FUTURE
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The Works is
a project with
as much grit
as glamour.
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