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十年。一序。

陈耀福

这是一本写了十年的书。

这也是一本迟到了五年的书。

从2000年开始每月一稿，直到2010年决定停笔，只为画下十年的一个句号。

这本书，原设想在2010年底出版，但是一直没有行动。

作为一个广告人，我们非常清楚，“一切好想法，如果没有被执行出来，始终只是无能的想法”。

有了这个信念，这本书，终于正式和大家见面。

在我的广告生涯中，有一个极大的转折，就是在1997年，毅然离开了自己土生土长的美好新加坡，离开了对我厚爱有加的李奥贝纳（LeoBurnett），举家搬迁到台北，出任智威汤逊（JWT）台湾执行创意总监一职。

当初的决定，理由非常单纯，在新加坡做了14年广告，我想出去看看。我又特别喜欢中文广告，甚至非常崇拜当年优秀的少数港台广告人和他们的作品。还有，当年智威汤逊台湾有两百个员工，我想，到台北生活和工作，马上就可以交到两百个有人情味的台湾朋友，何乐而不为呢？

三年下来，总觉得老天、老祖宗们特别关照我，让我做了一个非常正确和无悔的决定，我不只认识了两百个好同事、好朋友，更好像很不错地融入了台湾广告圈，得到许多前辈和同人的帮助，感觉好像大家一起，把原来已经很蓬勃的广告业，搞得热热闹闹的。

我有多幸运呀！总觉得，台湾广告创意最好的年代，给我碰上了。

我的任务和创意指标，一点也不轻松，但智威汤逊相互信任和共患难的环境，让我们从我上任前的台湾创意排名第十四名，三年内提升到第一名。为此我深感欣慰。

台湾广告圈像娱乐时尚圈，交流活动很多，文化气息浓郁，友善热情。广告公司之间，也更多的是良性竞争。每周一，台湾的大报“《中国时报》”甚至留下一个全版彩页，报道和跟进广告圈的动态。

三年合约结束，也为了两个宝贝女儿的小学教育问题，我们一家人在2000年10月回到新加坡，我继任智威汤逊新加坡执行创意总监。

当然，对于台湾广告圈给予我的恩惠，我也是常存感激的。

在我离台前，滚石国际音乐的董事长段钟沂，问我是不是可以每个月给滚石旗下的《广告杂志》写一篇约一千字的稿，并答应给我的专栏一个全版版面。对于这个邀约，我一口答应，因为我总觉得有点使命感，跟业界和广告学子们说说对创意的看法，也算是一种“保持联系”。

由于我同时也为另外两本时尚和业界杂志不定期地写千字专栏，为了避免拖稿，避免再写一千个字，也希望这个专栏比较独特，我想了一个明信片的方式，每个月给《广告杂志》寄一张明信片，他们只要刊登出来就可以了。

用明信片也是希望提醒更多人，写字，有时候比电脑打字更有情感。而明信片和广告其实很类似，有图、有文案、有受众、有概念。

和老段说了这个想法，一拍即合。这一写，便写了十年。

由于新加坡实行的是双语教育，而我的中文教育，经历了先学习繁体字，之后教育全面改革为简体字的年代，另外加上我本非文案而是美术专业出身，在我的明信片里，你会看到错别字、简繁字夹杂、语法不合格（其实，这个问题我到今天都不一定会看得出来）。

在和负责本书形象和概念设计的挚友韩健雄讨论到是否要修正文字错误时，我们很快就做出决定，保留原作原味，我们认为一切的不完美，也是一个完美的历程，无须刻意掩饰。另外，我们也请专业英文文案写手，给每一张明信片做英文翻译，好让更多看不懂中文的朋友们，能看得懂我的意思。

对于明信片文法的不完美，也请各位见谅了。

希望你会喜欢这本书。
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10Years.A Foreword.

Norman Tan

This is a book 10years in the making.

It’s also a book that’s 5years late.

From 2000,I started writing a page every month,until I decided to stop in 2010.A decade seemed like a good place for a conclusion.

This book was originally slated for a year-end release in 2010,but life got in the way.

As an adman,there is an adage we live by:“The most brilliant idea that isn’t executed,will only remain a brilliant idea.”

With this conviction in mind,this book is .nally in your hands.

In my advertising lifetime,1997was a pivotal turning point.That was the year I left the place I called home:Singapore.It was also the year I left my beloved agency Leo Burnett,packed my bags and uprooted the family to become the Executive Creative Director of JWT Taiwan.

The reason back then was fairly simple.After 14years of advertising in Singapore,I wanted to explore the world.I was particularly inclined towards Chinese advertising and often worshipped the advertising greats coming out of Hong Kong and Taiwan.Moreover,JWT Taiwan possessed 200employees back then.That meant the opportunity to make friends with 200interesting characters.I thought to myself,‘why not?’

These past 3years,I’ve often felt the blessings of the Heavens,watching over me and helping me make all the right decisions.Not only did I make 200new friends and colleagues,I integrated seamlessly into the Taiwanese advertising circle.I received the help and support of predecessors and peers.And together,it made what was already a thriving career,.ourish even further.

How lucky I was!I’ve always felt blessed to have a career coincide with the glory days of Taiwan’s advertising.

As Chief Creative head,my creative task and deliverables were hardly a walk in the park.During my 3-year tenure,JWT rose up the industry rankings from 14th spot to the 1st.That accolade alone couldn’t have been possible without an environment built on mutual trust and shared hardship.It was a tremendous sense of achievement and satisfaction for me.

Taiwan’s advertising circle is similar to the entertainment and fashion circle:a .urry of constant networking,colourful cultural exchanges,an environment teeming with passion and warmth.Every advertising agency was imbued with the spirit of healthy competition.Every Monday,every major newspaper publication in Taiwan would dedicate a full-colour page to report the goings-on within the advertising industry.

After 3years,my contract ended and I moved back to Singapore with my family.In part,the decision to return to Singapore in October 2000as Executive Creative Director of JWT Singapore,was largely due to the future of my two precious daughters’education.

It goes without saying that I’ll always feel the gratitude and indebtedness towards the Taiwanese advertising circle.

Before I left Taiwan,the chairman of Rock Records,Johnny Duann,asked if I was willing to be a regular columnist for one of their label’s advertising magazines.Each week,I would be given a column to .ll with a full-page,1,000-word article.I agreed immediately,as I have always felt a calling to share my thoughts about advertising to students and the world.It was also my way of ‘giving back’to the community.

Prior to that,I already had commitments with two magazines (one fashion,one marketing),as a regular columnist.In order to avoid missing deadlines as well as having to write another 1,000words,I decided on a format of using postcards in a bid to be more disruptive and unique.Every week I would send the advertising magazine a postcard they could publish immediately.

In using postcards,I hoped that I could remind people about the power of physical writing in a digital age.Moreover,postcards and advertising shared a few similarities:pictures,a message,an audience (To:Who),a concept.

When I spoke to Johnny about my idea,everything fell into place.The heavens aligned and I started writing.Before I knew it,10Years was born.

Due to Singapore's bilingual education system and my family's Chinese background,I was .rst schooled in traditional Chinese.Then our education system underwent a change and I had to switch to simpli.ed Chinese.I was also an Art Director,not a Copywriter,which would explain why there were typos,inconsistency between traditional and simpli.ed Chinese,and an overall lack of linguistic .nesse in the grammar of the postcards.(To this day,I’m still not quite sure if I can spot the errors).

When I was discussing my book with the designer Wesley Han (also my best friend),we talked about whether we should correct the grammatical errors in the postcards.But we quickly decided that we wanted to retain the original .avour and charm of the writing.Besides,there’s beauty in imperfection,and we felt no need to conceal too much.In addition,we hired a professional English copywriter to translate each and every postcard,so that more non-Chinese readers could understand my words and intentions.

As for the linguistic imperfections in the postcards,I seek your understanding and patience.

I hope you’ll enjoy this book.

本书由“ePUBw.COM”整理，ePUBw.COM 提供最新最全的优质电子书下载！！！

往日的明信片

滚石国际音乐董事长，《广告杂志》发行人

段钟沂

陈耀福，我们现在都叫他阿福！

阿福从2000年开始到2010年为止，每个月寄给《广告杂志》一张明信片，是真的明信片！但是收件人不是我，也不是杂志主编，是虚拟的假想对象，杂志社只是代转。

十年，寄了一百二十张。

为什么会寄明信片到《广告杂志》，阿福在这本书的《十年。一序。》中写得很清楚，我看了他的序也才想起来——1997年陈耀福从新加坡来到台北，他人好、创意好，在那里的广告业仍是一片荣景、广告圈拥挤热闹的氛围下，很快地就亮了起来，和大家打成一片。

阿福会吹萨克斯，那一年台北广告圈要组个“广告人乐团”（Adman Band），就把他给拉了进来，我是副团长，跟他的互动近而且多，于是就热络了起来。

2000年阿福要远离台北，返回新加坡。我趁机要他帮《广告杂志》写稿，怎么写，写些什么随便，但是一定要与中国广告产业的创意生态及环境有关，每篇一千字。

广告创意人通常不太受人指挥，阿福亦然，不愿一成不变地接受差遣。明着不好拒绝但又不愿迁就，暗着就出了个“明信片”的点子。于是“每月一篇”就成了“每月一片”。这一写就写了十年。后来为什么停了？我也忘了。

只是没料到，阿福会有心将这些明信片结集成册。过期的《广告杂志》都找不到了，早年编辑杂志用来存档的3.5寸磁碟片也扔了。幸亏阿福把明信片留了下来！阿福留下的其实是往事，而不只是一本书！所以往事如烟，如今却也历历在目。

翻开这本书，看到的是往事。

谢谢阿福！
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Postcards From Yesterday

Chairman,Rock Records Co.Ltd,Publisher,Advertising Magazine

Johnny Duann

Norman.Otherwise affectionately known as Ah Fu to us.

From 2000to 2010,each month,Ah Fu would faithfully send a postcard to Advertising Magazine.A real postcard!Except the recipient wasn’t the editor or me,but instead,it was addressed to a .ctitious audience.The magazine was merely a messenger.

For the past 10years,he sent 120postcards.

In his book,10Years,Ah Fu explains why he sent those postcards.When I read his foreword,it took me back to 1997when he’d just arrived in Taipei from Singapore.I remember he was a man of good character,an all-round creative guy and quite an accomplished name in the advertising industry.In the vibrant and colourful advertising circle,he was a rising star and very quickly cemented his place as an advertising great.

That year,the Taipei advertising circle wanted to put together an ‘Adman Band.’As Ah Fu was skilled with the saxophone,he was roped in.I was the Organizing Leader and through our interactions,we gradually forged a bond.

In 2000,Ah Fu was leaving Taipei to return to Singapore.I took the opportunity and asked if he would be a regular columnist for Advertising Magazine.He could write about anything,in any way he liked.My only condition was that it had to be related to the Chinese advertising scene:its creativity and environment.Every article had to be at least 1,000words.

Advertising creative people usually aren’t too accommodating when it comes to such favours.Not only did he not complain,he good-naturedly accepted the assignment.He didn’t know how to say no but at the same time,was also unwilling to compromise on the quality…and so he came up with the creative idea of using postcards.One postcard eventually led to 10years’worth.Why they stopped eventually,I don’t recall anymore.

So it was to my surprise when I learnt about Ah Fu’s intention to compile these postcards into a book.Past issues of Advertising Magazine no longer exist.Neither do the 3.5-inch .oppy disks we once used to store articles.But Ah Fu managed to keep those postcards alive.What he preserved was a slice of history,not just a book.And while the past may be hazy,today,they live again in vivid colour.

When you open the book,it’s not just words,but living memories.

Thank you Ah Fu.
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陈耀福，满血Passion

智威汤逊全球兼亚太区创意委员会主席

劳双恩

陈耀福回家了！认识他的时候，他是智威汤逊台北办公室的创意老大，而我则在智威汤逊的上海分公司工作，那一年是1999年，我们都充满了passion（激情）。在2005年离家后，经过九年的闯荡，2014年10月，他终于再回智威汤逊这个家了。

就在他回家后的一周，他拿着这本书的样本，跑到我的座位前说：“哎，看看我寄出去的明信片！”

心想：怎么做美指的比我们做文案的还要文艺？！难怪他的周围永远一大堆的追随者，特别是女性或是仰慕他的男同志！更何况他为《广告杂志》写的这一专栏，一写就写了十年，少一点passion 都不行，缺一点忠诚也要烂尾。可想而知，Norman 绝对是我辈学习的好榜样。

捧着样书翻着翻着，我发现时光就一点一滴地倒流了。从书中，我不仅看到陈耀福自己转战台北、新加坡，兼顾东南亚甚至整个亚太区之后，又来到上海，再扩大至整个大中华区的起承转合、高低起伏；从踌躇满志、扬扬得意，到若有所失、忐忑惆怅，我都感觉得到，我也读得见！

但看官，这书不只是他个人历史的见证，这本书从侧面，也记述了我们华文广告，以至整个亚太广告发展的潮流和盛衰：当年台湾市场如此蓬勃，新加坡又是众多跨国客户亚太地区的总部，今天中国大陆市场一枝独秀、生机盎然，世界变得多快呀！

如果你能够从Norman 的一张一张明信片中，重绘当时广告行业的面貌，重寻当时你自己的轨迹，那证明你的阅历不浅、功力很深。年轻的广告人，或是对广告有兴趣但对广告历史不太了解的读者，也能够从这些记录当中获得创意与灵感，而这何止是在广告圈里管用，走在人生路上也可以收获不少的启发哦！

喜欢和陈耀福共事，他总是充满了正能量，做什么事都是满脸笑容、乐此不疲，就算我们只是在一起抱怨、投诉、讲闲话，他仍然是笑容可亲的，让我们闹着闹着，也不觉得自己犯了罪。虽然不能和他一起创造这一大堆的明信片，因为他自己一个人包办了所有的发想、写作、美指、执行、邮寄！但能够在本书中占上一篇“序”，与有荣焉！

今天，世界变得多快呀，广告不再是广告，广告又不只是广告，可幸的是，我们对创意的passion不变。
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Norman Tan –A Man of Passion

Chairman of APAC and Worldwide Creative Councils,JWT

Lo Sheung Yan

Norman Tan returns home!When I .rst got to know him,he was the Creative Boss of JWT Taiwan,while I was over at JWT Shanghai.The year was 1999and we were both .lled with passion.He left ‘home’in 2005and after 9years of adventures elsewhere,the prodigal son returned to JWT in October 2014.

A week before his return,he came to me with this book and said,“Hey,take a look at my postcards!”

At that moment I thought:how can an art person be more ‘literary’than us writers?It’s no wonder he’s constantly surrounded by many followers,especially females and gay guys who fancy him…He’s a tough act to keep up with!His dedicated column in Advertising Magazine saw him penning articles for a decade –to say he possesses passion would be simplistic and inadequate,call him dedicated and loyal and it still wouldn’t justify the man’s .re.It goes without saying that Norman sets a good peer example for me.

As I slowly flipped through the pages,it felt like I was turning back the hands of time.In those pages,I witnessed Norman’s numerous career moves that spanned Taipei,Singapore,parts of Southeast Asia and throughout Asia-Paci.c.Then he entered Shanghai and started a new chapter with mainland China,eventually progressing to Greater China.

In those pages,I witnessed the beginnings of every new role in every new market,the ups and downs and the vicissitudes of advertising life:From the glory days of ambitious success to the beleaguered downturns in fortune –I experienced every single emotion pouring forth from his words and pictures.

To the reader,this book isn’t just a personal history of one man,but it also documents the role of Chinese advertising history and the milestones created throughout the rise and fall of Asia-Paci.c advertising :From the glory days of Taiwanese advertising,to Singapore’s dominance as the global and regional hub for many multinational clients and to the rise of today’s mainland China,outshining and thriving rapidly –how quickly the world has changed!

If you can re-imagine how advertising was like in those years and relive those days of your career from each one of Norman’s postcards,it means your own advertising experience is steeped with knowledge,skill and history.But even if you’re new to the industry or possess an interest in advertising but lack the background to its history,you can gain some illumination,insight and inspiration from within these pages.Certainly,the lessons reaped here can be applied not just to advertising alone,but are invaluable to life itself!

I’ve always enjoyed working with Norman simply because he’s constantly bubbling with tireless,positive energy,going about everything with a smile on his face.Even if we’re commiserating together,complaining together,shooting the breeze together –he will always be smiling.No matter how much trouble we rack up,you just don’t feel like you’re doing anything wrong around him.It’s a pity I couldn’t collaborate with him on the postcards,because he was a one-man show:conceptualising,writing,art-directing,executing,right down to mailing the postcards himself!But to have the honour to pen this humble forward,is enough pride for me.

Today,the world is changing by the minute.Advertising no longer resembles advertising,but has evolved to become so much more.As we ride the changing tides once more,it is our unwavering passion that keeps us all a.oat.





To：沟不通先生

在广告公司里，通常沟通之后，有些人便需要开始工作，因此有些人因为怕忙，便逃避沟通。有些人较势利，“选人”来沟通。有些人话太多，以为那是沟通。有趣的是，广告公司常对外宣称，自己是沟通的专家，而对内作业时，总有自己都永远解决不了的沟通问题，不是吗？

To:People Who Don’t Listen

In advertising,usually after a debrief,dialogue or some form of communication,some people will need work to be done,which is why some avoid communicating as a way to avoid doing more.Some ‘choose’their spokesperson.Others talk too much and mistake ‘talking’for communication.What’s interesting is the image advertising presents to the world is that they are experts in communication,when in reality there’s always miscommunication issues internally.





To：自由人

这是一个澳大利亚年轻摄影师的作品，为了要“打”进新加坡广告市场，把作品印成明信片，作为他游走于各广告公司“秀”作品、介绍自己时的一种“自我广告”方式。在许多作品中，我对这一张特别感兴趣；用了润滑剂形成效果，再与人体摄影合成。问他拍这作品时在想什么？概念是什么？他说这是一个自由创作，只觉得这样子会很美。我在想，怎样用他的“自由”结合广告中必要的“概念”，做出更好的广告。我还在想，概念之下，他会不会失去“自由”？

To:The Free Man

This is a piece of work by a young Australian photographer.In order to gain a foothold into the Singaporean advertising market,he printed his work on postcards,using them as a portfolio of sorts to promote himself as a photographer.Amongst the many postcards,this was my favourite:A combination of using lubricants and live photography.I asked,what was he thinking when he created this piece?What was the concept behind it?He said he was just experimenting and freestyling,and thought that this would produce a beautiful result.It prompted me to think,in what way can we marry this ‘freedom of experimentation’with the necessity of a ‘concept,’in order to create better advertising?Would his ‘freedom of experimentation’be compromised in the presence of a ‘concept?’





To：中国人

同样是“球”，同样是运动，同样是竞技，为什么中国人的乒乓，就不像洋人的网球或者高尔夫球那样可以打出亿万身家又扬名国际？

同样是在做广告，洋人好像总是跑在中国人前头。也许是少了资源，少了推动，少了包装，少了策略，少了要发扬光大的心。你可以说他们起跑得早，但是青是可以出于蓝的，中国人说的。

《卧虎藏龙》可以扬威国际，中国人的广告也可以。谢谢李小龙，给了个好榜样！中国人得放眼国际做回自己！

To:The Chinese

It’s considered a ‘ball’game,it’s also a sport,it’s just as competitive but why does Chinese Ping-Pong fail to reach the same levels of fame and fortune like Western tennis or golf?

The same is true with advertising.The Westerners always seem to be ahead of the Chinese.Perhaps it’s the lack of resources,lack of advocacy,lack of styling,lack of strategy,or simply,lack of spirit to bring the game to greater heights.

Some might say the Westerners have a head start,but there is a Chinese saying,“The disciple can surpass the master.”If Crouching Tiger,Hidden Dragon can make it to international fame,so can Chinese advertising.Thank you Bruce Lee,for being the first role model.The Chinese need to stop looking to the world for answers but instead,look inward and realise their own potential.





To：挑战者

给你一个空间，你有多少发挥的可能，你的极限到哪里？“10m”是“10cm”的一百倍，这之间的可能性其实不止三个。也许是一千个。谁说同样一个广告简报（brief）只能做出一个好广告？可能与不可能只看挑战者有多少“功力”。“结果”以外的“过程”是可贵及有趣的，如果单看“10m”这个画面，你也许不知道它是什么，而“10cm”“10m”及“1m”的源头只有两个小小的点！

To:The Challenger

If you were given all the freedom and room to unleash your potential,how far would you go?10m is 100times of 10cm.In between them,there is an in.nite possibility of numbers that could be 1,150or 1,000.Who says that a single brief can only produce a single good ad?The difference between the possible and the impossible depends on the skill of the challenger.The ‘outcome’vs the ‘process’is far more important and interesting.If you looked at ‘10m’at face value,you would miss out on everything in between.Especially when what determines ‘10cm,’‘10m’or ‘1m’are the same two decimal dots.





To：文案

一张容易引人遐思的照片。乍看不过是一个女人摆姿态的背影。嗯……不对，靠近腰部的手好像不是她的，更像是一个男人的手。

这是什么一个状况？

答案只在摄影师那里。考一个来面试想做文案的新人，请他给这照片写个标题，他想了一下说：照片里的女人也许是男人。思绪还未落定，结果标题也没着落。如果你来写文案，你会怎么想，怎么写？

To:The Copywriter

This is a photograph that provokes the imagination.At .rst impression,a woman poses,her back to the camera.Then you realise,the hand around her waist isn’t hers,but a man’s.

What exactly is happening?Only the photographer would know for sure.

I used this picture in an interview with a rookie who wanted to be a copywriter.I asked him to give this picture a headline.He thought for a bit and said:“The woman in the photograph may actually be a man.”As he was still undecided,the headline didn’t materialise.

If you were the copywriter,what would you think?What would you write?





To：有缘人

在红酒热慢慢降温之时，开始迷恋上红酒。

开始在喝完每一瓶之后，取下标签记录喝后感及喜爱度。

开始冒险用感觉买下“看起来”不错的红酒，然后期待喝下去的感受。

开始认同贵的不一定好喝，便宜的不一定是劣货。

开始发现喝红酒与做广告很像，就像与对的人共事或者喝酒是一件很过瘾的事。

To:The Fated Ones

My obsession towards red wine began when its popularity started to cool.

After I .nished each bottle,I would peel off the labels and record its tasting notes along with my thoughts about it.

Then I got more adventurous and started buying red wine based on their ‘looks,’and would always look forward to savouring the .rst sip.

Then I started to recognise that expensive wines weren’t necessarily good,while cheap wines weren’t always bad.

Then it dawned on me that advertising is like drinking red wine.Because working or drinking with the right people,will always be addictive.





To：你好神先生

神说：“我必须做些什么，才能引起你的注意？寄张明信片吗？”

最近在新加坡，神与我们说了许多话，每一句话都通过一张明信片传达出去，在明信片架上，成了抢手货。听说是一些宗教团体的心血，一种另类的“传教方式”。在这系列作品背后有个有趣的事：文案=神！

To:‘Hello Mr God’Person

God asked:“What do I have to do to get your attention?Send you a postcard?”

Recently in Singapore,God spoke to us about many things and each message was sent out via a postcard.

Not surprisingly,these postcards became hot property.

Some say it was the work of some religious groups;an alternative way to preach.

But the most interesting thing about this campaign?Copywriter =God.





To：眼镜的主人

我在想：眼镜的主人头一定很小，五官一定很奇怪，因为头小，两只耳朵的距离变得很近，左进右出的速度比别人说话的速度更快，因为天生单眼，看得少，所以“近”视了。

能用《广告杂志》的宝贵版位在这里胡说八道，真爽!!!

To:The Owner of these glasses

I’m thinking:The owner of these glasses must have a very small head,his facial features must be quite strange.Because his head is small,the distance between his two ears must be shorter,so the speed of words passing from his left ear to the right would be quicker than the speaker’s speed.And because he’s only born with one eye,he sees less,which is why he’s ‘short’-sighted.

It’s awesome,being able to sprout rubbish in such expensive media space!





To：观心者

这张明信片的作者为图片写了一句话：“上了火车，我的思绪飞扬。”虽然只是简单地捕捉两个定格画面，感觉上已经随作者走了一程。作者的心灵之旅，激发了观者的心情故事。可以是开始，也可以是结束。

To:The Observer

The author of this postcard wrote a single line for the picture:“When I board the train,my thoughts start to .y.”With just two simple static shots,you feel as if you’ve gone on the same emotional journey.The author’s inner journey inspires the observer’s emotional story.It can be the beginning,or the end.
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从CMYK 说起

当年，我是被CMYK 的魔力吸引而投身广告圈的。

CMYK 是印刷设计用的专用语。C 是Cyan（青色）、M 是Magenta（品红色）、Y 是Yellow（黄色）、K 是黑色，取Black 的尾字母。

在印刷技术上，当CMYK 四个基色在一起时，通过调整个别基色的比例，可以组成人类肉眼看得到的一切色彩，足以表现一个美丽多彩的世界。

记得学设计的第一堂课，我的启蒙老师让我们用放大镜近距离地放大杂志上的图片局部，让我们看到CMYK 各个印刷网点大小、多少和疏密的不同，组成了我们所看到的图片和不同的色彩。第一次发现其中奥妙的我，就像发现新大陆一样兴奋，开始对设计这个领域有了极大的兴趣，期待探索更多未知，于是一路走到今天。

刚进入广告圈时，对于色彩和广告的关系，开始有了更多疑问。比如，为什么牛奶的包装色彩主流总是离不开蓝色和白色？为什么快销食品的包装离不开绿色、橙色或红色？为什么健康食品都离不开绿色？为什么奢侈品都离不开黑色、金色或银色？为什么啤酒离不开绿色、棕色或金黄色？为什么可乐是红色？百事是蓝色？

后来渐渐明白，颜色在心理学上可以刺激欲望和联想，颜色有喜怒哀乐，颜色可以是纯净，是食欲，是健康，是奢华，是品类可以拥有的象征，是品牌可以拥有的个性。

颜色在商品上的被应用，甚至可以很科学和理性，比如，啤酒瓶身会应用大量的棕色和绿色，避免用透明瓶是因为棕色和绿色的瓶身可以更好地保鲜，避免啤酒本身在运输过程中受到太多阳光的照射而变质。

为了迎合主流市场，颜色应用在商品包装和广告的传播上，很多时候就会很理所当然地去配合大众的喜好，而形成同化现象，反而难以产生让人印象深刻的好创意。

于是乎，很多独特的创作都是小众的，另类而独特的。

记得几年前，一个从事广告的好朋友，在新加坡自创了两个饮料品牌，Anything 与Whatever，颠覆了传统快销饮料的模式。罐身上带着一个大问号，统一包装设计的Anything，是一种碳酸饮料，有六种与一般市场上所销相类似的口味，如可乐、苹果、柠檬等等。当你要Anything 时，你不知道会挑中哪一种口味。至于Whatever，是茶类饮料，也是六种不同口味，如冬瓜茶、菊花茶、柠檬茶等等。

这两个创意十足的产品概念来自一个有趣的洞察：人们在选择碳酸饮料时，不会有太多的要求，尤其是当朋友问你要喝什么时，答案总是：Anything,if not whatever。

既然如此，我们就真的给你Anything 和Whatever 了。

产品上市的初期，得到极大的反响，供不应求，同时引起新加坡国内外媒体的关注和采访。英国一个媒体甚至把它归入当年全球十大创新产品之一。

因为不入主流，不信常规，一个深谙消费者习惯的品牌创意得以成功，也引起了主流市场上强大竞争对手的抵制，缺乏强大后盾和全面商业布局的小品牌，最终以弱肉被强食而收场。

这种现象其实涉及了创意与生意的平衡，好的商品创意，事实上需要有更强大的经营策略和财务规划，创作型的广告人能成功转型成生意人的案例本来就不多。最理想的状况是综合各方面的专才，互补互惠。

在某种程度上，创意是单纯的、天真的、黑白的；生意是复杂的、深沉的、多色的。

单纯，很多时候是产生好创意的最原始出发点。所以当小孩子开始懂得用橡皮改画时，他们的画肯定没有学会用橡皮之前的精彩和意想不到。

想起一个曾经合作过的优秀广告片导演，他的作品多变而精彩，但是，他永远只有一种穿衣风格，白色卷袖T 恤衫，黑色长裤，黑框眼镜，十年如一日。

像一种信念，有点意思。
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The Story Begins With CMYK

Back in the day,the seductive powers of CMYK were what drew me to join advertising.

CMYK is a technical term in colour printing.C is for Cyan,M is for Magenta,Y is for Yellow and K is for Black –the ‘K’deriving from the last letter.

In print technique terms,when the 4primary colours of CMYK come together,each primary colour blends with the other to form a beautiful and vibrant world of colours visible to the naked eye.

When I attended my .rst design class,my foundation teacher taught us to use a magnifying lens to scrutinise a magazine picture.What the magni.cation showed were the thousands of overlapping CMYK dots in various dimensions,quantity and density,combining together to form the picture and its spectrum of colours.

The revelation of this intricate mystery left me awestruck with a wonder akin to the discovery of the New World.It was also the dawn of my interest in the design .eld and the quest for greater knowledge that has led me this far today.

When I .rst joined advertising,I had many questions regarding the symbiotic relationship between colour and advertising.For example,why is every milk packaging blue or white?Why are fast-moving consumer goods always green,orange or red?Why are healthy foods always green?Why are luxury colour codes always black,gold or silver?Why are beers always in green,brown or yellow-golden hues?Why is Coke red and Pepsi blue?

In time,I came to realise that colours could stimulate desires and evoke cerebral connections in psychology.Colours possess emotions,both joy and sorrow.Colours can symbolise innocence,whet appetites,cue health and connote luxury.Colours provide products with a symbolism and brands with a personality.

When it comes to the use of colours in products,there is also logic and science behind it.For example,beer bottles are often in brown or green instead of clear glass,to preserve its quality.The darker colours protect beer from going bad as a result of an exposure to sunlight in the transportation process.

In order to accommodate the mass market,the use of colour in product packaging and in advertising communications,is often led by the mainstream market’s preferences.As a result,there is very little differentiation,and even harder to leave a lasting impression in terms of creativity.

Which explains why the most offbeat and unique creations tend to come from niche market products.

I remember a few years ago,a good friend from advertising created two drink brands ‘Anything’and ‘Whatever’in Singapore that turned the fast-moving drinks category on its head.The can design had a huge question mark with the unifying label of ‘Anything.’Within it were 6different .avours of carbonated sodas:Cola,Apple,Lemon,etc.When you asked for ‘Anything,’you wouldn’t know exactly which of the 6.avours you’d get.As for ‘Whatever,’it had 6different types of tea .avours like Winter Melon,Chrysanthemum,Lemon,etc.

The idea behind these two creative products stemmed from an interesting insight:Whenever people were choosing their soft drinks,they didn’t have much of a preference.Whenever friends asked ‘What do you want to drink?’The response would likely be:“Anything,if not whatever.”Since that was the case,‘Anything’and ‘Whatever’were what they got.

When the product first hit the market,the response was overwhelming.Demand exceeded supply,and the brand garnered both local and international media attention.A global trendspotting firm even gave it the accolade of being one of the Top 10Most Innovative products of that year.

What led to the overnight success of an indie,self-created brand?It was the possession of a strong consumer insight,a conviction not to follow the mainstream and its rules.However,the rapid success led the big mainstream players to decry its existence.The lack of strong backing and the commercial nature of existing small brands in the market,made it dif.cult for the indie brand to survive and it eventually bowed out.

This reality touches upon the balance between creativity vs business.Good product ideas usually require an even stronger management strategy and .nancial planning.The number of good creative people becoming astute businessmen are few and far between.Thus,the most ideal situation for success would be to leverage upon differing strengths in an environment of mutual reciprocity.

To a certain extent,you can say that creativity is pure,innocent,black and white.Whereas the nature of business is complex,deep and shrouded in many shades.

Purity is often the provenance of all good creativity.When a child learns to use an eraser to modify his drawing,his artwork will never be as fanciful and unexpected as before the discovery of the eraser.

This brings to mind an outstanding director I once collaborated with.His work was always engaging,striking and impressive.But in contrast,his dressing was plain and simple:A white rolled-up sleeved shirt,black pants and black-rimmed glasses.Constant and unchanging throughout the years.

Like certain ideologies,isn’t it intriguing?





To：大男人

“BIC 胶棒比较黏！”

把难缠、甩不掉比喻成“黏”的广告创意手法，看到了一点大男子主义。还是创作人被女人甩多了的报复创作，还是我想太多了？哈哈！

To:The Male Chauvinist

‘BIC glue sticks are stickier!’

Associating control freaks or women who just won’t ‘let go’with ‘stickiness’may seem a tad chauvinistic.

Or is this revenge advertising by a creative who’s been dumped too many times?Or is it just me,overthinking?Ha!





To：鸟人

我看到许多许多人。少一个或多一个影响其实一点也不大。

难怪有人这样骂人：“你这个鸟人！”

To:The Birdman

I’ve met many people in this life.

Having one more or one less around doesn’t really make a difference.

It’s no wonder some would berate others:"You birdman!"





To：X 射线人

甲：“你还好吧！”

乙：“还好，医生说没事！”

甲：“我可不太好。”

乙：“怎么啦？”甲：“没穿衣服，好……冷……”

To:Mr X-Ray

A:“You alright?”

B:“Yea,the doctor said I’m .ne!”

A:“Well,I’m not.”

B:“What’s wrong?”

A:“I’m unclothed.It’s…really…cold…”





To：广告同志

当她把咖啡带上来时，真的就是这样子跪下做服务。以客为尊的态度的确让人受宠若惊。这是曼谷一家非常优秀的饭店，地址在上头。有机会到这里来度假享受服务还蛮好的。在这里可以好好思考，广告这个服务业，要如何站起来。

To:Advertising Comrades

When she brings the coffee,she kneels down to serve it,exactly like the picture.It can be extremely overwhelming and .attering to be treated like a king.This is an excellent 6-star hotel in Bangkok,and you can .nd the address above.If you have the chance to visit this hotel and enjoy their excellent service,you should.You can at the same time,re.ect upon how advertising as a service-oriented industry,can ‘stand’to do better.







To：男人，女人。

原来每一场婚宴会有多至40只鲨鱼被“干”掉。原来享用鱼翅汤是那么血淋淋的。濒临灭种的鲨鱼偶尔吃吃人，好像不是太过分！

To:Men &Women

I realised that as many as 40sharks would be killed at every wedding banquet.Enjoying shark’s .n soup can be such a ‘bloody’experience.If that’s the case,then it isn’t exactly unreasonable when this endangered species eats humans once in a while!





To：“忍”者

一个在上海工作打拼的朋友这样说：“这里的冬天好冷好冷”，自己也发现，越怕冷会让自己越冷。御寒的最佳方法是去迎接“冷”，再告诉老天：“@￥#……&，不够冷，可以不可以再冷一点!!!”

To:The Winter Sufferer

A friend working in Shanghai said,“Winter here is really,really bitter cold”and I realised that psychologically,the more I fear the cold,the colder I would get.So the best way to .ght it is to embrace it by challenging God:“$#@#%^*!Is this the best you’ve got??Come on,bring it on!Make it colder!Show me what you’ve got!”







To：自己，人

因为浪漫，决定把自己送给别人。最后因为现实，发现自己还是属于自己。这可不可以叫作“自私”？

To:Myself and Everyone Else

Being a romantic,I decided to ‘gift’myself to others.

But reality would dictate that I still belong to myself at the end of the day.Would this then be considered ‘sel.sh?’





To：寂寞人

许多了不起的画家都与他自家的风格画上等号。

一种画风可以成名一辈子。令人敬佩的是找画风的过程，肯定的寂寞、肯定的孤独。

To:The Lonely Ones

Many great artists have a signature style.Once you .nd that style –you can be famous for life.

What is most admirable in the long search for that signature style is the inexorable,inescapable loneliness.





To：装置人

“一本关于海洋的厚书”——这位装置艺术家创作时脑海中真正在思考什么及他想表达什么，我相信只有他自己最清楚。旁人只能靠想象，感受，去推敲。或者也可以什么都不管。许多人也这样子“装置”自己。

To:The Installation Artists

This is an art installation titled ‘A Thick Book About the Ocean.’What the artist was thinking of at that time and what he wished to express –only he will know.The audience can only imagine,feel and speculate at best.Or they can ignore everything.That is also another facade that some people ‘install’over themselves.
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广告不扰人

人们上网的目的很多，吸取新知识、观望全世界、八卦、聊天、社交、娱乐、购物、秀自己、晒生活……

人们上网，最不愿意也最不想遇到的，是广告的干扰和莫明其妙被营销。

网络上的广告营销要怎么样做，才不会令人厌恶和反感？

首先，我们必须认识到，我们所看到的广告传播，有百分之九十以上是烂广告，烂在没想法，没洞察，只关注叫卖，把观众当傻瓜，不断地重复旧的手法，最关键是它们都不好看，很无趣。

我们不看电视，可以把电视关掉，但是以目前的生活方式，不上网和不用智能手机，似乎是不可能的事。至少在工作上，你想逃也逃不了。

广告营销因此大量流入网络，继续叫卖，继续百分之九十以上是烂广告。不信的话，问问自己，上一次看到好广告是在什么时候？

那仅剩的百分之几的好广告，好在哪里呢？

我认为做网络广告营销，要么你有新观点，满足人们的求新欲；要么你有世界观，满足人们的求知欲；要么你很八卦、很休闲、很社交、很娱乐、很生活，满足人们现在的生活、社交和购物方式。

如果你什么都不是，那至少你得有洞察，有个性或者很好看。

要不然，你最终会什么都不是，顶多像一个花大钱当网络流氓的人，一直在干扰、强暴人们原本可以拥有的更美好的生活。

视频网站YouTube 还算客气了，每一次正式视频前面插播的广告片，会让你有权利选择关闭或观看。中国视频网站中插播的贴片广告，你想关也关不了，关闭的权利需要付费加入会员才能得到，好像在告诉你，我霸王硬上弓了，你付了钱，我会停止强暴你。的确无礼。

广告客户的压力越来越大，智慧越来越珍贵，广告人的挑战因此越来越大。这个行业吸引不了更多更有才智和创造力的人才加入，主要的原因是广告业基本上还是一个服务性行业。人们错误地认为服务业是一个被动的行业，好像服务业的座右铭总是：客户永远是对的。更多人只想被服务而少点服务人。广告业仅剩的好人才是那些心中热爱创意、热爱广告还有梦想的好孩子。幸运的话，他们会碰上少数有智慧的好客户，一起主动致力于人们所看到的那百分之几的好广告。

其他比较不幸的客户或广告人，只能比较被动地在压力和大环境下，继续努力，让广告产出好一点，不要排名末席，不要令人们反感，最终希望销售业绩有所提升。

有人说，做不了总统可以做个广告人，但《广告狂人》毕竟讲的是五六十年代的故事。广告传播将与时并进，用各种不同的方式靠近你，看到好的广告，作为一个人还是会热血沸腾。广告还是可以反映城市的文化，启发人们的思维，为人民服务。只期待在这个过程里，广告可以少一点打扰人们的生活。
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Advertising Doesn’t Interrupt

People go on the Internet for many reasons:To gain new knowledge,be informed about world events,gossip,chat,social network,be entertained or show off a certain lifestyle.

Whenever people go online,the thing they least want and expect is to be interrupted and advertised to.

How can online advertising be less intrusive and annoying?

First of all,we need to realize that 90%of advertising everywhere is bad.They are bad in the sense that they don’t possess an idea or an insight and only focus on strident selling.These bad ads treat their audience like idiots,repeatedly using old tactics to hard sell.More importantly,they are incredibly dull and boring to watch.

When we’re not watching TV,we can turn it off.But with our current lifestyles,it’s almost impossible to tune out of advertising.If we’re not on the Internet,we’re on our smart phones.There’s no escape,especially if you’re at work.

Which explains why online advertising continues to .ood the Internet with their relentless calls to buy,buy,buy.The only thing unchanged would be the 90%(or more)of bad advertising.If you don’t believe me,just ask yourself:when was the last time you chanced upon a good ad?

Which leaves us with the remaining 10%of ‘good’ads –in what way are they exceptional?

In my opinion,for online marketing to be effective,you need a unique point of differentiation in order to satisfy people’s desire for novelty.Or you have a strong global standpoint that can satisfy people’s thirst for knowledge and information.Or you have to be extremely gossipy,leisure-focused,social,bargain-centric,entertaining or lifestyle-skewed in order to ful.ll the way people shop,live and socialise today.

If your online marketing efforts have none of the above,then there should at least be an insight,some glossiness or personality to your offerings.

Otherwise,you’d just be a dull,boring online bully with oodles of cash to burn –forever invading,hijacking and plundering people’s time and psyche when they could otherwise be having a better quality of life online.

Youtube is considered polite by Internet standards,giving viewers the option to ‘Skip Ad’whenever the advertising pre-rolls come on.When it comes to the video sites in China,‘skipping ads’is a privilege that comes with a membership fee.The message they send out is clear:I’m the boss of you and I will take advantage of your time and space.Pay me and I will stop.Behaviour like this is seriously disrespectful.

The pressure on advertisers is steadily on the rise,and given the current climate –good,solid marketing sense is now more needed than ever.The challenges facing admen have also multiplied.It’s a massive task to attract better,brighter creative talent to join the industry these days,simply because the ad industry remains service-oriented.The misconception lies in thinking that service industries are passive,and existing maxims like ‘The customer is always right’don’t help the cause.Increasingly,more people want to be serviced and not the other way around.The few good people left in advertising these days,are the ones who are still driven by passion for the work,passion for their dreams.If they are lucky,they meet rare,like-minded clients who possess the sense and intelligence and together,that is when they create the magic behind the 10%of good advertising.

As for the rest of the more unfortunate clients and admen,they can only try to make the most of this passive environment,to continue trying their best to make the work better instead of going after fame and glory,to create work that isn’t annoying or repulsive…in the hope that sales performances increase.

Some people say if you can’t be President you can be in advertising.The hit TV series Madmen may have painted a colourful picture of the industry,but it was also set in the glory days of the 50s and 60s.Advertising has since changed with the times,and the methods in communicating to the consumer have since evolved too.Whenever you see a good ad,it’ll undoubtedly evoke positive emotions and create lasting impressions.

Advertising today can still re.ect the culture of a city,ignite the imagination and serve a greater purpose.

As the nature of advertising evolves,one can only hope that the negative and intrusive impact on people’s lives will also lessen.





To：局内人

“面对世界”——一个防青春痘洗面奶的广告。

创意之所以是创意，其中一个关键点是找到了不同的角度看世界。

To:The Insiders

"Face the world."A headline of a pimple cream ad.

The key element of creativity is the ability to .nd different perspectives to see the world.





To：有钱人

“早餐”

“午餐”

“晚餐”

“明天的早餐”！

一家便利商店促销广告的主题图片。让我们帮您节省吧！

我想过“土司”日子的人一定很有钱！！

To:The Rich

‘Breakfast’

‘Lunch’

‘Dinner’

‘Tomorrow’s Breakfast’!

The main theme of a convenience store’s promotional ad:Let us help you save!

I suppose people living on ‘toasts’must be very rich!





To：勇者

6月16日~22日，我在戛纳出席广告节。

阳光、沙滩、休假的好地方，来了许许多多心事重重的广告人。

成千上万的广告作品来较量，主办单位在现场一一播放时，有掌声，有嘘声。

好几场精彩的演讲，这一场题为“COURAGE”（勇气），提出创作需要勇气的想法。

戛纳参赛，除了交上报名费，也得交出勇气。

To:The Courageous

Between 16to 22June,I attended the advertising festival in Cannes.

With plenty of sunshine and pristine beaches,it’s a beautiful place for a holiday.It’s also a place where beleaguered advertising folks visit each year.

It is here that thousands of creative advertisements compete with one another.During the showcase of entries,there’ll be applauses and boos.

Amongst the few inspiring talks I attended,one was titled 'Courage.'It talked about how creativity requires bold,courageous thinking.

At Cannes,apart from advertising entry fees,now they want your guts too.





To：许多人

Andrew 是创意部一个想法奇特古怪的美术指导，这是他的自画像，在公车里头呆坐。

我问他，那时候你在想什么，他说没想什么，就是呆坐，许多人每一天也这样，只是我把它画下来而已。

他就是和许多人不一样。

To:Majority of People

Andrew is an art director from the creative department with eccentric ideas.This is his self-portrait,sitting in a bus and spacing out.

I asked what he was thinking.He said,“Nothing really.Just sitting and spacing out,like what many people do everyday.The only difference is I’ve drawn it out.”

That’s why he’s different from most.





To：创作人

创作进入了垂死挣扎阶段。脑子最需要的是休息及放松……

为了奖励脑子，“点子”出现了！

To:The Creatives

When the creative process enters the struggle phase,what your brain needs most is to relax and let go.

And when you least expect it,ideas will appear,like a reward.





To：可怜人

有趣的是自己永远没法看到真正的自己，因为眼睛长在自己的身上。顶多是透过镜子“间接”地看到映照出的“自己”。

看吧看吧！人有多可怜。

To:The Pitiful Ones

What’s interesting is that we can never see our real selves,because our eyes are on our own faces.

The most we can do is to use the mirror as a secondary re.ection to our original selves.

How pitiful humans are!





To：妈妈们

钙质帮助孩子的骨骼健康成长，卡夫芝士片提供丰富的钙质——理性的诉求却创作出感性又温情的系列好作品。

妈咪，你认为呢？

To:The Mothers

Calcium helps children’s bones grow big and strong.Kraft cheese is a rich source of calcium.A functional need is addressed with emotion,tenderness and warmth in this advertising campaign.

What do you think,Mom?





To：挑战者

有一种很爽的感觉，就是无法用言语来形容，就像“挖耳屎”这件事。

有过一个文案，是在习作上为伟大的蓝色小药丸“伟哥”起标题，画面是冲向蓝天的战斗机机头，他写道：天呀！

真他妈的传神！

To:The Challenger

There is a kind of satisfaction that words alone can’t describe,much like digging your ears.

There once was a copywriter who wrote a tagline for the mighty little blue pill Viagra.The visual was the nose-head of a .ghter jet rocketing towards the blue sky.He wrote:‘Oh God!’

Fking spot on!





To：流浪者

健身设施。

客房餐饮服务。

中央空调。

低于20美元的收费，“五星级”设施，“无星级”价位。经济饭店。欢迎订房。

To:The Drifters

Gym facilities.

Room Service.

Central Heating.

For less than US$20,you get ‘.ve-star’amenities at a ‘no-star’price.The Budget Hotel.Book now.
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接地气

最近在为几个本土大企业创作广告时，特别喜欢用“接地气”这个词和客户沟通及表达创作的意图和需要。

在百度网上搜了一下“接地气”的意思，这样写道：民间用语，大地里的力量，大地的气息。顺乎人理，合乎自然。

中国每个重要的城市都在极速发展，作为世界重要的广告市场，中国大量的广告都流于表面和形式，强迫性传达无关痛痒的资讯，已经起不了广告传播应有的效果，这其中最关键的因素是广告缺乏人性的洞察，因此难以打动人。

我觉得更传神的一种说法是，没接地气。

我对广告传播“接地气”的理解是这样的：当我们和广大的百姓沟通时，必须有本土情感和洞察，通过这些理解去打动消费者或建立企业形象，引起大众的共鸣。

我们的客户“支付宝”是中国甚至全球最大的第三方支付平台，致力于为用户提供安全快速的电子网络支付服务。中国13亿人口，有6亿人拥有支付宝账户。这是一个庞大的数字，当然这和网络购物的蓬勃发展紧密相关。

在为支付宝这个品牌打造企业形象时，我们发现虽然这是一个家喻户晓的品牌，但其品牌形象和理念却是模糊不清的。人们只知道它是一个方便可信赖的好工具。

这个时候的支付宝，极需要向大众建立清晰的品牌形象，以加强人们与这个理性品牌的感性关系。这么做的最大好处是可以增强人们对它的认同感和好感度，同时让企业理念得到清晰传播。

我们提出了从“支付”到“托付”的概念，即坚信你的每一份支付，都是给予我们的一份托付。建立在信任的基础上，“支付宝知托付”的标语因此而生。

我们也坚信，企业越庞大，社会责任感也应该相对更大。

接下来的任务，便是怎样让这一个企业理念接地气，避免自卖自夸和商业味，在传播中引起人们的共鸣。

我们决定从社会上越来越不被重视的价值观“诚信”入手，挖掘发生在中国当地的真实故事，通过三分钟的微电影，重新演绎故事主角如何坚守别人给予的托付。

重庆以挑担为生的郑定祥是我们找到的第一个故事主人公。重庆有许多批发中心，许多个体户到这里来办货，因此产生了许多廉价挑夫，他们的工作工具只是一根竹棍和一束用来绑货的绳子，大家都叫这些挑夫为棒棒军。

天性乐观憨厚的郑棒棒，有一次为开服装店的货主挑了两大袋价值万元的羽绒服，在人潮拥挤的路途中货主和他走失了，为了货主的七十多件羽绒服，他整整奔波了五天，全心全意地守护着两袋货物，没有收入，忍受着重感冒，一心只为尽快找到货主，坚守托付。

在这五天的奔波中，郑棒棒的同伴们认为他应该放弃寻找和等待，把货卖了换钱，一了百了，反正货主可能根本没想过还能找回这批货。

郑棒棒脱口而出：我缺钱不缺德！这成为记者报道后人们议论的焦点。

最终，郑棒棒找到了货主，完美又用心地兑现了承诺和托付。

短片播出后，获得极大的反响，两周突破一千万网络点击量。

接上了人气，我想，是因为接上了地气。
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A Pulse On The Ground

In my recent dealings with a few big local companies,I noticed myself repeating the phrase,“having a pulse on the ground”several times in my conversations with the client,in expressing the intention and role of what their advertising should be.

A quick check with Baidu.com on the meaning of ‘接地气’(a pulse on the ground)produced this:A local slang,the force of the earth,the pulse of the earth.The innate .ow of the people and its culture.

Every important city in China is developing at breakneck speed.China may be one of the most important markets of advertising,but a large number of Chinese advertising tends to be super.cial and lacking in depth.Most of them aggressively force useless information down people’s throats and thus,are unable to leverage the effectiveness of advertising.One of the key reasons for this is due to a lack of human insight when it comes to their advertising.As a result,they are unable to have an effect on people.

In a more apt and expressive way:they lack a pulse on the ground.

My understanding of advertising having its pulse on the ground is this:When we have to reach out to the masses and communicate,we .rst need to be ‘on-ground,’to feel the emotions and the pulse of the people in order to unearth an insight.It is only through this understanding,will we then have an effect on the consumers or some semblance of corporate identity in order to gain resonance with the masses.

Our client AliPay is China’s largest (and probably the world’s largest)third-party payment platform,responsible for providing users with safe and secure online payment services.China has a population of 1.3billion,with 600million possessing an AliPay account each.This is a colossal number and one of the reasons that has become synonymous with the boom in online shopping.

When we were creating a corporate identity for AliPay,we realised that for a brand that was a household name,people’s perception of it didn’t match up to its vision.In the eyes of the consumers,the corporate identity was vague and ambiguous.They only recognised it as a reliable tool for online transactions.

It became evident that AliPay had to establish a clear brand identity to the public,to strengthen the emotional bond people had with its utilitarian product.AliPay would only benefit from this exercise,as it would strengthen both identity and goodwill and at the same time,allow its corporate vision to be clearly communicated.

We came up with an idea that took functional ‘payment’to an emotional level of ‘entrustment.’It was a belief that for every payment you make,it represented an af.rmation of trust in AliPay.With a foundation .rmly built on trust,the slogan “AliPay,Understanding Your Entrustment”was born.

We also believed that the larger an enterprise grew,the bigger its responsibility was towards society.

The next mission was to tap into the pulse on the ground to ful.ll this corporate vision,to resonate with the masses in its communication and to avoid becoming yet another self-indulgent,cold and heartless corporation.

We decided to approach the communication from a sincere and honest angle amidst a society of eroding values.We would then bring to life true,historical stories that happened in China,told through a series of 3-minute short .lms.These .lms would re-interpret these historical stories through the lens of a protagonist upholding someone’s trust in him.

The story of Chongqing-born porter,Zheng Ding Xiang was the .rst story we found.Chongqing then was home to several wholesale centres,with many private proprietors .ocking there to do business.This resulted in several low-cost porters,their only tools of the transport trade being a simple bamboo rod and some nylon rope.They were commonly known by the nickname,‘The Bamboo Soldiers.’

The story goes that happy-go-lucky Zheng Bang Bang was tasked with a job to carry two large bags of down feather jackets worth 10,000yuan,for the owner of a clothing store.But in the crowded and narrow alleyways,he and the storeowner lost sight of each other.After he lost the owner,he continued trudging through the streets for .ve days,putting his heart and soul into guarding the two bags of clothes .lled with seventy pieces of down feather clothes.He went without income and even came down with a bout of .u but he remained steadfast in his duty,his only goal was to quickly reunite with the storeowner and return the goods he was entrusted to carry.

In the .ve days that he was in search of the lost storeowner,his comrades all felt that he should give up the wait and the search,sell off the goods and pocket the money.They’d presumed the storeowner had given up hope of recovering the goods.

To this suggestion,Zheng Bang Bang immediately blurted out:I lack money but I don’t lack morals!This line would later go down in history as the main talking point amongst reporters and journalists.

Eventually,Zheng Bang Bang found the owner.As his days as a porter went by,he continued to ful.ll every promise,every commitment with the utmost dedication and heart.

When the short .lm aired,it received an overwhelming response from the public,amassing 10million hits online within two weeks.

The success that came with tapping the hearts of people everywhere,I felt,was largely due to tapping the pulse on the ground.





To：有钱人

“运动！”穷人家的整形手术。有一位同事花了四千美元抽掉大肚腩的部分油脂，让自己看起来更帅一点。半年后由于疏于运动，已被打回原形。

明天，我要开始运动！

To:The Rich

Exercise:The poor man’s plastic surgery.

A colleague spent USD 4,000on liposuction to get rid of his belly fat in order to look more appealing.Six months later,due to lack of exercise,he returned to his old shape.

I’ll start exercising tomorrow!





To：司迪麦先生

新加坡至今还没有对口香糖解禁，少了局外人眼中的“自由”。上一次与台湾朋友碰面，他送了我一个装满各种牌子及口味口香糖的7–11袋子，礼轻情意重，我高兴了一整天。

不要再问我禁令是为什么，我已经回答了千百遍！我比较在意的是：最近可有好看的口香糖广告？

To:Mr.Stimorol

The ban on chewing gum in Singapore is still in full force.In the eye of outsiders,Singaporeans will always be deprived of some social ‘freedom.’The last time I caught up with a friend from Taiwan,he gifted me with a 7-Eleven bag .lled with chewing gum of various brands and .avours.It was a small but heartfelt gift,and left me delighted the whole day.

Please don’t ask me the reasons behind the ban anymore.God knows I’ve answered it umpteen times.What I’m more interested in is:are there any good chewing gum ads of late?





To：一个人

创作批判

智威汤逊泰国为ORANGE 电信公司制作的系列作品中，个人最爱的一则。

人与人之间可以有不同的看法及信念，但沟通让世界更美好。

原创者能够在一支普通的铅笔上看到绝不普通的创意沟通！功力深厚！！！

To:One Person

Creativity Critique

This is my favourite piece of work created by JWT Thailand for Orange,a telco company.

It points out that there can be different views and beliefs among people.But communication makes the world a better place.

From an ordinary pencil,the creator saw an extraordinary creative expression.

Now that’s some skill.Bravo!





To：非常创意人

创意总监有很多种。

有一种逻辑分析能力非常强，口才也好，但创意零蛋。

另一种，创意表现远超常人，但他就是说不清楚为什么好！

当右脑太发达的时候，左脑千万退化不得。因为要把商业艺术“卖掉”，有时候还真的需要有逻辑的说服力。

广告就是这样了！

To:The Extremely Creative

There are different kinds of Creative Directors.

Some possess strong analytical skills,are eloquent,but have zero creativity.

Some are extremely creative but can hardly explain their good work!

When the right brain is too developed,you shouldn’t let your left brain atrophy.

Because sometimes,in order to ‘sell’commercial art,you need strong,logical persuasion.

Yes,welcome to advertising!





To：伟大的客户

你可愿意冒着生命的危险，捐出一颗肾脏去挽救至亲的生命？

“说得到”与“做得到”绝对有天渊之别。

最近认识一个“做”了这件事的客户。

妹妹为了姐姐。

这叫伟大。写这一段献给我伟大的客户！

To:The Mighty Client

Are you willing to risk your life and donate one of your kidneys to save a loved one?

‘Saying it’and ‘doing it’are worlds apart.

Recently,I met a client who did it.

A little sister saving her older sister.

Now that is truly mighty and sel.ess.So this one goes out to you,my Mighty Client!





To：伟大的广告人

别忘了！！！

许多好品牌因为一个好广告而扬名。

许多广告公司因为一个好作品而风光。

一个好广告可以创造业绩，可以到处得奖。

一个广告人一年至少要做出一件好作品。

这是最低要求，也是最高指标。别忘了！！！

To:The Great Admen

Never forget!!!

Many great brands make their name with just one great ad.

Many great advertising agencies become famous with just one great ad.

A great ad is able to generate sales and win many awards.

An adman should produce at least one piece of great work each year.

It is the very least that is expected of you and also the most dif.cult target to meet.

Never forget!!!





To：被告

“是谁干掉创意？”

今年戛纳广告节的一场精彩演讲，答案有许多：

“市调干掉创意！”

“金钱干掉创意！”

“手机干掉创意！”

“团体干掉创意！”

“没有人能干掉创意，如果那是大创意！”

你觉得呢？？？

To:The Defendant

“Who killed creativity?”

This year,an interesting talk at Cannes produced several answers:

“Market research did creativity in!”

“Money did creativity in!”

“Mobile phones did creativity in!”

“The system did creativity in!”

“No one can kill creativity,especially if it’s brilliant creativity!”

What do you think?





To：城市人

第一个把熊制成玩具的人，大概没想到这玩意儿可以这样历久不衰。简直是经典。

奇妙的是买玩具熊的人，许多时候是因为被它的脸部表情感动。一个玩具熊比起一个广告更容易让人心动！

To:City Dwellers

The .rst person who turned bears into stuffed toys probably didn’t think his idea would stand the test of time.It’s simply a classic.

The intriguing thing is,people often buy teddy bears with facial expressions that touch their hearts.

Conclusion:It’s easier for a teddy bear to move people than an ad!





To：不够亮

“BRASSO”一直都标榜能把一切铜制物擦得雪亮。

创意人也一直努力如何把创意擦亮。

看清楚了，正确时间10∶52。

创意真亮！！！

To:The Not-So-Bright

Brasso has always prided itself on its ability to brighten and polish any brass to a shine.

Creatives too,are constantly working hard to polish their ideas to a shine.

So if you look carefully,the accurate time is 10∶52.

Shine on,creativity!
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用梦想骗你一辈子

我一直在从事这样的一个行业。想个好办法，怎么样把一个产品或者服务通过传播卖给需要或不需要它的消费者，而且希望卖得越多越好。同时也希望消费者对我们向他们推荐的任何产品或服务留下很好的印象。

这个行业有一个很庸俗的名字，“广告”——广而告之的庸俗。

我不知不觉中已长大的十六岁女儿，有一天突然对我说：“爸，你们这些广告人都是在用创意玩弄人们的心理，去引导和影响他们的购买决定，都是骗人的，虽然我喜欢创作，但我长大后，还真不会选择这个行业呢！”

女儿这么一说，我心里其实还是蛮开心的，小姑娘开始懂得独立思考和判断一些事情了，并且观察得还算深刻。

十六岁的小孩，上网像呼吸，看过很多烂广告，当然也看过很多优秀的广告。

她会这么说，肯定有些广告打动过她。但我相信，更多广告在差一点就打动她时，被她看穿了。

女儿所说的“玩弄人们的心理”，其实也是我们在广告创作里最需要花时间寻找的东西，是最困难也最最精彩的地方。

那东西叫：洞察。

它是关于我们怎么让消费者被自己的广告感动的原点，它击中了消费者的心态和渴望，使他们产生了共鸣。有深刻洞察的广告，说服力也相应较强，它让消费者相信其所说属实，言之有物。

前一段时间，我们为一个汽车品牌在中国推出的紧凑型SUV（运动型多用途汽车）创作广告，目标消费者为年龄在二十五至三十五之间的年轻一族，主要为第一次购车者。

这是最难被说服的一群，也是许许多多商家正在沟通的一群。目前最大的问题是，商家在和这群人沟通时所说的话大同小异，创意一般都保守安分。

我们花了很多时间寻找突破困境的方法，怎么样和这一群年轻人沟通又让他们产生深刻共鸣，让他们觉得整个传播都是为他们量身定制的。

我们做了一个大胆决定，把这群人锁定在80后，而不只是泛泛的“年轻”。这个想法在广告营销上没有先例，更何况80后又曾经被认为是最没责任心的一代、最叛逆的一代、最自私愚昧的一代。80后身上有许多标签，当年更有学者认为，他们是“垮掉的一代”。

我们想帮他们撕下多年来被贴上的这些标签。

事实上，每一代都会批评下一代，但每一个下一代都有办法证明自己的意义，这种不一样的价值，本来就不会马上被认可。

我们要做的，是找到和他们对话的方式。我们更想让80后代表80后，说出他们这一代的心声和宣言。我们找来一群80后的素人，设计了一系列属于他们这一代人的心声，让他们自然地表达出来，表达之后，他们以自己的出生年份为名，不交代真实姓名和职业。

比如：

“从小到大，身边总有一个什么都比我好的人，那就是‘别人家的那谁谁谁’。你看，别人家去了清华。

你看，别人家那谁进了世界500强。

你看，别人家那谁考上了公务员。

你看，别人家那谁结婚又买房。

我才不要成为那谁、那谁、那谁谁谁。”

广告创意选择站在消费者一边，为80后喝彩，以打动更多80后。

广告推出后，空前成功，销售远超目标，市场也认定了这是为80后量身定制的SUV，形象鲜明，个性爽朗、进取！

我们这个行业，做得好一点的，都是这样干。通过洞察创作广告，引起共鸣。

以SUV 为例，最终还是贩卖一个拥有车的梦想，让有能力的人选择在这里实现梦想，给目前还没有能力或还在考虑的消费者留下美好印象，欢迎下次再来。

我们这个行业，一直在考验你的判断力。“人为梦想而活着”是我们对消费者的最大洞察。

所以这个行业决定了，用梦想，骗你一辈子。
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Let Dreams Fool You Forever

I’ve always approached my work this way:How do I communicate a product or a service in such a way that would sell to consumers who may or may not need it?And how can I sell even more?At the same time,it would be ideal if the product or service left consumers with a good impression.

This vocation has a rather vulgar name called ‘advertising.’Why vulgar?Due to its de.nition:the widespread act of calling attention to one’s product or service or need.

My budding 16-year-old daughter told me one day:“Dad,all you advertising people are forever using creativity to play with people’s feelings,misleading and in.uencing them to make purchasing decisions.It’s all lies and as much as I love to create,when I grow up,I de.nitely won’t be choosing advertising as a career!”

When I heard what she said,I actually smiled a little inside.I was happy that my little girl was starting to employ critical thinking skills and make sound judgments.In this case too,her observations were fairly profound.

To a 16-year-old who can’t live without the Internet,she has seen her fair share of bad ads.It goes without saying that she’s probably encountered the good ones as well.From her statement above,I could tell that she’s probably been moved by some of these ads.But I suspect that just before the ad manages to win her over completely –she’s already seen through the act.

The notion that my daughter referred to in her statement,‘playing with people’s feelings,’is the one thing that most of us creatives in advertising spend the most time searching for.It is also the most dif.cult and interesting part of our work.

That thing is called:Insight.

It is the single source behind consumers’reactions to advertising –how they are moved or affected.It is the one thing that speaks to the consumers’mindset and aspiration,the one thing that determines how well it resonates.

Advertising with deep insights are usually the most persuasive ones.It adds substance and lends conviction to your message,letting people believe in everything you say.

A while ago,we were tasked to create advertising for a certain car brand’s compact SUV model.The target audience was for the young and hip 25-to 35-year-old crowd,a majority of them .rst-time car owners.

This target group is the most dif.cult to persuade,mainly because every brand out there talks to them the same way.We spent countless of hours thinking of how to cut through the noise and clutter and to reach out to the youths in a manner that would resonate with them.

So we made a bold decision –we locked on a target audience of people born after the 80s,instead of just hitting squarely on the youth segment.People born after the 80s were considered the ‘irresponsible’generation,the most rebellious,the most sel.sh and ignorant…there were plenty of negative labels.

We wanted to help them get rid of all the labels.

What we needed to do next,was to .nd the right approach in terms of dialogue.We wanted the people born after the 80s to represent their own generation.We gathered a bunch of regular post-80s people and created a series of heartfelt aspirations that represented the times they were living in.We wanted them to be the voices that expressed these aspirations,with only the year they were born in as their singular identity.No names,no occupations.

Example:

“Growing up,there would always be someone who was better than me.

It would always be,somebody’s someone has done this,this,this.

Look,somebody’s someone has gone to Tsing Hua University.

Look,somebody’s someone has gotten into a Fortune 500company.

Look,somebody’s someone has become a civil servant.

Look,somebody’s someone has gotten married and bought an apartment.

I don’t want to be that somebody’s someone,someone,someone.”

The advertising chose to stand on the side of the target audience,to cheer for the people born after the 80s,to inspire and galvanise the rest of that generation.

When the advertising hit the markets,the results were astounding.Sales exceeded their targets and the market recognised that this was a SUV that was customised for people born after the 80s.The image was fresh,the brand’s personality was rich,colourful and progressive.

In this industry,this is how it’s always been whenever we get the opportunity to create something good.We .rst .nd the insight then we create advertising that resonates.With the SUV case as an example,we were still selling the dream of owning a car at the end of the day.For those who could afford it,we were merely helping them realise that dream.For those who couldn’t afford to yet,we left them with a good impression.

In this line,our sense of perception and understanding is forever being tested.‘People live for dreams’is the biggest insight into our every consumer.

And so it will always be in this industry,that dreams will be the one thing that fool us forever.





To：专家

如果专家只做好一件事情，其他的状况都不关他事，可会哭笑不得？“我们是开锁专家，可以开启一切门锁，其他的自理！哈哈！”

To:The Experts

If an expert focuses in doing just one thing and isn’t responsible for everything else,is that something to laugh or cry about?

“We are expert locksmiths,able to unlock any door,but we’re not responsible for anything else!Haha!”











To：模特儿

在真真假假、假假真真的冲击中，创意诞生了！

为这一则模特儿经纪公司的宣传广告拍拍手！

To:The Models

When reality meets illusion –that’s when creativity is born!

A round of applause for this modelling agency ad!





To：自恋狂

只相信自己没有错，只要自己是优秀的！

只相信自己的创意也没有错，只要创意是最棒的！！！

自恋的创意人如果懂得让大家也“喜欢”你，就不会孤独了！

To:The Narcissists

If you believe that you can do no wrong,then you will be the best!

If you believe that your creativity can do no wrong,then it is the greatest!

If narcissistic creative people think that others “like”them,then they will never be lonely!





To：城市人

画家在十字路口摆放了四幅画，每个路口各一幅。不起眼的十字路口顿时成了画家的展示场。他只是洒脱地在一旁抽烟……

偶尔会有人与他交谈，也许也有交易。空间变得好有气质！

这里是纽约！

To:The City Dwellers

A painter placed four of his works at a crossroad junction,one at each junction,turning the intersection into an exhibition space.

He just stood at the corner,smoking casually…at times,people would talk to him,or even buy some of his paintings.

What was otherwise an insigni.cant space became .lled with so much character!

This is New York!





To：中间人

桥的左岸是欧洲，

桥的右岸是亚洲。

这里是土耳其的伊斯坦布尔。

我在饭店的阳台上，正打算先到左岸或先到右岸，看看这个城市的创意长得怎么样！

To:The Man In The Middle

The left side of the bridge is Europe.

The right side of the bridge is Asia.

This is Istanbul,Turkey.

Standing on the hotel balcony,I couldn’t decide which side’s creativity was more appealing for me to visit .rst!





To：上天诸神

我站在渡轮的甲板上摇摇晃晃地按下快门，拍下了自由女神像……

愿上天诸神保佑台湾平平安安，别让自由失焦！

To:The Gods

I was standing on the rocky ferry when I clicked the shutter to capture the Statue of Liberty…

May all gods bless Taiwan and not let liberty ever be out of focus.





To：勇士

广告大师尼尔·弗伦奇（Neil French）用斗牛士比喻广告作业。他认为就像在斗牛场上，我们都必须去解决存在的问题。

好比斗牛士如何漂漂亮亮地把猛牛干掉一样。

我爱广告，不爱斗牛。

To:The Brave Ones

Advertising god Neil French likens bull.ghting to advertising.On the battleground,it’s all a question of how well you survive.

Just like how the matador defeats the bull beautifully.

I love advertising,not bull.ghting.





To：动物

问：新加坡的树怎么这么好看？

答：在新加坡每棵树都各有电脑编码，方便园林局定期预知哪一个区域的树应该修剪施肥。

问：哦，就像人都有身份证号码一样。

答：动物比植物难管多了！！！

To:Animals

Q:Why do trees in Singapore look so nice?

A:They are each assigned with a computer code so that the pruning authorities can monitor which areas need trimming and fertilising.

Q:Ah,just like people’s identity card numbers.

A:Animals are far more dif.cult to manage than plants!!!
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一刻宁静

繁忙的都市人搭乘飞机出差至少有一个好处，那就是难得的一刻宁静。每一次上飞机，短则一个多小时，长则十多个小时。

自扣紧安全带的警讯响起，飞机开始滑向跑道冲入云空，你将远离城市，飞翔在三万九千尺的高空，接下来的是一段只属于你自己的不受城市干扰的时刻。

这段时间，你将不会受突如其来的电话、电邮、手机短消息的干扰，没有人能够联系到你，你也不用担心需要联系什么人。你当然不会像在陆地上那样情不自禁地玩手机发短信。我甚至认为一个城市人每天发手机短信总计超过一个小时，甚至更多。

手机是人类发明的让人受益又受苦的干扰优质生活的先进科技。在飞机上你除了坐着，上上洗手间，走动走动活动经络，最后也只能再回去乖乖地坐着，或斜坐着，好命一点的在商务仓可以平躺着，到了用餐时间吃点东西喝点饮料，就只能这样，哪里也去不了，不用应酬开会，你的下属、同事、老板、客户也烦不到你，你有最好的理由不理他们，因为你在飞机上，当然你和他们一起飞那就另当别论了。

这时间完全属于你，你没有理由没时间思考你平时在陆地上专心思考的事情。你可以非常专心地不受干扰地思考很多事，梳理很多思绪。你也可以趁这个时间整理平时没时间去整理的、乱七八糟的电脑文件，看完一些平时没时间看完的电邮，删除几个星期来堆积的电子邮件。

如果是长途飞行，你也可以一口气看完三部电影，做你在陆地上平时不容易做到的事。除非在陆地上本来就闲着没事干，要不然你怎么还有许多买了好久的影碟全都原封不动地放在家里。只因为没时间专心做这件事罢了。

能到电影院专心看电影的人越来越少了，《泰坦尼克号》我就是在飞机上看的，虽然大制作用小银幕看听起来有点可笑，但是因为错过了电影上映期，买了碟却也没时间专心坐下来，最后竟然是在空中看了。

还有……书。你肯定有买了没看的书……下一次带个一两本上飞机吧，应该很快就可以专心地看完。

有趣的是，乘飞机的一刻宁静好像就是希望你能清醒地做点事，虽然许多人是选择大睡一觉，可是，机上的睡眠质量，绝对比不上你每天睡在自己熟悉的床上，那还不如好好地利用这宝贵的时间。

飞机着陆以后，请不要急着打开手机，就不相信你迟个几分钟离开机舱就会损失几百万的商机，只因为开机后你就不能专心做许多事了。

城市人应该开始训练自己在陆地上也能有在三万九千尺高空那样的心境，让自己专心去做每一件过去不能专心去做的事，让内心随时都有一刻宁静。

本书由“ePUBw.COM”整理，ePUBw.COM 提供最新最全的优质电子书下载！！！

A Moment of Peace

Whenever busy city dwellers have to travel for business,there’s always a silver lining:a moment’s peace.Each time I step on the plane,the shortest journey would be an hour-plus while the long-haul trips would exceed 10.

When the ‘fasten seatbelt’sign lights up and the plane pulls away from the runway,surging towards the skies…you gradually leave behind the city and all of its cacophony.At 39,000feet,this moment of tranquility belongs to you and you only,far away from the hustle and bustle of urban life.

In this moment,you won’t be interrupted by a sudden phone call,email or SMS.In this moment,no one can reach you and you don’t have to worry about having to contact anyone.In this moment,you won’t be possessed by the usual urge to pick up your phone to send a message.I actually feel that the average city dweller spends too much time (over an hour a day),sending messages on his phone.

The invention of the mobile phone is mankind’s greatest gift and curse to humanity.It’s a piece of technology that has both improved and deteriorated the quality of life.

On the plane,apart from sitting,going to the washroom,walking around and simple stretching exercises,there isn’t much else to do.Eventually,you’d still have to return to your seat to sit,recline or with a little luck,lie .at in business class.When it comes to meal times,you eat a little something,drink a little something and that’s that.There’s no going anywhere,no meetings to attend,and you won’t have subordinates,peers or bosses to answer to,because what can be a greater excuse than being incommunicado,up in the air?Unless they’re on the same .ight,but that’s another story.

This time alone belongs unconditionally to you.There’s no reason to say there isn’t time to think about the things you normally don’t have time for.You can give your undivided attention and focus to many issues,and gather whole train of thoughts together.You can also use this time to do some housekeeping of computer .les,watch the movies you normally don’t have time for and clear weeks’worth of unread emails.

If it’s a long-haul .ight,you can .nish 3movies in one sitting,something you normally wouldn’t have time to do.Unless you have plenty of free time when you’re not travelling...but why else would you still have plenty of DVDs,still unwrapped in their original packaging,lying about at home?Because you simply never have the time or the frame of mind to do so.

People going to the theatre to watch movies are a rare sight these days.I actually watched Titanic on a .ight.The notion of watching a big Hollywood blockbuster on such a small screen may sound laughable,but it was because I missed the movie’s theatre run,and didn’t have time to watch the DVD I bought.In the end,being trapped at 39,000feet forced me to sit down and focus on what I’ve been wanting to accomplish on-ground,but never did.

Then there are books.I’m pretty sure everyone has unread books lying around.Next time you catch a .ight,bring along a book or two and I guarantee you’ll .nish reading them in no time.

The interesting thing is –people think that in order for the moment of peace to be productive and ef.cient,one must be fully awake and lucid.But the fact is,most people don’t ever maximise moments of lucidity but instead,choose to sleep on the .ight.But the reality is,the sleep you get on the plane won’t ever compare to the comforts of your own bed…so why not put those moments of lucidity to a more productive use instead?

When the plane touches down,please do not hurry to switch on your mobile phones.It’s highly improbable that switching it on a few minutes later will cause you to lose millions in business pro.ts.Once the mobile phone comes on,it’s inevitable that you lose concentration for everything else.

Because in between the daily hustle and bustle,this brief pause is a reminder for you to take stock of priorities;an invitation to carve out a little bit of blue sky and a moment of peace at 39,000feet.





To：急诊室

几年前，台北，秋。车子路经一家医院。

出租车司机：天气转凉了，橘子树都忙不过来。

创意总监：哇！会作诗的司机……

司机：我是说，天气转凉了，急诊室都忙不过来。

看到这图片，想起了我一个创意总监好友说过的这段趣事。

To:The Emergency Room

A few years ago,Taipei,autumn.The car passes a hospital.

Taxi Driver:The tangerine treesare getting busy changing colours as the weather turns cold.

Creative Director:Wow!What a poetic driver…

Taxi Driver:What I said was:The emergency room gets busy as the weather turns cold.

When I saw this picture,it reminded me of my good friend’s anecdote.





To：人事部

比稿只有输和赢，没有好和坏。

最好的不一定会赢，最坏的不一定会输。

这时，什么人比较喜欢和与什么人合作变得重要。

所以广告公司必须“收集”不同类的人，这样，每一次比稿，赢的机会比较大。

To:The HR Department

A pitch is about winning or losing.Not an issue about good vs bad.

The best one may not win.

The worst one may not lose.

At this point,who the client prefers to work with is the most important factor.

That’s why advertising agencies must recruit different types of people to increase their chances of winning.





To：神呀！

那天到庙里拜拜，同时碰上两个广告人。

愿神明保佑……别漏了，我是第三个。

O God!

That day whilst worshipping at the temple,I bumped into two admen.

Here’s praying that God doesn’t forget about me –I was the third one.





To：偷偷看

家里无人，怎么办？留下一只眼睛看管吧！监视器材商的一则广告，单纯直率可爱。

监视器，人类伟大的发明，捉住了人类从心底都想拥有第三只“偷窥眼”的心理，从此“针孔”越来越流行……

To:The Voyeurs

“There’s no one at home,what should I do (to keep an eye on my things)?Leave an eye behind!”

This was an ad for a surveillance camera -simple,direct,cute even.

Surveillance cameras:one of mankind’s greatest inventions designed to satisfy the innate voyeurs that we are.

Talk about the rise in popularity of the ‘peephole’lens!





To：《广告杂志》读者

到成都出席第十一届中国广告节，抽空上青城山——道教的发源地，山上幽意袭人，凉爽宁静。老道士在观外看香小歇。

圣诞节快到了，这节日已被高度商业化并跨宗教。圣诞节当然不关青城山的事，只想祝福老道士及《广告杂志》的读者们现代圣诞节快乐!!!

To:Adm Readers

Whilst visiting Chengdu for the 11th Chinese Advertising Awards,I paid a visit to Qingcheng Mountain –home to the origins of Taoism.Amidst the serenity and calm of the majestic mountains were old Taoist priests,at one with their surroundings.

Christmas is coming and it’s a holiday that has increasingly become commercialised,transcending religion altogether.Of course, Christmas has nothing to do with Qingcheng Mountain.

I just want to wish the Taoist priests and Adm readers a Merry Christmas!





To：成都访客

到成都，必访三星堆。三星堆遗址的发现，把古蜀的文明史向前推进了一千五百年，难以想象那是距今四千年前的杰作，超现代的美感。考古学家们只能继续去推断，以还原真相，相信还会有许多无解之谜。

出土的千里眼顺风耳面具好像在微笑！

To:Chengdu Visitors

When you visit Chengdu,you have to visit Sanxingdui.The discovery of the Sanxingdui ruins brings forward the origins of the Shu kingdom by 1,500years.With artefacts possessing aesthetics that are ahead of its time,it’s hard to imagine they were created some 4,000years ago.There are too many mysteries surrounding the ruins,and archaeologists can only continue to dig for the truth.

This relic mask with the all-seeing eyes and all-hearing ears seems to be smiling,as if it knows something!





To：健忘人

“Persil”colour care tablets.（宝莹颜色护理专用洗衣皂。）

发现洗衣时所产生的泡沫，是多姿多彩又艳丽无比的。发现把它应用在颜色护理专用洗衣皂广告中，是又贴切又奇妙的。泡沫终会消失，但好创意是可以留得长久的。

To:“Persil”colour care tablets

The bubbles produced during laundry are kaleidoscopic in colour and dazzling.This simple observation,when applied to an ad for laundry colour care tablets,becomes amazingly appropriate.

Bubbles will eventually burst,but good creativity can last for a long time.





To：创意距离

当市面上越来越多同类型产品的差异越来越小时，它们的广告创意差异就有必要越来越大。纯天然果汁——来自天然的“工场”这创意，一下子就与大多数其他同类品牌的创意拉开距离，这就是创意的魅力。

To:Creative Distance

As products in the market become more similar,their advertisements need to be more differentiated.

Natural fruit juice –made in nature’s ‘factory.’This creative idea immediately sets itself apart from the majority of brands marketing similar products,thus widening the creative distance.

Now that’s the power of creativity.





To：创意的卖点

产品的卖点是不伤害您秀手的洗碗液。

创意的卖点是巧妙地让两件不相关的事发生关系。

再请电脑帮个忙，让创意发光。

To:Creativity’s Selling Point

A dishwashing liquid’s selling point:gentle on your delicate hands.

The selling point of creativity is to ingeniously draw a link between two entirely unrelated things.

Then with the aid of a computer,you unleash the full creative potential of the selling point.
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把老板换掉

长江实业集团主席李嘉诚在一次商学院的演讲中谈到管理的艺术，有一段话非常令人省思，尤其是对已经当了老板，率领及管理团队的领袖有非常深刻的意义。

他说：“你是老板还是领袖？”

一般而言，做老板简单多了，老板的权力主要是来自他的地位，这或是因为上天的缘分，或是凭仗着自己的努力和专业知识。

做领袖则较为复杂，其力量源自人格的魅力和号召力。要做一个成功的管理者，态度与能力一样重要。

老板及领袖最大的差别是：领袖领导众人，促使别人自觉甘心卖力；老板支配众人，让别人感到渺小。

读到这里大家不妨停下来，想想看你的上司是你的老板，还是你的领袖？

个人认为，跟上一个老板，你最终一定没有办法发挥个人最大的潜能，即使你觉得自己好像干得还不错，当然还有一个可能是事实上你也根本没有什么潜能，只要老板照顾你，渺小一点也无所谓。

老板不太喜欢下属对自己有不同的看法及意见，有时候是因为不想浪费时间，对他来说时间就是金钱，我说了算，Justdo it!（去做就好了！）当然也可能无能下属的意见就是个屁，能力有限就没有思考的份，执行力不错已经很好了。

当老板下惯命令，以为下属都比不上自己有想法时，常常会遭遇人才流失，人才都流向领袖们的团队。

有一种现象可以印证这一点，我们常常会看到一些人在这家公司表现得好像不怎么样，但到了另一家公司却能很快地突显能力。反过来也有在东家干得不错，到西家就寂寂无闻了的。

因此自我提醒，如果在一家公司看不到前途，就得用最短的时间离开，反之用最深的努力耕耘。不确定时可以边做边找答案，千万不要永远在一个不确定的环境中做做看。

除非你的命很长。

跟对了领袖，是福气。

跟错了老板，就赶快把老板换掉。

领袖最终会培养更多的领袖，在领袖率领下的团队工作，除非你能力不足，要不然在各自能发挥所长的梦幻团队中，前途光明。

做领袖比做老板难太多了，因此领袖少之又少。做领袖的好处是随时可安心休假，因为团队能独立自主，胜任工作，因为领袖懂得培养和授权。

剩下的都是老板了，老板比较多，但不见得比较容易，他们很难放心休假，因为大家都不能独立做主，老板不在就成不了事。

最后，一起工作的员工，老板会认定他们是下属，领袖会觉得他们是伙伴。他们的能力往往决定了他们的前途，老板富他们会沾点光，就是所谓的有了一份好工作。而当领袖把公司经营强盛时，有能力的伙伴不只会发光，一不小心青出于蓝还会成为另一个领袖，把许多老板都干掉。

写到这里的时候有个朋友说，你神经病呀，干吗这么认真给自己施这么大的压力呀！世界上有几个李嘉诚呀！
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Change The Boss

In talk given at a business school about the art of management,the Chairman of Chang Jiang Industrial Group asked a question that prompted some deep introspection.It was particularly resonant for those who’d already become bosses or people currently leading or managing a team.

He asked:“Are you a boss or are you a leader?”

Generally speaking,it’s easy being a boss.A boss’power originates from his position,power that’s already predestined or something earned as a result of hard work and professional expertise.

Being a leader is more complicated.Your source of power comes from how much you can influence and appeal to people.To be a successful manager,attitude is just as important as ability.

The biggest difference between a boss and a leader is this:A leader consciously motivates people to be self-motivated and to discover their own potential.Whereas a boss only knows how to rule by dominating and making people feel small.

Let us pause now and think:Is your current supervisor a boss or a leader?

Personally,if you follow a boss,even if you think you’re doing okay,you won’t ever have the freedom to realise all of your potential.Another possibility is that you may not have any potential,and so long as the boss takes care of you,being a small fry is no big deal.

Bosses tend to be resistant to opinions or ideas that are different from theirs.Because time is money to them,they don’t like wasting it and would rather give orders with a ‘just do it’attitude.Although sometimes,incompetency amongst subordinates means it’s easier to give orders,because an average execution of the job is better than a mistake.

Once a boss gets accustomed to giving orders and thinks that his subordinates will never match his own thinking and competency,he will constantly lose his best people to the real leaders.

There is another kind of phenomenon that proves this point.Some people may only be average performers in one company,but become stars at another place.The opposite is also true –some shine at company A but become muted and mediocre at company B.

In short,often remind yourself:If you don’t see a future in a company,it’s best to cut short your losses and leave in the shortest time possible,rather than plough all your efforts into making it work.If you’re uncertain,give yourself time to .nd the answers,but don’t grow roots in an environment where you’re forever ‘uncertain.’

Unless you have all the time in the world (and a very long life).

If you follow the right leader,consider yourself lucky.

If you follow the wrong boss,then it’s best to quickly change the boss.

Leaders will undoubtedly nurture more leaders.Unless you don’t have much ability,people that work under leaders will .nd their talents .ourishing in a dream team where everyone’s potential is maximised.A team under a good leader can conquer battles and win together,creating a bright future for all.

It’s more dif.cult being a leader than it is to be a boss,which explains why leaders are few and far between.

The good thing about being a leader is that you can always take some time out for yourself.Because leaders know when to delegate authority and trust that their teams are competent and independent enough to take the lead in their absence.

The rest will just be bosses.Bosses may be more common,but it doesn’t seem like they have it easier.It’s harder to let go and take a break –everything comes to a standstill when you’re not around,because you call the shots for everything.

As for the rest of the people serving their superiors,they will always be perceived as subordinates by those who are bosses.Those who are leaders will regard them as co-workers,peers.Their potential will always be measured by how they are perceived by the people on top of them.Those who are favoured by bosses will bene.t and they will consider themselves as having a ‘good job.’But when a leader takes charge of a company and leads it to greater heights,not only will he allow his peers to flourish,some of them may surpass the leader and become leaders themselves –thereby removing the existence of some bosses.

Upon reading this article,a friend chided me by saying,“Are you crazy?Why be so honest and give yourself all this pressure?How many Li Ka-Shings do you think there will be?”





To：广而告之

泰国KohSamui小岛上的这家五星级休闲度假村，雇用了一个全职员工，每天带着小象在饭店前的沙滩散步，喂食，洗澡，玩乐，给住宿的游人带来了许多惊喜及欢乐……温情手法自然，比硬生生的广告宣传厉害多了！

To:Mass Advertising

In a .ve-star resort on the Koh Samui of Kosamui in Thailand,they have a full-time helper employed to walk a baby elephant on the beach in front of the resort everyday,as well as to feed,wash and play with it.This has brought a lot of joy and surprise to the guests…tugging heartstrings in a warm and natural way.

Far more powerful than contrived,hard-selling ads!





To：（）

留白。

只因为创意需要空间呼吸。

To:()

Leaving it blank.

Because creativity requires breathing space.





To：候机人

在北京登机后，机长报告：济南上空天气恶劣，为安全起见延飞，请乘客留在机舱内耐心等候，这时一些无礼的乘客开始不耐烦，吵闹要投诉，机内的暴风雨比济南的天气还要坏，而且持续了三个小时……

今天有点倒霉！

To:Those Waiting to Take Off

After boarding the plane in Beijing,the captain announced,“The weather in Jinan is experiencing adverse conditions.For safety reasons,our .ight will be delayed.Passengers,please wait patiently for take off.”

At this point,some unruly patients started to make a scene and threatened to .le complaints.The storm on the plane was worse than that in Jinan.And it lasted for three whole hours…

What a bad day!





To：Boss

抽个空，想想看自己是个怎么样的上司。是“老板”还是“领袖”。

老板只懂支配众人，让别人感到渺小。

领袖领导众人，让大家自觉自发甘心卖力。结果当然不一样了。

一个商界巨人的真言。

To:Boss

Take a few minutes and think about what kind of supervisor you are.

Are you a ‘boss’or a ‘leader?’

Bosses only know how to control others and make them feel small and unimportant.

Leaders lead a team and motivate people to work.The results are vastly different.

This is a business tycoon’s words of wisdom.





To：灰色

有一首歌大意是这么写的，亲爱的老师我要请你指点，您教了我们黑与白，让我现在在社会面对灰色无奈。

一直认为好创意是黑与白的，因此我们常为烂广告无奈。

To:Grey

There’s a song that goes:Dear teacher,I’d like to get your advice.You taught me the principles of black and white.Now when I face grey in society,I feel helpless.

I’ve always believed that there is only black and white when it comes to creativity.That’s why I still feel helpless when I see bad ads.





To：好学生

广告创意人Lesson1（第一课）：

学做人。

To:Good Students

Lesson 1for all advertising creatives:

Learn to be human.





To：好学生

广告创意人Lesson2（第二课）：

不减的热情！

To:Good Students

Lesson 2for advertising creatives:

Unfading passion!





To：新朋友

介绍一个朋友给大家，一个我久违了的在台北工作时的好伙伴，最近他在做一件非常有趣的事，他会非常专业地利用你提供的小衣物，做出属于你内心的小动物。陪你哭，陪你笑。创意无所不在，广告人有时候还真的得干干别的，去发挥创作的可能性。大家可以上http://myblog.pchome.com.tw/danielkl/这个网站认识他，一个叫Daniel 的好男人！！！

To:New Friends

I’d like to introduce a friend and a good ex-colleague from Taipei.Lately,he has been doing something very interesting:he fashions small clothing items provided by you into personalised small animals that best represent your character.A different kind of ‘stuffed’

toy that will keep you company through the good and bad times.

Creativity abounds.Sometimes,admen should do something different to explore the possibilities of their own creativity.

Visit http://myblog.pchome.com.tw/danielkl/to get to know a good man called Daniel!!!





To：闹钟

广告创作必须守时，因为许多人等着吃饭。创作不一定要守时，因为好创意会被不停地推翻而变得更好。

吃饭很重要的，吃得好更重要！

To:The Alarm Clock

Advertising creatives must be punctual,as there are other people in the of.ce that have to make a living as well.

Creativity doesn’t always have to be punctual,because creativity takes time.

Making a living is important.Living a good life,even more so!
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沉淀的空间

在悉尼拍摄广告片的第十三天，我和我的美术指导A 的一段对话。

N：其实这个地方我们来了两次，为什么我们来两次？

A：哦……因为我们来悉尼后，只对这条街跟这家书局比较熟悉，哈哈……

N：两三个小时的工作空当，来这里应该不错。

N：虽然大家都有爱购物的天性，后来也发现其实悉尼没什么东西可买的，但比较有趣的是，这里每一条街除了有各种各样的购物小店，好像总会有一两家小书局，就像这家书局一样……

A：但你有没有发现，其实我们根本没买太多书，好不容易在上家书局勉强挑了本59.9澳元的书，还是关于人体素描的工具书，同样的书上海便宜一半。

N：你也说过你花在买书跟CD 上的钱是惊人的，虽然你也经常上网……不可否认，书还是有魅力的。我觉得城市里面有书局，是让城市里的人有了更好的空间，这里的咖啡比上海跟新加坡的都好喝。

A：看来书局里最大的赢家是卖咖啡的，而不是卖书的。

N：所以开一家书局来卖咖啡……

N：书局给我的感觉是：没有你需要的书，只有你想买下来的书，我上次在诚品买了十多本小说、散文，以及一些工具书，但这半年来都没翻过，常常这样——疯狂的占有欲。

A：我也是，哈哈哈……

N：我记得以前有个同事，他读大学时把图书馆里八千多本书都看完了，我想他一定是没女朋友！

A：诚品跟这里有什么区别？

N：诚品很大，是企业式，这里是家庭式。

A：我更喜欢这里……

（突然我们的对话被一个澳大利亚老头打断，他说：“我会说普通话，‘工作不好，睡觉好’。”）

A：突然发现这里有很多老年人，为什么？

N：这里现在是冬天，公园太冷，哈哈哈，又多了一个来书局的原因……

A：……

N：你有没有发现，我们这次来这家书局，除了吃午饭、写这篇稿子、上网之外，一本书都还没翻过。而且，这里还有不少人在上网。不是说，翻书比上网更有感觉吗？

A：哈哈哈，书局显然没它本身该有的实用性，现在它更多的是消遣空间。

N：更像沉淀空间……

A：对，沉淀完了，该去看导演剪片了……

N：睡觉好，工作更好！！！
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A Space To Recharge

This is a conversation I had with my art director A,whilst .lming on location in Sydney.

N:We’ve been to this place twice,why is that so?

A:Well…since we’ve been to Sydney,we’ve only been familiar with this area,and this bookshop…haha.

N:I suppose it is a nice place to be in the middle of a 2,3-hour work break.

N:Even though it is in everyone’s nature to love shopping,you eventually discover that there really isn’t anything to buy in Sydney.But what’s more interesting is,on every street you’ll .nd different shops selling a multitude of things,but there’ll always be one or two small bookshops,just like this one we’re in…

A:Yes,but do you also realise that actually,we haven’t bought that many books here.We’ve only picked out AUD 59.90worth of books after much deliberation,reference books relating to sketching the human form…stuff that we can get back in Shanghai for half the price.

N:You’ve also said that the amount of money you spend on books and CDs is alarming.Even though you do online shopping,you cannot deny the power and charm of books.I feel that the purpose of bookshops in a city is to give city-dwellers a better living space.Even the coffee here is better than the ones back in Shanghai and Singapore.

A:Looks like the real winner at bookshops isn’t books,but coffee.

N:So let’s open a bookshop to sell coffee…

N:The feeling that bookshops give me is this:There aren’t any books that you really need,but rather,books that you simply have to buy.The last time I was at Taiwan’s Eslite,I bought over 10.ction and non-.ction titles together with a few reference books…and after half a year,I still haven’t opened them to read!It’s always the same old story,forever madly coveting books.

A:Me too,haha…

N:I still remember a colleague once telling me how he’d had read all 8,000books in the library while he was still a student!I think he probably never had a girlfriend then.

A:So what’s the difference between Taiwan’s Eslite and this bookshop we’re in?

N:Eslite is big,it’s an enterprise.This is an independent,family bookshop.

A:I prefer it here.

(An old Aussie guy suddenly interjected:“I know how to speak Mandarin,‘Work isn’t good,sleep is better!’”)

A:I suddenly realised that there are a lot of old folks here…why is that?

N:It’s wintertime and the park is probably too cold…another compelling reason for a bookshop.

A:…

N:Do you realise that since we entered this bookshop,apart from having lunch,writing this article and logging on to the Internet –we haven’t browsed a single book?Also,look at the number of people on the Internet here.Didn’t we say that browsing books is more of an experience than getting online?

A:Haha,looks like the original function of a bookshop is lost.Now more so than ever,it’s a space to while away time.

N:More like it’s a space to recharge,to rejuvenate.

A:Yes that’s right,so we’re done recharging here,let’s go check on the director’s of.ine edit!

N:Sleep is good,work is even better!





To：人人

虽然有点不起眼，但吃过他家考番薯的都说美味可口，在这里就义务为他卖个广告，他无须知道。

口碑，不用花钱的好广告。

To:Everyone

Even though they might not look like much,every person who has tried his roasted sweet potatoes say they’re delicious.I’m spreading the word for him here,but he doesn’t need to know.

Word of mouth –good advertising that costs nothing.





To：客人

曼谷有一家广告创意人开的餐厅，服务生们的制服上都印有各式各样有趣的问候语，有一句是：人生苦短，有谁还要更多甜品吗？

我要！

To:Patrons

There is a restaurant in Bangkok opened by an advertising creative.The waiters’uniforms have a variety of interesting questions printed on them,for example:“Life is short,more dessert anyone?”

Yes,please!





To：《广告杂志》

“性侵害者大多数是受害者所信赖的人。”

这是一个事实。

用“最后”的晚餐来比喻这个事实是高明的？还是具有争议的？

不论怎样，它肯定是在这个社会问题上难得能令人反思的好作品。

To:Advertising Fellows

“Most women are raped by someone they trust.”This is a fact.

Is the analogy between this fact and ‘The Last Supper’a wise one?

Or is it controversial?

In any case,a good,thought-provoking ad on such a sensitive social issue is certainly hard to come by.





To：犯人

听说英国著名服装品牌Fcuk 的这个创意，是有人在传真文字上拼错字发现的。

有时候犯一次大家都认为的错，可能造就顶天立地的大创意，做了一百次大家都认为是对的创意，只是把事情做完，并没有做好。

To:People Who’ve Made Mistakes

Word has it that the creative origins of UK’s famous brand,Fcuk,came from a misspelt fax document.

Sometimes,something everyone considers a mistake can give birth to a groundbreaking idea,whereas executing a hundred creative ideas that everyone considers right is just getting things done,rather than getting them done well.





To：城市人

一个优秀的创意想法，可以持续不断地让更多创意人参与，还自然形成了一种文化，更令人兴奋的是它美化了许多城市。那天看见知名的创意艺术CowParade 静悄悄地来到了上海的复兴公园。

To:City Dwellers

A great creative idea should have longevity and continuously allow for user participation,eventually becoming a part of culture.

What is more exciting is its ability to beautify many cities.

The other day,I spotted a cow from the famous public art event Cow Parade,which had quietly landed at Shanghai’s Fuxin Park.





To：自由人

网络游戏世界令人着迷的最大因素，不应该只是“好玩”而已。它让人们实现在现实世界中不能做到的事，在虚幻中得到最大的心理满足。刺激了网络游戏设计创作无限的创意空间。一个真正自由的虚幻天地。

To:The Free Man

The greatest appeal of online games isn’t just about ‘good fun.’It is to allow people to realise their fantasies and to derive the greatest satisfaction in a virtual environment.This is the spirit that inspires online gaming to continuously explore the unlimited creative space.

Virtual reality:A space that is truly free.





To：饕客

谢谢孙大伟兄指路，才吃到了这么好的牛肉面。自信的老板亲自在店里主持大局，他坚持生意再好也不加长营业时间，坚持两年不开分店，以确保厨房管理到味，坚持质而非量。一个好理念，一家好店。它叫史记，在民生东路2段60号。

To:Gourmands

Thanks to my mate David Sun’s directions,I had the opportunity to taste some fantastic beef noodles.

The self-assured owner is always there to make sure things are going .ne.He remains .rm in keeping with the existing opening hours,refusing to extend them no matter how good business becomes.For two years,he has refused opening another branch in order to ensure a .rm quality control over the food,valuing quality over quantity.

A great philosophy,a superb eatery.

It’s called ‘史记,’located at No.60,Sec.2,Minsheng E.Rd,Songshan Dist.,Taipei.





To：许多人

因为世界太复杂，有独特想法的人会越来越少，有想法又有能力让想法成形的人更少。

所以好看的广告越来越少，不好看的广告越来越多。

To:Many of Us

The world is too complicated.There are less people with independent thinking and even less who can think independently and make their ideas happen.

Hence,there are less and less good ads and more and more bad ones.





To：年轻人

李宗盛在上海开了一场演唱会，回味无穷。

如果你太年轻，可能对他的歌不会有兴趣，如果你新入广告文案一行，不妨去看看他写的歌词，很厉害！

如果当初他入行做广告，不知道会不会是我们的广告大师。

To:The Youth

Jonathan Lee gave an unforgettable concert in Shanghai.

If you’re too young,you may not be interested in his songs.If you’re a new-to-advertising copywriter,you may like to check out his lyrics.Powerful stuff!

I do wonder if Lee had chosen to work in advertising,would he have become one of our advertising greats?
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解码

心爱的铝制行李箱号码锁又出现了故障，预先设定的三个锁号不知何故，在上锁后自动跳号，无法用原号解锁。

上一次全家旅游时，也出现过同样的状况，手巧的女儿通过贴耳听锁调号的方法，确认每一个开锁号的对齿声音，是和同排另外九个不一样，连续听准三排的锁号定位后，只用了两分钟，便把乱码锁打开了。

而这一次再出现同样的状况，却是我单独出差，在机场出发前，尝试用同样的方法，听锁听一个多小时，没有成功。心里想着，再打不开，我可以毁了这个锁，但回程会很麻烦，毕竟这箱子太大，必须托运。向保安借用国际标准保安钥匙，得到的答案是上海机场没有，即使保安有，也不能借，因为这种钥匙是国际保安专属。

心里开始有点急，盘算着也许下飞机入住酒店后，在房间更安静的环境试试，机会大一点，机场毕竟太嘈杂。如果再不行，便送给当地代理商处理，或毁锁之后回国把行李送到维修部，换个新锁，反正这牌子是永久保修的。

但是心里有一个声音说：不能失去耐心，用激烈的方式毁锁，收拾残局也很麻烦。重点是这个锁一定打得开，只要找对那三个新号码组合，只要能听到它们三个正确锁号的异音，问题就解决了，这不是很简单吗？

飞机抵达目的地后，拉着行李箱直奔酒店，房间的确非常之安静，我把行李抛到大白床边，坐在地板上，身体调整到一个舒适和最可以耐久的姿势，让左耳的高度正好能贴近密码锁，右手拇指和食指在一排排的锁号上一格一格地移动，一格一格地听，的确听出它们的不同，咔嚓、咔嚓、咔嚓，三分钟不到，乱码锁被打开了。

幸好没有冲动毁锁。

密码锁，它自身能力只有“上锁”和“解锁”，它给你的答案，只有“Yes”和“No”。每一天，有成千上万的人在使用它，要求它。近几十年来，它没有被改变，这种应用在行李箱的功能，好像也没有必要做太大的改变，除了为防恐增设的国际开锁孔。它是理性和功能化产品，安全、保险，只有开和关，不需要也没有必要有创意和情感诉求。

消费者对行李箱这个东西功能的期待，不像智能手机这类创意型产品，可以为了创新而开发出各种开锁方式，包括指纹识别开锁技术等等。

智能手机是个竞争激烈的行业，需要通过创新去得到关注和自我提升以面对竞争，行李箱的创新则更多体现在材质的研发和设计上，锁的功能只是实用，对产品的竞争好像起不了太大的作用。

有趣的是，关于创意和创新，很多人会用“thinkout of box”或是“unlockyour mind”来做创新的原则，其中的最大意义是解开既有的规则，不守成规，便有可能找到新的创意方式。而我认为真正要做到unlock，其实很难，因为用”锁”来做出发点本身就已经受到了锁的限制，因为”锁”的存在本身就是“保守”的，是追求“安全”的，而创造力的最大敌人就是“保守和追求安全”。许多创作的失败源自求不犯错，playsafe（打安全牌）。

世界上有太多优秀的创作，看起来不像大家心目中本来的样子，但功能还是存在。这和安藤忠雄的光之教堂不像传统教堂的道理一样。因此，椅子可以不像椅子，榨柠檬器可以像外星船，不像广告的广告只要功能和洞察还在，每年都得大奖，比如知名的澳大利亚地铁安全广告“dumbways to die”（愚蠢的死亡方式）。

行李箱密码锁这个老创意被革命的日子，或许来临了。
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Breaking The Code

The combination lock on my beloved aluminum luggage case had once again,malfunctioned.The 3numbers I had preset earlier,jumped for no apparent reason upon locking and I was locked out.

The last time I went on a family vacation,the same thing happened.My quick-witted and resourceful daughter used her ears to listen to the clicking sounds and identi.ed that every number possessed a unique clicking sound –each of the 9numbers all different.After 3rounds of clicking and turning and listening,in 2minutes,she deciphered the jumbled-up combination and opened the lock.

Except this time when it happened again,I was alone on a business trip.It was at the airport before departure and I tried the same method of ‘listening’to decipher the right combination.After an hour,I was still unsuccessful.I thought to myself,if I don’t manage to open the lock,I may break it but then the return journey would be too troublesome –I’d have to lug this huge (broken)luggage back.So I went to airport security to ask if I could borrow the universal ‘master’keys.Alas,Shanghai airport security did not have them,and even if they did,they couldn’t lend it to me due to international security reasons.

I started to panic a little and contemplated on trying the same ‘listening’method upon my arrival.Perhaps in the quiet of the hotel room I would have more luck,being away from the chaos and noise of a bustling airport.If that still didn’t work,I would send it to a local representative luggage retailer to .x.Or break the lock and send it for repair upon my return.After all,this brand had a lifetime warranty.

But a voice inside my head said:Don’t lose your patience,because once you break the lock,cleaning up the mess will be more troublesome.The important thing to remember is that this lock can be opened.It’s all a matter of .nding the right new 3-number combination,to listen out for the 3unique locking sounds against the grooves and the problem would be solved,right?

The moment I landed at my destination,I headed straight for the hotel.In the stillness of the hotel room,I tossed my luggage onto the white,welcoming bed and sat on the .oor.I got into the most comfortable position and cocked my ear to the same level as the combination lock,listening intently as my right thumb and index .ngers turned the combination wheel groove by groove.As I listened,each number indeed had its own unique sound.Click,click,click –in no less than 3minutes,the muddled combination lock opened.

Thank goodness I didn’t break the lock on impulse.

When it comes to combination locks,it only has two functions:Lock and Unlock.Essentially,the only answers it can give are Yes and No.Everyday,millions and billions of people use it and need it.In the past few decades,it hasn’t changed.For a simple function on a luggage case,a radical change doesn’t seem necessary.

It is only with the advent of security fears in the face of terrorism,have locks been given an additional international lock interface.On its own,it is a practical and functional product.Safe and secure,with only lock and unlock features,without any need or demand for creativity or emotions.

The expectation that consumers have of luggage combination locks is vastly different from the expectation on something like a smart phone.The latter is a creative product,and it can innovate new methods of security to lock and unlock,including the use of biometrics etc.

The smart phone category is one that is rife with .erce competition.It’s a category that constantly requires innovation and self-improvement in order to stay competitive.The innovation in the luggage category lies in R&D and the material used in its design.The luggage lock’s purpose is purely functional and doesn’t add to the competitiveness of the overall product.

The interesting thing is,when it comes to creativity and innovation,many people use ‘Think out of the box’or ‘Unlock your mind’as guiding principles to create.The essence of these two phrases is a call to break free of all rules,to be nonconforming in order to discover new ways of creation and innovation.

Personally,I feel that it is a dif.cult task to ‘unlock.’Because with the notion of ‘locking,’its starting point is already de.ned and limited.The notion of ‘locking’is intrinsically conservative;its purpose built around the concept of ‘being safe.’Whereas the greatest enemy of creativity is ‘being safe and conservative.’Which is why a lot of creative work fail as they err on the side of caution;a tragic result of ‘playing safe.’

There is plenty of creativity in the world that isn’t what people would normally expect,but they still do the job in terms of function.Like Tadao Ando’s famous architectural piece,the Church of the Light,where it was built in an architectural manner quite unlike traditional churches.

That being said,chairs don’t have to resemble chairs,lemon juicers can look like spaceships,ads that don’t look like ads but still have an insight and functional message will continue to sweep the big awards year after year,just like the famous Australian campaign for Metro Trains –Dumb Ways to Die.

As such,I wouldn’t be surprised if the humble luggage lock is due for a revolution.





To：寻梦人

解梦的人相信，梦有维持人体生理和心理平衡及提供资讯认识自己的作用。

梦到长颈鹿是告诫你少管闲事，梦到孔雀是警告你不要太自负太自信，梦到母猪是表示财物将积少成多，祝大家有个大母猪美梦！

To:Dream Chasers

Dream interpreters believe that dreams can help maintain a healthy physical and psychological balance,whilst allowing us to learn more about ourselves.

Dreaming of giraffes mean you should mind your own business.

Dreaming of peacocks mean you shouldn’t be too self-important and cocky.

Dreaming of mother pigs mean you will accumulate wealth.

Here’s wishing everyone dreams of big mother pigs!





To：过客

听说这家店的老板还有另一家店叫“那里”。

创意让这两家店更有个性，让过客们留下更深刻的印象。

让生活更有乐趣，创意万岁！

To:Passers-by

I heard that this café’s owner also has another cafénamed ‘There.’

Creativity gives these two cafes more character and their customers a more memorable experience.

Life becomes more colourful as a result.Long live creativity!





To：摘星人

是谁有这么大的胆识和眼光，用钢铁铸造流星，让它从这座意大利百年体育场中脱颖而出，历史和现代的时光冲击，让创意是新旧元素的重新组合这个说法，更有说服力。不是吗？

To:Star Catchers

I wonder who had the guts and vision to build a meteor out of iron,and make it stand out outside a 100-year-old sports stadium in Italy?This collision of history and modernity feels more persuasive than the usual combination of the old and the new,isn’t it?





To：寻梦人

我有一个泰国同事，一直有个梦想到东京旅游，最后终于克服困难成行了。把九天行程中的点点滴滴感受，写成了一本小书，特别受欢迎，已再版五次。他认为梦想是要用自己的双脚实现的，所以他给书取了个名字，叫“东京没有脚”！

To:Dream Chasers

I have a colleague from Thailand who has always dreamed of travelling to Tokyo.In the end,he overcame several barriers and realised his dream.He wrote a mini book documenting his 9-day trip.The book became a hit and has since been reprinted .ve times.

He believed that in order to make our dreams come true,we must use our legs and walk the talk.

And so he named his book:Tokyo Has No Legs!





To：创业者

“面包新语”的创办人说过：即使你有大笔资金创业，要成功，少不了有能力的执行人和创业的创意。

只有独特可行的创意，才会让生意有成功的机会。只要你有创业的好创意，资金不会是最大的难题。

To:Entrepreneur-to-be

The founder of BreadTalk once said,“Even if you have substantial capital to start a business,you may not necessarily succeed unless you have capable staff and a creative business mind.Only unique and appropriate creative ideas can make business success possible.

As long as you have great creative business ideas,capital wouldn't be the biggest challenge.”





To：城市人

走进了徽州一个没有广告污染的百年老村，看到了这则保健布告，看起来简陋，可细读之下发现有许多对城市人有用的保健知识，城市人并不一定会知道的。比如不能等困了才睡觉，少吃盐等于补钙，如果布告也是一种广告，这一则肯定比许多造作的公益广告更有益，好多了！

To:City Dwellers

I visited a hundred-year-old village in Huizhou,a place free of ad pollution and saw this health bulletin board.It looks simple and unre.ned,but upon closer inspection,you see many useful healthy tips that city dwellers may not be aware of themselves.Like,‘Don’t wait until you’re sleepy to go to bed’and ‘Eating less salt means restoring calcium.’

If this bulletin is considered a type of advertising,then it is far more beneficial than many other pretentious public service advertising!





To：跟风者

离开桃园机场，我心里在想：和上海的浮躁比起来，台北还真是一个蛮休闲的城市，人少了，车少了，消费低了，一些新的市容规划素质高了，没变的是台北人一样的热情。创意人其实并不一定要跟风地往大陆去，追求创作，现在的台北其实空间很大！

To:The Blind Followers

As my plane took off from Taoyuan Airport,I thought to myself,“Compared to the restless Shanghai,Taipei is quite a relaxing city with fewer people,fewer cars and a lower standard of living.While urban planning has modernised the city,the warmth and hospitality amongst Taipei people still remains the same.”

Creatives don’t really have to follow the trend and move to China to pursue a career.Nowadays,the space and opportunity that Taipei offers is abundant!





To：美食者

梧桐，是上海新开的一家法国菜餐厅，主厨Justin 有一个经营理念，他认为客人每一次在离开餐厅之后，都应该有一些难忘的美食体验。

我自己的确亲自感受到了。建议你如果到那里，只自选爱吃的主餐，让Justin 为你备组前菜、甜品及美酒。你会感受“一个好理念，造就一个成功的经营”这个道理！

To:Gourmands

Buttonwood is a new French restaurant in Shanghai.Its head chef,Justin,has a business vision.He believes that each of his patrons should leave the restaurant with an unforgettable dining experience.

I had the honour of experiencing it for myself.I’d suggest anyone visiting Justin to order a main course of your choice and let him choose the starter,dessert and wine for you.

Then you’ll experience how a good vision can create a successful business!





To：无头人

“无头猪”，简约、另类、可爱又极具创意，是一个叫CrazyDoll 的广告美指设计的礼品，当初客户要的只是一张春节促销海报。

创意可以让原本的决定变得更精彩。曾经看过CrazyDoll 穿着一件被剪掉裤头的牛仔裤，然后再把裤头当饰物穿在身上，奇特好看又有意想不到的时尚效果，真Cool！

To:The Headless Man

‘The Headless Pig’–minimalistic,unconventional,adorable and creative.It’s a Chinese New Year gift designed by an advertising art director called ‘Crazy Doll.’The client’s brief was only for a Chinese New Year promotional poster.

Creativity can transform what is originally plain and boring into something much more exciting.I once saw Crazy Doll wearing the top portion cut out from a pair of old jeans,and wearing the rest of the denim material as accessories.It was strange,yet interesting and surprisingly stylish.Utterly cool!
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你的年薪有多少？

在南京大学给广告系的同学讲创意的由来，并讲解和分析实战案例，在课程最后的发问环节，一个女同学第一时间举手，提出的第一个问题是：“像老师这么成功的广告人，年薪有多少？”

这一群大学生，都是90后，我怎么也想不到，他们会这么直截了当地问出这样一个我们可能会觉得无礼的问题。

当时脑子里的第一个念头是，我一定要记得，回去告诉我两个90后的女儿，不能问别人年薪有多少这类问题，因为这是隐私。

第二个念头是，这，难道又是教育和生活价值观的问题吗？还是因为普遍没有宗教信仰，都把金钱当信仰了？

我的第三个念头才是回答她：“我的年薪，和你爸爸一样，永远觉得少。”

的确，我们总觉得，收入永远都比别人少，钱好像永远不够用。

大学的同学对广告行业的收入发问，更多的是关心自己修这个专业的“钱”途问题。显然，他们没有意识到，广告这个创意和服务性行业，并不属于高收入行业，至少它比金融、科技或投资性行业可能带来的回报要低。广告这种顾问性行业，又好像比不上医生或律师那样具有学术性和权威性，广告专业，并不以学术文凭论专业资格。

从美国广告行业开始蓬勃的20世纪二三十年代开始，世界上许多优秀的广告人，在做广告之前，都不务正业或者不修正业。他们有些是学文的，有些是学理的，有些当过记者、律师、教师、画家、推销员，甚至有的当过流氓或小贩、开花店等等。在那个时候，广告的任务是单纯的广而告知，即大家来想办法把商品卖出去，只要有本领，不管你本来是什么专业。

那个年代，产品的同质性和选择空间，不像现在竞争这么激烈。海报广告特别受欢迎，多是手绘的，内容一般为一个大标题、一个副标题，一个或两个人物在用广告产品，以及一个产品的大特写，也许还有一个产品价格的显示——整个海报就是告诉你产品的好处和这是你的最好选择。

有句老话这么说：广告没有火箭科技，广告就是生活。

广告圈也因此流传了许多美丽故事，包括1935年美国经济萧条时，李奥·贝纳先生在芝加哥创立了李奥贝纳广告公司，当时许多人都不看好广告业，嘲笑他开广告公司最终必流落街头卖苹果。

李奥·贝纳最终不但没有流落街头，还成为世界广告教父之一。他的成功并非偶然，是他对广告创意这个行业的洞察以及理想和热爱促成他的成功。李奥·贝纳后来成为芝加哥广告业的领导者，同时也是美国乃至世界广告界的权威，创造了许多广告经典，包括著名的万宝路香烟牛仔形象。他的许多传奇故事和名言流传至今，影响了许多广告人。

全球所有的李奥贝纳分公司，都会在公司前台放置一篮苹果供客人食用，以纪念当年的创业故事。

李奥·贝纳留下许多激励后进的名言，最有名的几句是，“伸手摘星，即使徒劳无功，亦不致一手污泥”“每一样产品本身都具有它与生俱来的带有戏剧性意味的故事，我们的第一件工作是去发掘它，并用它来赚钱”“将你自己埋入那个主题，像一个疯子那样工作，喜欢、尊重并服从你的灵感”。

许多还在广告圈并热爱这个行业的人，能够有所成就或没有放弃这个行业，其实和年薪多少没有关系，而是热爱。

如果你现在像那位女同学一样问我：“年薪有多少？”我也只会说：“和你一样，永远都觉得少。”

因为，我也深信，钱是赚来花的，没花掉就不是钱。热爱你从事的工作，最终，一定有钱够你花，不论多少。

本书由“ePUBw.COM”整理，ePUBw.COM 提供最新最全的优质电子书下载！！！

How Much Is Your Annual Income?

I remember giving a lecture at Nanjing University about the origins of advertising.After some discussion and analyses of case studies,at the Q&A end of the lecture,one girl was the .rst to put up her hand to ask,“How much does a successful ad person like you make in a year?”

This group of university students was born after the 90s.Never in my life did I dream that they would be so direct as to ask what many of us would consider an insolent question.

The very .rst thought that entered my mind was:I have to remember to tell my 2daughters (both born after the 90s),that they should never ask someone private questions like those of the ‘annual income’variety.

My second thought was:Did this have anything to do with upbringing and values?Or was it a general lack of any religious belief,with money being worshipped as religion?

My third thought was to respond to the student:“My income is the same as what your Dad makes –forever too little.”

Indeed,we’re always lamenting how little we earn when we compare to others,always lamenting that money is never enough.

Whenever junior college students have questions regarding the remuneration of the advertising industry,their main concern about pursuing this subject will always be about its career prospects.Evidently,they don’t think that a creative and service-oriented industry like advertising can be a lucrative career.When compared to industries like .nance,science and technology,the returns would seem comparatively low.Advertising,as a consultative profession,would still pale in comparison to the medical or legal industry in terms of academic and authoritative stature.It’s mostly to do with the fact that advertising doesn’t require the same level of academic quali.cations.

Since advertising’s humble beginnings in America,from its golden years in the 20s-30s till today,many outstanding admen did not hold proper or professional jobs prior to becoming admen.Some were even engaged in shady businesses.Some studied the arts,others schooled in academia.Some were journalists,lawyers,teachers,artists and salesmen.Some were even hooligans,peddlers,.orists,etc.Because the role of advertising back then was pure and simple:to inform on a mass scale.The end goal was to shift products off the shelves,and as long as you had the ability to think of ideas to do so,it didn’t matter what your background was.

In those times,product differentiation and selection were hardly anywhere close to today’s intense competition.Print advertising was the most popular form and majority were hand-drawn with a headline,subhead,one or two people using the product,maybe a close-up of the product and perhaps a starburst at the side,indicating the price.Everything to tell you the bene.ts of this product and why it’s your best choice.

There’s an old saying:Advertising isn’t rocket science,advertising is life.

Which is why advertising is also full of beautiful stories and legends.Take the story of Leo Burnett for example.In 1935,amidst America’s economic depression,a man named Leo Burnett set up his advertising agency in Chicago.Opening an advertising agency in the middle of the Depression caused a lot of talk and people mocked him,saying it wouldn’t be long before he would be selling apples on the street.

Not only did Leo Burnett not wind up on the streets,he became one of the Godfathers of advertising in history.His success was hardly accidental,but one that was built on strong consumer insights,idealism and passion.Leo Burnett went on to become a leading name not only in Chicago’s advertising scene,but also in America and throughout the world.He created several advertising classics,including the legendary Marlboro cowboy.Many of the stories and legends surrounding Leo Burnett the man still live on till this day in.uencing countless of admen and women around the world.

Today,in every Leo Burnett of.ce around the globe,there is a basket of apples at the reception for visitors as a symbolism for Leo Burnett’s hospitality and success;also a reminder of the story of the agency’s origins.

Leo Burnett also left behind several inspiring quotes,the most famous of them being:“When you reach for the stars,you may not get one,but you won’t come up with a handful of mud either”“Every product is born with an inherent drama.Our .rst job is to .nd the drama –then use it to make money”“Steep yourself in your subject,work like hell,and love,honor,and obey your hunches.”

A lot of people in this advertising circle who love their job and have become famous or are still around today,don’t owe it to the salaries,but the passion.

If you’re going to be like that student who asked me,“How much do you make in a year?”My only response will be:“As much as you –forever too little.”

Because I .rmly believe,money is earned to be spent.Money that isn’t spent,isn’t considered money.And in this line,as long as you have passion for the job,the money will always follow.





To：夜归人

在上海外滩五号一家餐厅的阳台上放眼望去，夜的黑一点也斗不过城市耀眼的光彩浮华，城市人还在为五斗米奋斗吗？还是还在摸索自己与城市的价值观差异？只有真实地面对自己，才能找到奋斗的目标，活得精彩有意义，即使夜深了，霓虹灯消失了，夜不黑！

To:The Night Birds

I was standing on the balcony of a restaurant at No.5,The Bund in Shanghai,looking out into the city.The glittering cityscape shone through the darkness of the night.

I wondered:Were people still up,.ghting to make a living?

Or were they still searching for the right balance between the city’s values and their own?

Only when you’re true to yourself,will you find a purpose worth fighting for and lead a meaningful life.Even when darkness descends and all the neon lights disappear,the night will never be dark!





To：美食者

El Bulli 是西班牙靠海湾的一家举世闻名的餐厅，一年只营业六个月，每年要求订位的次数超过六十万，其实不营业的另外六个月，厨师加上化学家和工业设计师们，都在自己的实验工作室，开发研究新菜式，追求原创，认为新科技烹饪就像人类其他进化一样重要和有意义。

To:Gourmands

El Bulli is a world-renowned restaurant located along the coastline of Spain.It only opens six months a year and it receives over 600,000bookings annually.

In fact,during the six-month closure,its chefs team up with chemists and industrial designers to experiment and create new dishes in the name of culinary innovation and originality.

They regard cooking with new technology to be just as important and meaningful as other evolutions in human history.





To：老外

他是我合作过的一个欧洲名导演，不只专业上优秀，为人更是和蔼热情，在中国拍片时完全没有一些老外导演的莫名优越感。

看他在拍片的空当晚餐时间，也不介意吃便当，虽然想安排他上餐馆。国际专业本土融合，其实决定了外国兵团的成功，不是吗？

To:Foreigners

This is a famous European director I once worked with.Not only is he great professionally,he is also a warm,kind and passionate man.When he was shooting in China,he showed no signs of the inexplicable sense of superiority often exhibited by other foreign directors.

It was dinnertime on set,and even though we’d arranged a restaurant dinner for him,he didn’t mind eating a lunchbox together with the rest of the crew.

The success of foreigners on local grounds depend on how well they integrate into local culture,isn’t it?





To：大家

一直都觉得，吊灯是一种魅力十足的创作，最早以水晶而具代表性，近年来却成了流行艺术，精彩非常！

每一个人都应该试着创作一个属于自己的吊灯，必有惊人之作。把创意吊起来，发亮！

To:Everyone

I’ve always considered chandeliers to be full of charm and creativity.In the earlier days,crystals were representative of their look.In recent years,they have become popular art!

Everyone should try to create their own chandelier.I’m sure there’ll be some stunning creations that will shine!





To：大家

“每一个人都是一个磁体，意念和思想决定了一个人有多少快乐和多少成功。你生命中所发生的一切都是你所想的，不论你心中想什么，吸引力法则都会把它们吸引过来。”

《秘密》是一本最近很红的书，说的就是意念的力量，不妨看看！

To:Everyone

“Everyone is a magnet.Your ideas and thoughts determine how much happiness and success you’ll get.Whatever happens in your life happens because of your thoughts.No matter what you dream of,the laws of attraction will draw them towards you.”

The Secret is a recent popular book that talks about the power of determination.

Give it a read!





To：思变者

2007年的阿姨，股票比菜炒得好！

世界在时刻地转变，都说创意来自生活，创意来自对社会及人性的洞察，都说有洞察的创意最能打动人心。

在这一分钟，我们是否能在变化中洞察思变，决定了创意在商业沟通上的价值、力度和强度。

To:Those Longing for Change

The Auntie of 2007does stocks better than food!

The world is changing by the minute.Creativity comes from daily life,from the observations of human nature and society.Creativity that stems from a human insight will tug the heartstrings the most.

Today,how well our sense of perception adapts to social change,will determine the value,power and strength of creativity in business communications.





To：电子人

多写字，

多写字，

多写字，

多写字，

多写字，

多写字，

有什么用？

多写字能让自己心平气和，让世界更有人情味！

To:The Digital Generation

Write more by hand,

Write more by hand,

Write more by hand,

Write more by hand,

Write more by hand,

Write more by hand,

Whatever for?

Writing more by hand helps to imbue your thoughts with a stillness and tranquility,giving you new perspectives on the world.





To：有缘人

在纽约，这只八英尺长四英尺高的大玩具北极熊，原价5500美元，清货特价500美元，绝对值得马上抱回家。查一下船运费，高达3000美元，相信是把烦琐的服务费也算进去了，只好打消拥有的念头。

就像想买个好创意，似有缘，真无分！

To:The Fated Ones

This 8×4feet toy Polar Bear was originally priced at USD 5,500in New York,reduced to clear at USD 500.It was a great bargain worth bringing home.But when I checked further,the delivery fee was almost USD 3,000.I guess the exorbitant fee took into account the hassle of packing and transportation.As a result,I had to give up all thoughts of taking it home.

It’s like having a good creative idea and not having the fate to make it happen!





To：幸运人

5月19至21日，中国为四川汶川大地震遇难同胞致哀，停止一切娱乐活动……

在死亡面前一切都已经不重要了……

平安的，健康的，要惜福呀！

To:The Lucky Ones

During 19to 21May, all entertainment activities in China were ceased in a move to pay respects to the victims of the Wenchuan Earthquake in Szechuan.

In the face of death,nothing else matters.

To those who are safe and healthy,treasure it!

本书由“ePUBw.COM”整理，ePUBw.COM 提供最新最全的优质电子书下载！！！

东京没有脚

Aey 是我一个年轻的泰国同事，他在四年前推出了一本泰文旅游小书，书名叫作“东京没有脚”。

这本小书记录了他在东京九天旅游的感受及心情故事。过去这四年来，他的书再版五次，非常受泰国年轻读者欢迎。

我最好奇的是书名，为什么叫“东京没有脚”，名字取得很特别，很有吸引力！

迫不及待地问了他这个问题。Aey 是个泰国华侨，心思细腻，性情温和、幽默、害羞，他笑了一笑娓娓道来……

Aey 说他在多年前就很想去东京旅行，一直都向往东京的现代化和独特创意，那是一个他认为需要做许多努力才能实现的梦想。主要的原因还是相对他在泰国的收入和经济状况，高旅费和高消费的日本游是有经济负担的，况且老远地去到东京也不可能只去个三五天。以他的旅游习惯，用多一点时间去感受了解一个地方是重要的，不像一般人只盲目购物、走马看花。

几年来，这个梦想一直搁置在他心中，久久未能实现。终于有一天，他下定决心做了一个计划，带了三万五千泰铢，找到一个有同样梦想的同伴成行了。三万五千泰铢折合新加坡币约一千七百五十元，他打算留在东京九天，加上机票，其实并不足够。那也可能是他一两个月的薪金，可见有一股很大的力量让他决定前行。

他当时是这样想的：世界上只有一个东京，是独一无二的，是不能被复制到任何一个国家的，是一个你必须亲身前往去看看的，是一个你必须用你的双脚下定决心“走过去的城市……”

因为东京没有脚！它没办法走到你住的城市，你想看东京，你别无选择必须走向它。

Aey 的这件事更深层的意义是，每个人都有梦想，很多人都没有实现自己心中的梦想，因为很多人都没有用“脚”走向梦想，没有克服困难做好计划和一颗要走向梦想的心。

因为梦想和东京一样，都没有“脚”。

梦想不会无缘无故地走向你，因为梦想是你想要它，不是它想要你。

Aey 克服了许多困难，包括为了节省住宿费，他背包每睡两天公园或街边，就睡一天廉价酒店，因为必须洗澡睡饱，这是许多人克服不了的困难。

由于我读不懂泰文，Aey 简单地说了几个他亲身体验的东京人事物，一些看起来平常的事情，透过他细微的观察，意义不凡。

Aey 回来后写了《东京没有脚》。他现在定居上海，继续从事广告创作，收入已大大提高。东京虽然更近了，但是他肯定还有别的梦想，肯定也有别的要实现梦想的困难，他也肯定会继续走向梦想，肯定会是一个成功的人，会生活得比一般人更有意思。

因为他知道梦想是没有“脚”的道理。

本书由“ePUBw.COM”整理，ePUBw.COM 提供最新最全的优质电子书下载！！！

Tokyo Has No Feet

Aey is a young colleague of mine from Thailand.4years ago,he published a Thai travel guide and the title was,“Tokyo Has No Feet.”

This mini travel guide documented his emotions and experiences in the 9days of travel in Tokyo.In the past 4years,his book has been re-published 5times due to its popularity amongst the Thai youth.

What I was most curious about was the title of the book –why “Tokyo Has No Feet”of all titles?The name alone was extremely unique and strangely captivating.I couldn’t wait to hear what he had to say.Aey is Thai-Chinese,mild-mannered,humourous,shy and a meticulous thinker.With a shy laugh,he started to tell me his story…

Long ago,Aey had a dream to visit Tokyo.He had always been attracted to Tokyo’s modernity and distinctive creative spirit.It was always a dream he knew he had to work hard to achieve,given his then-salary and economic situation back in Thailand.A holiday in Japan wasn’t exactly affordable with its high standards of living.Moreover,a short stay of 3-5days wouldn’t justify the long trek there.He was the sort of traveller who liked to spend his time immersing himself into the people and culture of the place,unlike the average touch-and-go tourist who blindly shopped their way into oblivion.

For a few years,Tokyo remained a pipe dream that didn’t seem close to realisation.Until one day,he made a resolution,drew up a plan with 35,000Thai baht,found a travel buddy with the same dream and set off.35,000Thai baht at that time was worth around 1,750Singapore dollars.For a 9-day stay in Tokyo including airfare,that actually was pittance.It was probably 1-2months’worth of his then-salary,which spoke volumes about the invisible force propelling him towards his dream.

This was what he was thinking of at that time:There’s only one Tokyo in this world,unique and inimitable anywhere else.It’s a place you’ve long worshipped and a place that has to be experienced in the .esh.A place that requires you to use both your feet to “walk across to the city…”

Because Tokyo has no feet!It can’t walk over to the country where you live.If you want to see Tokyo,you have no other choice but to go to it.

When Aey was thinking about this issue,he had a more profound meaning to it:everyone has dreams,but not everyone makes them happen.Because a lot of people are handicapped –they don’t have the ‘legs’to walk towards their dreams.They lack the perseverance to keep walking,lack the courage to overcome the obstacles to map out a plan and lack the spirit to journey towards their dreams.

Because dreams,like Tokyo,don’t have ‘feet.’

Dreams will never walk towards you for no rhyme or reason.It’s because you want the dream –not the other way around.

Aey overcame several obstacles,including sleeping 2nights in the park and streets in order to save on the accommodation.He only spent 1night in a budget hotel just to have a hot shower and a full meal…a hardship not many can overcome.

As I could not read or understand Thai,Aey brie.y recounted several of his experiences and stories about the people and encounters in Tokyo.What would’ve seemed pedestrian to the normal eye became profound and extraordinary through his intricate observations.

Upon his return,he published Tokyo Has No Feet.Now he lives in Shanghai and continues to create for advertising.His income has also increased substantially and even though Tokyo is now geographically nearer,his dreams haven’t stopped.And even though he will have bigger obstacles to surmount,longer roads to walk –he will de.nitely succeed and lead a life more enriching and ful.lling than most...

Because he understands that dreams don’t possess ‘feet.’





To：广告人

有创造力的建筑直接美化了一个城市，一个社区。

就像一个艺术品，可以住人的艺术雕塑品。

广告的创造力得加油呀！

To:Admen

Creative architecture can beautify a city and a community in a direct way.

Just like how an art piece can be a living sculpture.

Creativity in advertising needs to work harder!





To：城市人

Lord Howe 岛，澳大利亚东部的一个小岛，全岛只有360个居民，一个小机场，一所学校，一个度假村，许多的平静安详和原始。因为拍片取景而有机会到那里住上一晚，享受城市人难得的奢侈沉淀的空间。发现手机完全没有信号……发现我在偷笑！

To:City Dwellers

Lord Howe is a small island located in the East of Australia.The entire island only has 360residents,a small airport,a school,a resort village and lots of tranquility,peace and nature untouched by man.

I had the opportunity to visit the island for a shoot.I stayed for a night and was able to enjoy some space for contemplation and rejuvenation –a luxury for city dwellers.

When I realised there was no mobile network signal…I couldn’t help but chuckle.





To：未知

创作的最大乐趣是找寻未知。越优秀的创意人找到未知的能力越强！

因为在正常的状态之下我们知道的只有5%，我们知道我们还不知道的只有15%，我们不知道我们不知道的却有80%。找得到就有创造力，就有创意了！

To:The Unknown

The most enjoyable thing about creativity is the search for the unknown.The greater the creative mind the greater the ability to discover the unknown!

Under normal circumstances,we only know 5%of things.Of the things we know we don’t know,15%.And the things we don’t know we’re ignorant about,make up for as much as 80%.

If you can discover the unknown unknown,that’s when you possess real creative power.





To：Art Director

Helvetica是目前世界上应用最广泛的字体之一，它简洁，富有理性美，2007年是它诞生的50周年。有人这样子形容它：“Helvetica 总是让我想起我凌乱的房间，它就像我妈妈一样，总是在提醒我该去打扫房间了。”

（大家可以上网感受一下Helvetica 的魅力！）

To:Art Director

Helvetica is by far one of the world’s most commonly used fonts.Its minimalist structure has a succinct,symmetrical and logical beauty to it.Last year,it celebrated its 50th anniversary.

Someone described it like this,“Helvetica reminds me of my mother and my messy room –it always prompts me to tidy up!”

(Visit www.helvetica.lm.com and experience the charm of Helvetica!)





To：幸存者

最近在追看美国摄制的电视连续剧《迷失》（LOST）。

故事从一架失事客机坠毁在一个神秘荒岛，四十多个生还者共生存的遭遇开始……制作的认真和拍摄的严谨绝对没话说，最喜欢的还是剧中人物的选角，活灵活现。当然最厉害的，还是制作人怎样看待电视连续剧的新创意！

还没看？绝对值得一看！

To:The Survivors

Lately,I’ve been watching the American TV drama series LOST.

The story begins with a plane crashing onto a mysterious deserted island with 40survivors…

The high-quality production values and expertise is unbeatable.What impresses me more is the casting and vivid characterisation.

But the most impressive thing about this is how the producers have pushed the creative boundaries of the ordinary TV drama series!

Haven’t seen it yet?It’s de.nitely worth a watch!





To：消极

在拍片现场她负责制作和供应点心、三明治、饮料给所有工作人员，自己开着一辆老餐车，自己当服务员，自己当厨师，自己当老板。她的三明治超好吃，最让我佩服的是她的工作态度，一种老是“很快乐地工作”的积极态度。

To:The Negative

At a shoot on set,this lady is responsible for everyone’s snacks,sandwiches and beverages.She drives a food truck and is all at once the cook,the waitress and the boss.Her sandwiches are superb.

But what makes me respect her most is her attitude,the positivity that emanates from ‘enjoying her job.’





To：暗房

荷兰设计师的名作，按原马的实际尺寸，用玻璃纤维制作成模型，再加上一个灯罩顶在马头上！令人难忘。创意已经产生，现在最需要的是展现创意的空间了。谁说创意要先有空间的？

To:The Dim Room

This is a masterpiece by a Dutch designer:A .breglass model of a horse in exact dimensions,with a lamp installed on its head!An instant eye-catcher.A creative idea has been born,now all it needs is a space to showcase itself.

Who says we need the space before we create?





To：无趣人

温哥华这家ElbowRoom 餐厅以言语上羞辱客人而闻名。餐厅的理念除了供应美食外，把对客人的无礼当作一种乐趣及表演，客人当然也欢迎无礼回应，只要大家有共识和认知，这便是餐厅的一种特色和创意。享用美食的同时来场即兴表演！

To:Boring People

The Elbow Room is a restaurant in Vancouver infamous for dishing out verbal insults to its patrons.Apart from good food,the restaurant aims to offer patrons a ‘rude’performance,using rudeness as entertainment.Patrons willingly lap up the rudeness, recognising it as the restaurant’s creative selling point.

A fun way to enjoy a meal that comes with an impromptu ‘rude’performance!





To：退步

广告媒体中的平面、电视、户外媒体被统称为旧媒体，广告迫不及待地进入新媒体时代。

一位广告创意前辈这么说：“什么新媒体呀，有多少人已经把旧媒体做好？？？”

有道理也！

To:The Laggards

Print,TV and Outdoor in advertising media have been categorised as ‘Traditional Media.’It seems like advertising can’t wait to jump onto the New Media bandwagon.

An advertising veteran commented,“What’s this thing about new media?How many of us have even gained mastery of traditional media???”

Well said!





To：创作

志愿想当摄影师的十三岁女孩，用自己的手机对着光源拍下了一系列“光之美”的摄影集，这是其中的一张。

五十五岁的叔叔看到了，建议她拍过“活”的光可以试试拍一些“死”的东西，比如石头！从中去感受两个极端的美。

小女孩要是真的去做了，会懂。

To:Creations

A 13year-old girl aspiring to be a photographer used her mobile phone’s camera to capture light,producing a series titled ‘The Beauty of Light.’This is one photograph from the series.

Her 55year-old uncle suggested,since she has already shot something live and animate like light,she could try shooting inanimate objects like stones to experience the beauty and depth of the two extremes.

I guess the little girl has to try it to understand what he means.





To：看法

因为对人、事、物有自己独特的“观点”，不随波逐流，决定了Peggy 不只是好秘书，也可以胜任优秀的广告文案创作。

创作本来就是在找寻新的观点！

广告人可以看看以60年代美国麦迪逊大道广告公司为背景的电视剧《广告狂人》，必有体会！

To:Perspectives

It was a matter of fresh perspective,when Don Draper decided Peggy wasn’t just a good secretary,but also had the potential to be a good advertising copywriter.

Well,isn’t creativity all about searching for new perspectives?

Admen should check out this new American TV drama series,Madmen,based on advertising agencies along Madison Avenue in the 60s.

I’m sure there’ll be moments that will resonate!





To：幸运儿

金融风暴、经济不景气似乎对艺术品的价值影响不大！

对吗？

管它呢！

哈哈！

哈哈哈哈哈！

To:The Lucky Ones

The .nancial crisis was a big hit to the economy,but it didn’t seem to affect the value of art.

Really?

Who cares?

Haha!

Hahahahaha!





To：对手

在北京，中国本土品牌安踏运动旗舰店的户外看板，顶着国际品牌Nike 的广告。

我看到了“享受拼搏运动精神的乐趣无穷”！

To:The Opponent

In Beijing,local sports brand Anta comes face to face with Nike’s billboard ad.

This is where I saw the ‘spirit of competition and sportsmanship!’





To：大家

“生活是美好的，但也取决于在哪里生活。”

这句话用在一个豪华地段房地产的推广上，是虚荣得很合理的。

美好的定义是什么，决定了虚荣可以有多美好。祝大家生活美好！

To:Everyone

“Life is beautiful but it also depends on where to live.”

The tonality of vanity .ts perfectly well with the upmarket real estate ad.

But what de.nes ‘beautiful,’will determine if being vain really is beautiful.

Here’s wishing everyone a beautiful life!





To：老板

老板开了一家自己很喜欢的咖啡店，希望有更多人会喜欢来，完成了梦想，开始少了许多自由。

其实有些梦想不一定要自己去实现，什么是拥有？！大多数时候自由比较难得，比如每天去一家别人的好店，比较自由！

To:My Boss

My boss opened a cafe that he is really fond of.He hopes more people would visit.However,having ful.lled his café-owning dreams,he’s discovered less freedom.

There are some dreams that don’t need to be realised.Because to what lengths do you have to go to truly ‘have it ?’

Most of the time,freedom is more precious.For instance,you have more freedom when you visit a good cafe owned by another person everyday!





To：NORMAN TAN

第一次给自己写明信片，为了给自己即将面市的明信片小书做一个收场。打算用这张明信片作为结束，为之前写了十年的明信片画一个句号。我在巴塞罗那，我们上海见！

To:Norman Tan

This is the .rst time I’m writing myself a postcard,to give this little book a .tting conclusion.After 10years’worth of postcards to anyone and everyone,I’ve .nally come full circle to:me.

Hola from Barcelona and I’ll see you guys back in Shanghai!
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