


MARKETING 101

what’s your big idea?

You're rolling out a marketing campaign,
launching a product, revitalizing your brand.
What's the big idea? Not to sound flippant,
but you need one. Because without it, it's
likely your campaign, product launch, or
brand repositioning won't be memorable—
or particularly effective.

Today, it’s economically crucial to create
something that's beautiful, whimsical, or
emotionally engaging. Whether you're just
starting out or are farther along in the
creative process, ask yourself the essential
question: What's the big idea?

If the answer requires you to think too
hard or explain too much, the idea probably
isn't there...You can fix that.

Start with the big picture

Seeing the big picture is fast becoming the
Liller approach in business. We've moved

out of the “Information Age” and entered the
“Conceptual Age.” Succeeding in this
Conceptual Age requires the capacity to detect
patterns and opportunities, to create artistic and
emotional beauty, to craft a satisfying narrative,
and to combine seemingly unrelated ideas into
something new. It’s good advice for marketers.
Make sure your campaign has that all-important
concept: a satisfying story, an emotional theme,
a memorable tagline, an incredible image.

Welcome all contributors
Don't get cliquish or exclusive about who
creates the big idea. It doesn’t matter where it
comes from. It just matters that it’s there.
Get designers, writers, strategists, information
architects, developers, publicists, business
analysts, and customers working together
Connect the MBAs with the MFAs. Ask
the attomneys to collaborate with the cre-
atives. Pair the scientist with the art
director—and see what happens.
It's certainly true that too many people
working on an idea can be messy and cum-
bersome, but collaboration can also open the
door to wildly exciting possibilities. Start wide.

Narrow it down later

Value simplicity

If your big idea is too complicated, no one will
remember it. Or repeat it. Or share it. Or talk
about it. Simplicity and relevancy are key char-
acteristics of a great idea. You know you're onto
something good when people say, “It's so sim-
ple! Why didn't I think of tha?” Coming up
with a big idea doesn’t have to be a big deal.

Consider all media

Big ideas transcend media and can easily be
flexed in digital, print, radio, and broadcast
channels. They're bold, strong, and unified.
Small ideas don't have that breadth or depth.
Think about how your big idea will be executed
in each media channel. Consistency is an
extremely powerful marketing force. Your cus-
tomers are receiving (or ignoring) messages in
many channels. Make yours memorable.

Even if you're not planning a complex muld-
channel campaign, consider how your idea
could play out in other media. It's an excellent
way to test the strength and staying power of

your concept.

Remember your customer
Don't fall in love with cool ideas that don’t mat-
ter to the customer. This is completely obvi-
ous—and frequently forgotten. Ideas can take
on a life of their own and go spiraling off.

Be sure to stop and ask: Do our customers
care? Does this idea entertain, uplift, or inform
them? Does it respect their intelligence—and

value their time? Will it sell our product?

Support the strategy
This is another obvious, often overlooked, tru-
ism. In the quest to find that big idea, don't ever
lose sight of the business strategy. Great creative
that doesn’t advance business goals is irrelevant.
Closing thought...no campaign is too small
for a big idea. It’s the big idea that will help
you win big.
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