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It IS not our
role to tell
the creative
agency
what to do —
we're not
creatives




Instedd think of
reqative teqm a
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Ask for a copy of the creative
brief - how:else can you judge
the idea’s potential?









Individual responses
before any group
discussion



Participant suggestions
are not welcomel
Don't let them ‘play
creative’



Make

recommendations

(but not creative
suggestions)
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