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advertising concepts

We've twinned two molecules to provide asthma relief that lasts longer

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi
ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit

We've twinned two molecules to deliver an inhaler that works faster and harder

in voluptate velit esse cillum dolore

eu fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident, sunt
in culpa qui officia deserunt molit anim
id est laborum

asthmatech

Not all twin function inhalers deliver effective performance.

this one does.

asthmatech

asthmatech

An asthma attack makes
me think I am going to die When ashma atacks

I just want to get rid of the

and all l wantis to get my et foelng a5 st

for as long as possible

breath back to normal fast e —

Lorem ipsum dolor sit amet, consectetur adipiscing elt, sed
do eiusmod tempor incididunt ut labore et dolore magna

aliqua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident, sunt in culpa qui officia —
deserunt mollit

Asthma is a suffocating

nighmare and | need my
inhaler o stop it fast and
make it stay away longer

asthmatech

asthmatech

Research indicates that apparently some docters think it's
nuts to change to an asthma inhaler that works faster,

's show that some buyers think its crazy to change .

10:a combination asthma inhaler that works faster, lasts \Qnger/ costs less and patients prefer

lasts longer, costs less and patients prefer

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam
quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum
dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident
sunt in culpa qui officia deserunt molit anim id est laborum.

But that wasn't you, was it?

But that couldn't be you, could it?

asthmatech

Aecent suvey indicates that some nurses think its loopy
1o change to an asthma inhaler that acts faster, relieves
for longer and that 94,000 patients prefer to use:

But that's not you, is it?

asthmatech

asthmatech




major exhibition

On 12th April 1961 kosmonaut Yuri gagarin
became the first man in space...

..on 12th April 2011 there is aunique opportunity to
celebrate and capitalise on that historic achieverment

What do you think are the major tuming points in history are? Chiistianity? Bronze and lron Ages.? The
the New Worla? The Whatever your thoughs, you
willsurely agree that one of therm was our frst voyage into space.

S0 you may like to know that on 12 April next year Russians will be celebrating the fifieth anniversary
of thei frst manned space fight. On that day in 1961 Yurl Gagarin became a hero to the population of
the entire globe, saying: “Orbiting Earth in the spaceship f saw how beautitl our planet is. People, let us
preserve and increase this beauty, not destroy il

Gagarin's courage and the technological prowess which made his fiight possible, transcended poiiics
and was seen then as an achievement for all humanity. This was around the time of the Cuban missile
crisis, the closest the human race has ever come to all-out nuclear war. Yet, out of that time came so
much of today’s technology, including mobile communications and ultimately, the interne.

Remarkably, the Russian authorities have kindl agreed to furnish a sixmonth exhibition, 'KOSMONAUT',
atthe Science Museun in London, from October 2011 until spring 2012. There'l be many original
artefacts that have never left Russia before: a Vostok space capsule, Sputnik satellte, Soyuz spaceship,
space-suits, photos, archives... Allthe exhibits will be genuine and original equipment - some bearing
the scars and marks of space travel - not models of repiicas.

this kind has never been : for al those: 1o be involved
itis a matter of national p significance. d

two years ago, and have invoived and drawn on the support of both Russian and UK authorites, as well
asthe Gagarin family.
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the story of kosmonaut

In May 2010 | was invited to assist on a project to stage a large exhibition of Russian space
hardware in London to commemorate the 50th anniversary of the first manned space flight by Yuri
Gagarin in 1961. The exhibition was initially planned for The Science Museum and came to be
called KOSMONAUT.

The deadline for the opening of the exhibition was April 2011. The project had been in development
for the previous 24-months but had stalled.

The client, Dr. Patrick Fullick, needed a powerful presentation of the project in a highly compressed
time frame. This involved creating an identity and logo, a website, an explanatory and credentials
brochure plus a wide range of exhibition planning and design concepts.

It was essential to engage interested parties. In London; The British Council, the UK space and
satellite community and also those within the UK embassy in Moscow and decision makers within
the Russian space and trade relations communities.

"This exhibition will
be the highlight
of British/Russian
cultural relations"

Offers of sponsorship are invited for either all or part of the exhibition 3

Financial requirement
Development funding £250.000 by 30th June 2010
Implementation funding £9.75-million in place by 3ist August 2010

‘The KOSMONAUT identity
dasa ' product material, from April 2011

Dame Anne Pringle GEMG G
HM Ambasador in Moscow

Up 10 200,000 tickes 1o utse as incentive.
Hospitality

Entertain key clients and contacts in a branded private lounge at the museum
VIP Previews

12 Apri 2011 - the 501h pace fight - at the museum

te KOSMONAUT extemaly/globaly,iter

CR platform, particularly in the area of education
‘The KOSMONAUT Brand
Positions lead sponsor as sensiive to: history and culture, having a truly global perspecive, delivering technology for people.

Dr. Patrick Fullick takes up the story: "l first met and then worked with Glenn in early 2010. My
initiative, to stage the first ever exhibition of Russian space technology in London had reached a
critical stage.

After many months away in Moscow | had obtained agreement for the loan of a large collection of
historic, iconic and prominent exhibits. Unfortunately, the people tasked with the London side of the
project failed to action or produce what was needed on almost every criterion.

With considerable time pressure, Glenn stepped into the breach, and showed his talent, expertise
and personal qualities in a very short time to meet pressing presentation deadlines.

Little more than a week into our association, Glenn had established a visual/brand identity for
Kosmonaut - formulated an associated philosophy and put together a website. He had also
constructed the framework of realistic business plans and practical production plans.

From knowing very little about the subject matter (spaceflight) or the context (Russia), Glenn rapidly
got up to speed and showed astonishing intuitive understanding of the complex and sensitive
historic, diplomatic, financial and political landscape.

Over the ensuing months we attended many high level meetings. Always well prepared, Glenn's
presentation work was always well received. The calibre of the work ensured it was given serious
consideration by a wide range of interested parties and contractors in the UK.

And during a tough week of meetings in Moscow, from museum directors, to cosmonauts, to
diplomatic staff, right up to the deputy director of ROSCOSMOS, the Russian space agency, Glenn
acquitted himself with absolute commitment and professionalism.

Throughout the process to make KOSMONAUT a reality, Glenn showed himself to have qualities
that include intelligence, wisdom, wit, creativity, humility and an ability to assimilate information, then
meet or most often even exceed requirements, in unbelievably short time-frames.

Calm under pressure and always able to offer a constructive course of action, in my experience
Glenn has proved to be an inspiration in every work situation."
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testimonials

It has been a pleasure working with Glenn because he achieves a rapid grasp of the brief — even if the topic is
unfamiliar to him — and is quickly able to analyse the marketing problem to come up with a range of creative
solutions. This means that his ideas are based on sound strategic understanding and deep insights into customer
behaviour. He also brings years of advertising experience, gained at the highest level.

REG MANSER - CHIEF CREATIVE OFFICER - LIFE HEALTHCARE COMMUNICATIONS - DECEMBER 2015

I've worked with Glenn for many years. He is very insightful and has a real instinct for brands and marketing. Others
can be struggling with coming up with great ideas but Glenn always comes through with something very clever and
powerful, in short order! Anyone looking for winning strategies and execution would do well to talk to Glenn.

GUY LANE - PARTNER - INSTINCTIF - LONDON - JANUARY 2014

Over the ten years that Glenn has worked with Kaniji it is no exaggeration to say that he has made a significant
contribution to its four-fold growth in both turnover and profitability. Glenn has conceived over 300 marketing
projects for high-tech companies such as PeopleSoft, Hewlett-Packard, SAP and Oracle.

In doing so he has shown that his strength is not only his ability to assimilate and understand sometimes complex
value propositions, but to simplify and present them in such a way as to make them compelling to the target
audience. His consistency of creativity is remarkable. But, at the same time, he is wholly pragmatic about the need
to work within clients’ specifications and deliver measurable business results.

He can operate equally well both at the strategic and practical level and understands intuitively the priorities and
requirements to make marketing campaigns a success.

CHRIS JONES - SENIOR PARTNER - KANJI - NOVEMBER 2005

The planning, brand strategy, creative work and direct marketing initiatives delivered significant improvements in
effectiveness and to JTL's image in the industry. His ideas had the extraordinary quality of reaching JTL's two target
audiences, teenagers and business owners, with maximum effect. But without ever alienating either.

| spent many hours on the phone with Glenn, working remotely, to produce an extremely wide range of materials.
Glenn produced all the concept work and the bulk of the production work himself so it is creditable that it was
always exciting and on time, on brief and on budget.

HELEN McGRATH - SENIOR MARKETING MANAGER - JTL

Glenn's sessions on creative strategy have been amongst the highlights of the year and regularly receive the
plaudits of the audience. He has the ability to bring together and utilise the full armoury of communication
disciplines to create an exciting and effective solution.

The real case histories that make up his presentation have been, and still are, ahead of their time - combining
design, sales promotion, brand advertising, direct response and database marketing.

Glenn's talent as an innovator and creative thinker who refuses to content himself with second rate work is reason
enough to hope that he will continue to share his views with our students for many years to come.

DEREK DAVIES - PRINCIPAL LECTURER OF MARKETING - KINGSTON UNIVERSITY

& COURSE TUTOR DMA DIPLOMA - THE INSTITUTE OF DIRECT MARKETING

Glenn is the fastest thinker I've ever met - a totally integrated campaign is conceived in the time many people
would need to simply assimilate the brief.

ANGELA SAVIDAN - COPY DIRECTOR - GREY COMMUNICATIONS GROUP

Glenn at thirtysomething combines the raw enthusiasm and spark of youth with the wisdom and understanding
that comes from years of enlightened human observation. Anyone who dares to let loose an exceptional creative
talent should join the rush to secure his services. It is an opportunity too good to miss.

BRYAN HALSEY - CHAIRMAN & CHIEF EXECUTIVE - HLY-GREY GROUP OF COMPANIES

| was particularly impressed by his creative and lateral thinking, and his ability to think about a client's problem and
relate to a client's business.

FRANK COCKMAN - VICE CHAIRMAN - GREY LONDON

The work created for Emirates Airlines UK launch was fresh, appealing and original as well as being strategically
accurate: the overall success of the launch campaign may be seen in the fact that Emirates now have market
leadership with 67% share of the London/Dubai route.

JONATHAN DAVIES - EXECUTIVE DIRECTOR - GREY EUROPE

Whitbread's chain of Lansbury Hotels goes from strength to strength. | believe this owes much to yourself for our
above and below the line activities. You created an effective campaign for both launch and follow up. You
maximised the benefit from our relatively modest budget through the balance between "direct response" and
"awareness" activity. Your drive for value for money was much appreciated. We are so committed to the launch
creativity and the high yield promotion scheme we are still using it and intend to continue doing so.

FRANK COAN - MARKETING DIRECTOR - WHITBREAD HOTELS

Glenn puts equal effort into the preparation for and the development of creative work. This means his creative
ideas emerge both naturally and apparently effortlessly from the process attacking the problem and fighting a way
through to a truly effective solution.

MIKE CHURCHMAN - MANAGING DIRECTOR - PML CREATIVE STRATEGY

| have always greatly valued the contribution you have made to the strategic thinking and creative implementation
of our campaigns.

TONY MASSEY - MANAGER DIRECT MARKETING - MIDLAND BANK

Glenn makes things happen. It doesn't matter how tough the problem or how tight the deadline the job always
gets done and to a high standard. His ability to combine creative flair with practical efficiency has contributed
immeasurably to the success of Misco worldwide.

DAVID WHITAKER - EUROPEAN MARKETING DIRECTOR - MISCO



awards

Let's face it, direct marketing has
had a tacky, non-creative image
for far too long. On a final
personal note, the Awards made
me feel part of something big and
important, in a way | have not
experienced before. | am still an
Art Director at heart, and so to
borrow the words of the legendary
John Caples | can say: “They
laughed when | said | worked in
direct marketing...but then it
started to get creative.”

Glenn Greenhill
Creative Forum

Said one of the judges,
“Probably one of the most
sophisticated things | have ever
seen. Grey were awarded the
category prize because of their
demonstration of total
understanding of Lansbury Hotels
positioning in this very competitive
market. All elements of this
promotion set the atmosphere and
feeling of these hotels,
differentiating them from their
competitors. A very impressive
winner".




articles

Creative Executions text:

Even the best creative ideas can be killed off by
mismanagement lack of cohesion, poor planning and
bureaucracy. Glenn Greenhill considers the pitfalls
awaiting the unwary direct marketing creative director
The way in which a job is initiated and progressed can
- and till too frequently does - deal a mortal blow to
creative excellence. Let us consider four ways to
execute a creative brief, literally!

Method one: The hanging

The most common way to kill a job in its infancy is to
leave creative hanging in mid-air without a decent
brief.

Good creative springs from the confidence that
comes after detailed and exhaustive research and
analysis of a task: from depth of thinking and intuition;
from the opportunity to discuss, challenge and agree
on the objectives of a job before putting magic marker
to paper or tapping the first key of the word processor.
Arguing a brief is a hundred times more productive
than arguing over an execution. It is involving, exciting
and produces far better results. And no one is left
hanging in mid-air wondering what to do.

Any self-styled leader of men who cannot brook
discussion over the brief is as guilty of perpetuating
falling creative standards as any writer or art director.

Method two: The guillotine

This is particularly applicable to multi-media or multi-
component campaigns. Chop the job into little bits to
make it more manageable.

The excuse is usually lack of time, but it inevitably
results in a fragmented and disjointed solution to the
original marketing proposition.

It is like trying to create a jigsaw puzzle by painting the
pieces one by one. When you create the big picture
first, the pieces almost shape and colour themselves,
with the additional benefit of synergy, or unity between
the pieces.

Cutting a job into small pieces also cuts down the
scale of 'the excitement which is inherent in it. There
are many large advertisers in direct marketing, but you
would never believe it if you saw the myriad
treatments a single company can receive for its many
projects.

Where creative is concerned big is beautiful: we all
work better - and the best talent is easier to harness -
when the task is a demanding and a big one.

Method three: The electric chair

Shock! The presentation is this Wednesday. Shock!
The product sample has been delayed but | need the
concepts straight, away. Shock! The budget has
already been agreed - just trim the creative. Frizzle!
The work's been rejected, but now we have time to do
it again properly. Frizzle! Thanks for the effort; it
helped focus our minds on the weaknesses of the
brief.

Too much of this treatment and creative people would
be justified in thinking, if not saying, “drop dead!”
Involve them earlier, particularly when time is short.
Use creative people to assist in developing the brief to
think around problems, to help find short cuts, without
allowing the schedule to dictate compromises in
quality.

Method four: The gas chamber

Talking ideas to death in meeting after meeting is the
surest way to kill a job. Everyone is creative, after all.
Be especially wary of anyone wants to talk about the
final solution before they have explained the
objectives.

There is always a danger that information will be
biased towards supporting the solution rather than
open mindedly getting to grips with the problem. It is
staggering how much time can he wasted trying to
make an unsuitable idea work.

All chance of finding a stunning solution to the real
problem evaporates in a cloud of hot air.

You see, it's dead easy to arrange creative executions;
the hardest thing is to prevent creative opportunities
from being strangled at birth.

And that has nothing to do with indulging creativity for
creativity's sake: it has everything to do with raising
creative standards.



http://www.nytimes.com/1990/01/22/business/the-media-business-advertising-the-british-are-coming-and-winning.html? pagewanted =print




my starting break

| recognised long ago that creativity and technology in combination bring about rapid change.

At the age of 22, | (temporarily) set aside music, writing songs, playing guitar and singing in a band
and joined a fledgling agency based in Richmond.

Halsey Leigh & Young had been specifically set up to compete with Wunderman's London and
aimed to take a share of business in the specialist direct response advertising sector. It was called
'below the line' and a poor relation to the much more glamorous above the line brand advertising. At
the time none of this meant anything at all to me. All | wanted was a regular job to earn enough
money to continue my own creative quest and get back into the recording studio to record some
more songs.

I was hired as a paste-up artist. Unlike all the other advertising and graphics companies | had
approached since leaving college, it didn't bother this agency that | am red/green colour blind. The
senior art director who hired me said in a kindly manner: "Don't worry my boy everything we need
you to do is in black and white."

So in early 1977, with scalpel, box of 10A blades and can of Spray Mount, | set about putting
together artwork for mono newspaper, broadsheet size, direct response advertisements, for the
agency's biggest client World Records. These classic and traditional advertisements appeared in
weekend editions of The Observer, The Guardian, The Sunday Times and some tabloids. They sold
- using a mail order coupon - 12" vinyl record boxed sets of EMI's back catalogue: Hank Williams,
Maria Callas, Slim Whitman, Brass Bands, Rock & Roll, and later Motown and Beatles collections.

The opportunity for me came when HLY were invited by EMI to pitch for the launch of a new music
marketing initiative to capitalise on Sony's revolutionary Walkman portable player which had taken
the market by storm in 1979 and now 5-years later had achieved high market penetration. The new
music club was to offer back catalogue on the compact cassette format.

My boss Bryan Hasley brought me into the creative briefing with all the senior art directors. The task
was outlined and everyone went home at 5pm to think about the job. | had to work late on
amending some artwork. | went home at 9pm and then stayed up until midnight producing a
handful of ideas in a sketch pad which | took to the meeting the next day.

My boss Bryan Halsey, an extremely accomplished and experienced copywriter, started the creative
session with a pile of A4 paper on which in fat black felt pen he rapidly scrawled his ideas for
headlines, offers, club names and pinned the pages on the long boardroom wall.

During the course of the meeting he ran out of paper and grabbed my pad. He saw my ideas, liked
them, picked out what he considered to be the best three and pinned them on the wall.

None of the art directors or copywriters had brought anything to the meeting except blank pads and
complacency. At that time Bryan was both the creative and the business head of the agency.

He then did something which to this day still astounds me. Carried away with creative excitement
and enthusiasm Bryan proceeded to assign my rough visuals to the senior art directors and
copywriter teams to have them 'worked-up" as presentation visuals. It was of no surprise to me that
this rankled their elevated creative egos.

A week later the agency won the business after making a presentation in which my concepts were
the deal clincher. | was promoted and made a junior art director. It made me a lot of enemies too.

As it turned out, my account-winning ads would never be produced or published. | was
understandably upset, but not defeated. | had brought some new ideas into existence -

| was proud of them - and that was a reward in and of itself - a philosophy that has helped me
retain my enthusiasm.

I also knew | had been taught essential lessons for a future creative director. The head of the
agency became my creative partner, copywriter, teacher and mentor for the next decade.

In about 1984 my agency took delivery of a new Canon Laser colour copier at a time when the art
directors in the creative department still used Magic Markers and spent an entire day to produce a
single visual for a whole page advertisement. This coincided with the arrival of low cost lithographic
colour printing technology, digital typesetting and consequently a boom in the publication and
circulation of the Sunday supplement.

Precursors of the internet, the pages of these glossy magazines were packed with direct response
advertisements. They facilitated armchair shopping, established shopping as a weekend leisure
activity and brought about a huge mail order boom.

The agency prospered. | was promoted several times.

Once | discovered that | could use a colour photocopier to produce concepts faster and to a higher
standard than anyone in the agency had ever done before the creative department started to empty
of expensive senior staff and the business quadrupled in size without them.

I am now the same age they were then. | swore | would never be like them. I'm not.



Priceless In Uxbridge
is a screenplay project that started in 2009
with writing partner Guy Lane.

It is a social drama that examines
contemporary social values and the
significance of conceptual art through
a period of economic turmoil.

Development of the script and an animatic led
to the production of a full soundtrack.

To hear the experimental soundtrack online
demonstration that illustrates what can be
achieved with current text-to-speech
technology visit the "brandassets" section of:
www.brandgarden.co

RadioROM

Is an innovative music
project that combined
technology, software,
marketing and design in
a unique manner to
bring to market a
completely new
category of audio/visual
music compilation
entertainment product.

To find out more visit the
"brandassets" section of
www.brandgarden.co




