
What is advertising?
Tell me!



What is the role of 
creativity in 
advertising?
Illustration for Advertising



Advertising is not marketing

Creative advertising uses original, imaginative concepts, visuals, 
and storytelling to cut through noise, capture attention, and build 
emotional connections with audiences, making brands memorable 
and driving action beyond simple persuasion, often through 
unconventional ideas that resonate deeply and stand out in 
crowded markets. It's about being fresh, engaging, and different to 
increase brand awareness and sales.
It’s not about data, budgets, focus groups, marketing plans, etc. 
Advertising is about original, creative communication.



Key aspects of creative advertising

• Originality & Uniqueness: Developing novel ideas, designs, and 
messages that differ from typical advertising.

• Storytelling: Crafting narratives that engage audiences emotionally, 
often using humor, metaphors, or deeper values.

• Emotional Connection: Aiming to evoke feelings, spark curiosity, and 
build a lasting bond with consumers.

• Breaking Through Clutter: Standing out in a saturated media landscape 
where consumers are bombarded with ads.

• Strategic Thinking: Combining artistic creativity with marketing goals to 
achieve objectives like brand differentiation and higher ROI.

• Adaptability: Utilising diverse formats, from short-form video to 
interactive ads, across various platforms.



Why creativity in advertising is important

• Memorability: Creative ads are recalled better and attributed more 
accurately to brands.

• Engagement: Innovative content drives stronger interactions like clicks 
and shares.

• Brand Differentiation: Helps a brand stand out from competitors in 
saturated markets.

• Effectiveness: Can lead to significantly higher returns on investment 
compared to non-creative campaigns.

These elements should be embedded into any audience-facing 
communications, whether they are illustrative, photographic, moving 
image or copy (written).



Advertising
World Wildlife Fund. Fanta. Alvogen.









Branding
mailchimp





Packaging
Rio Coffee











TV, cinema, 
VoD, YouTube.
Dumb Ways to Die



A group of cartoon characters

AI-generated content may be incorrect.

https://www.youtube.com/watch?v=IJNR2EpS0jw


Wayfinding
The London Underground







Advertising illustration workshop

The aim of this task is to discover how illustration functions as a 
communication tool in advertising, not as decoration, but as a way 
to communicate ideas, sell products, and evoke emotions for a 
specific target audience.
You are asked to create a single illustrated ad for an Independent 
Coffee Shop called Mug Life Coffee.
By completing this advertising brief, you will learn how constraints, 
audience, and message influence and shape visual decisions.



From idea to illustration

In advertising, illustration is a strategy, not just a style.

When used in any advertising your illustration should consider:
• What is being sold?
• What is the message? (proposition)
• Who is the audience for the message?
• What emotion is the image trying to trigger?
• Why will this idea only work with an illustration?



The advertising brief

• Brand: An independent coffee shop called Mug Life Coffee
• Objective: Increase morning foot traffic and sales
• Audience: Students aged 18 - 24
• Message: “Mug Life Coffee is an essential part of my morning”
• Tone: Can be energetic, friendly, funny, outrageous, chaotic.
• Format: Create an A3 poster

(The constraints should help your ideas, not limit them)



Getting started (15 mins)

Think Like an Art Director!
Students must sketch 3 different visual concepts before drawing 
anything finished. These are called scamps.

Rules:
At this stage no polished visuals.
Focus on ideas, concepts, metaphors, and/or visual hooks.
Each concept scamp should communicate the message differently.



Make the Final Ad
Then choose one of your concepts and produce:
• A finished illustration
• Use minimal text (copy)
Concentrate on:
• Bold clarity over detail
• Legibility at a distance
• Consider the inclusion and placement of text (and optional logo)
The medium can be:
• Traditional or Digital (marker, ink, gouache, pencil, etc.)
• This may be chosen to embellish your concept



Group critique

An informal discussion and sharing of ideas to end the lecture.
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