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Backwards Idea Generation: Creative Content Marketing Using a Backwards Approach. 

 
Purpose 

The purpose of this tool is to assist students in creating creative and aligned content for marketing programs. 
Students often struggle with the content of their marketing promotions in large group projects, sharing that 
they are not creative enough to succeed at generating advertisements, social media postings and other 
elements of a promotional campaign. The Backwards idea generation tool enables students to design their 
thinking differently – to approach the development of creative content for a promotional campaign as an act 
of problem solving rather than one of inspiration or creative spontaneity. 

 

Process 

1. Students should write a short (one paragraph, by hand and not on a screen) story about how their ideal 
target market participant would come in contact with the product that they are marketing. This should begin 
with “Once upon a time in [date]” and end with “and they all lived happily ever after because [problem 
resolution”. 

2. Students should share their stories with other members of their learning community to hear feedforward 
comments using the three point shot approach (“I think this is about…” “the strongest part of this is…” “I’d 
like to see more of…”) 

3. Students should review their story and highlight (by circling or highlighting) the points of contact that their 
ideal target market participant would experience with their brand. Did they see an ad? Read something on 
social media? Drive their car past a billboard? Search for the product? Ask them to place each point of 
contact onto a provided 8x8 grid. 

4. On a separate sheet of paper (8x8 grid), students should develop a list of emotions their target market will 
feel after coming in contact with each stage of their story. This forms the communication objectives. 

5. Students should match their image bank of images meaningful to their target audience, their list of 
promotional points of contact, and their emotional objectives until each promotional tool selected has both 
an image and an emotional objective. This can be done by cutting out the squares of the 8 x8 grids and 
matching them like cards in a card sort. 

6. These triads of image, emotional objective and promotional vehicle (online or traditional media) then 
forms the ingredients of the final creative communication. The final task for students is to respond to the 
prompt: “How can you best communicate this feeling, with this image, in this space?”  Students should 
integrate their new creative communications into their final promotional program. 

 

Outcome 

After completing this exercise in designing our thinking, students will be able to reframe creative work as 
problem solving, rather than as an act of spontaneous inspiration.  
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