EVERYTH NG CAN BE CREATED NOW | NSTANTLY. AT SCALE. BY ANYONE.

THIS I'S NOT AN ADVANTAGE. TH S I S THE PROBLEM

VWHEN CREATI ON HAS NO COST, | T HAS NO VALUE.
YOU RE PAYING FOR IT. YOU JUST DON' T SEE I T ON THE | NvO CE.

WE ASKED FOR SPEED AND SCALE. WE GOT COVMMODI TI SATI ON.
Al DIDN T CREATE THI'S. I T JUST MADE I T FASTER AND CHEAPER

Al IS NOT YOUR EDCE. IT'S THE FLOOR EVERYONE NOW STANDS ON.

VWHAT I T AMPLIFIES IS ON YOU. SHARP THI NKI NG BECOVES ADVANTAGE.
LAZY THI NKI NG BECOVES EXPENSI VE NO SE.

THE MOST VALUABLE THING I N YOUR BUSI NESS |'S NOT YOUR TECH STACK.
IT'S THE HUVAN BEI NGS WHO KNOW WHAT TO DO WTH I T.

INTU TI ON. TASTE. CULTURAL I NSTINCT. THE ABI LI TY TO FEEL WHAT
MATTERS MORE BEFORE THE DATA CONFI RMS I T.

THAT CANNOT BE AUTOVATED. AND | T NEVER WLL BE.

THE QUESTI ON WAS NEVER ABOUT THE TECHNOLOGY. | T WAS ALWAYS
ABOUT JUDGEMENT. TASTE. WHO DECI DES WHAT' S WORTH MAKI NG
WORTH SAYI NG WHAT WLL MOVE PECPLE —AND MARKETS.

DI FFERENTI ATION IS NO LONGER A MARKETI NG GOAL. I T'S A FI NANCI AL
STRATEGY. THE ONLY DURABLE ADVANTACE AGAI NST SYNTHETI C SAMENESS.

A BRAND IS THE ONE THI NG THAT COMPOUNDS THE LONGER YOU PROTECT I T.

AND THE ONE THI NG NO ALGORI THM CAN BUI LD FOR YQU.

TECH- | NFUSED CREATI VITY | S | NFRASTRUCTURE, NOT A DEPARTMENT.
IT'S HONV COMPANI ES STAY DI STI NCT, TRUSTED AND CHOSEN.

GET THIS RIGHT, YOU WN. GET I T WRONG, YOU LL KEEP SPENDI NG MORE
AND MOVI NG LESS.

CREATIVITY WAS ALWAYS THE ANSVEER.

NOW I T S THE STRATEGY, THE SYSTEM AND THE ONLY ADVANTAGE THAT COVPOUNDS.

ADAM
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And |’ ve spent three decades making that real.

Not through declarations. Through the work. Through the briefs that seened inpossible and the
teanms that surprised thenselves. Through ny clients who canme in unconvinced and |eft
unst oppabl e. Through the nonments —and there have been many —when the room went qui et because

sonet hi ng | anded that nobody expected.
That’s what |'min it for.

| stay relentlessly curious. About what technology is unlocking right now that wasn't possible
a year ago. About how fast culture is shifting before the data catches up. About what a brand

could be if someone had the courage to actually go there.

|"ve always believed that the nost dangerous thing a creative | eader can do is stop being
genui nely excited by what’'s possible. Not excited in a performative way. Excited in the way
that nakes you reimagine the brief, challenge the category, push past the obvious answer that

everyone in the roomsecretly knows isn't good enough.

That restlessness —held with rigor and taste —is what separates the work that gets
remenbered fromthe work that gets nmade. It’'s what | bring to every room| walk into. And
after three decades, it hasn’t dulled. If anything, the scale of what’s now possi bl e has nade

it sharper.

And |’ ve never once believed that the best idea in the roomwas nine alone. Creativity that
conmpounds is 100% a team sport —I've said it fromevery stage |’'ve stood on, in every

presentation, and | nean it nore each year.

The line between client and partner, between your teamand mine —I|’ve spent ny career making
that |ine disappear. Not because it sounds coll aborative. Because that’'s the only way the best

work actual |y happens.

Whi ch is why everything conmes back to this: Create the fun, safe space where hunman ingenuity,

taste and judgenent can do their best work. Protect it. Fight for it. Lead with it.

In a world that can generate everything instantly, that culture is the only thing that truly
conpounds. And building it —for the right conmpany, at the right nmonent —is what genuinely

excites nme about what’'s next.

CREATIVITY IN THE AGE COF Al



