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| Most ad agency creative depart-

i menﬁarecapableo!creahngsen
| sational work. But tco often, the
realyguod»deasdon‘tevenrmke

: it to the client presentation. That's

| because great campaigns usually

| require two leaps of faith. One from
within the agency, and one from the
client. Firstly, the suits need to trust
the creatives. And then the client
needs ta trust the agency, When
this trust breaks down, or has
never existed, agencies fall short
— resulting in nondescript work

| that gets runofthemil resuits and

i!eaueswﬂ:odyluo&mgaverage.

If this seems all too familizr, you
| probably need The Truth About
Trust in Business by Vanessa Hall,

mastly financial senvices, and inter-
estingly, she's also a “certified prac-
titioner of neuro finguistic program-
ming’, But don'tlet that put you off. |
| Whet sets this book apart from
1mmagmmtseﬁehbmks
wsafnnyponreaﬁy It doesn't
| have the hyperactive soundbite
mentalty of your typical US blog-
gerturned-author, and it's all the
better for it
Tmst[sbas:cdlymdx’iwm
rely on a person (or company) to
deliver an expected outcome. So
you trust your accountant to keep
youwtuf;ai.ynumxtywwto |

b anmihifate your
ohecwesmdfastmmtome
comer office.

There is some bad stuff. This is
2 selfpublished boak, so it lacks

areuhrdty making the book a drag
to read, and theres no index. Which
s a shame, because there’s some
goodnfonnabmbsmdm?ﬂ'e

ut’ssulvery,mmlevam;oow




