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How to Locate Creative IP

This is a starter guide for identifying the creative value and audience proof
within a project, brand or campaign.
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How to locate and identify Creative IP

For the Purpose of this document, Creative IP is the creative value that can be identified, for
structure and protected. This may be further formalised through legal registration or contracts
However for this document: Creative IP is a format or method that makes a creator or campaign
recognisable.

Important note

This guide is a strategy diagnostic, not legal advice. Use it to identify what may need stronger ownership,
documentation, packaging, registration or professional legal support.

STEP 01

Look for what repeats

As a creator or creative, your Creative IP lives where your audience can recognise a pattern. If a creator
has to explain it everytime, it most likely needs to be refined. If your audience can recognise it before it is
named, you may have IP value.

m What to look for Example question

Format A recurring content structure, segment, challenge, Could this become a repeatable show,
show or series. campaign mechanic or sponsored format?

Language Phrases, naming systems, captions, questions, Do people quote it or use it back to the
slogans or recurring vocabulary or a laugh. creator?

Visual world Colour, styling, camera style, symbols, design Can people recognise the work without
codes or image composition. seeing the name?

Performance Voice, humour, gesture, delivery, ritual, laugh, pose Is there a recognisable way this person
or hosting style. appears or performs?

Taste Curation, recommendations, styling decisions, Do people come to this person for
references and editorial judgement. selection and interpretation?

STEP 02

Separate assets from ownership

Not everything visible is owned. A creator can use a sound, location, trend or reference without owning
it. Your job is to separate what you use from what you have created or made distinctive through
documentation.

Asset type Owned or ownable? Risk question

Original format Potentially ownable if documented, named and Has anyone copied the structure
consistently produced. because it works?

Borrowed trend Usually not owned, but the creator's Can the creator separate their layer from
interpretation may have value. the trend?

Community language Shared language may not be owned, but a Is the creator borrowing from culture or
naming system or coined phrase can matter. building a distinct vocabulary around it?
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Asset type Owned or ownable? Risk question

Visual style Protectable only in some cases, but strategically Can it be turned into a campaign look or
valuable when consistent. brand world?
Research/method May be valuable as a framework, workshop, Is the thinking documented enough to
report or internal process. sell?
STEP 03

Use the Creative IP locator

This section is simply where you locate which of the creative IP lanes you may operate in. Not all 9 need
to be applied. However, good to note that for the strongest commercial work, creative IP usually has two
to three clear lanes that can be packaged.

mm

Format IP A repeatable content or campaign structure. Can it become episode 1, 2, 3 and 4 without
losing clarity?
Language IP A phrase, naming system or way of explaining the  Are people using the words back to you?
world.
Visual IP A recognisable visual or aesthetic system. Would the audience recognise it without the

Performance IP

Community IP

A distinctive voice, gesture, hosting style or
character energy.

The trust, rituals and participation around the
work.

logo?

Could someone imitate it because it is
recognisable?

Do people gather, respond, defend or
contribute?

Method IP A process, framework, audit, map or system. Can it be taught, sold or repeated for clients?

Archive IP Research, documentation, references and cultural ~ Can it become a report, database, newsletter
memory. or show?

Taste IP Curation, judgement, selection and editorial lens. Do people trust your choices before they

know the details?

Story IP A personal or cultural narrative people attach Does the story help people understand the

meaning to. work's value?
STEP 04

Creative IP Score for pitching

Once you identify possible CreativelP, score it before you put it into a pitch or partnership.

Recognisable Can the audience identify it quickly? Recognition creates repeatability thus
marketability.

Repeatable Can it be used again without feeling forced? Repeatability turns an idea into a format
thus asset.
Ownable Is there a clear creator, source or documentation Ownership reduces confusion and

trail? strengthens negotiation.
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Commercial Can it help a brand, campaign, platform or Commercial value is what makes the IP
audience outcome? useful beyond attention.
Protectable Does it need a contract, trademark, copyright, Protection keeps value from being extracted
registration or usage rules? without the creator.
WORKSHEET

Creative IP audit template
i L

Creative asset Name the format, phrase, visual code, method, performance style or community ritual.
Evidence Where has it appeared? Add links, screenshots, dates or examples.

Audience proof What has the audience repeated, saved, shared, requested or recognised?

Ownership status Original, borrowed, co-created, licensed, unclear or needs legal review.

Commercial use Campaign, partnership, content series, workshop, product, newsletter, report, live event or

talent package.

Protection step Document it, name it, contract it, register it, watermark it, license it or create usage rules.

Next step
If you need your Creative IP mapped for a project, yourself or campaign? Email hello @ nolwazim.africa or
visit nolwazim.africa.
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SOURCES AND USEFUL REFERENCES

Where this guide is grounded

This freebie is practical and strategy-led. These references informed the framing around video,
campaign effectiveness, brand building, creative quality and measurement.

LinkedIn Marketing Solutions, 2025 B2B Supports the use of video and thought leadership to build trust after attention
Marketing Benchmark and B2B video spikes.
marketing guidance

LinkedIn B2B Institute, WARC and Lions, Frames campaign effectiveness as a ladder from tactical response to commercial
The B2B Effectiveness Code growth effects.

IPA, EffWorks 2026 analysis on brand Supports balancing long-term brand building with short-term activation rather than
building and activation treating campaigns as only immediate conversion.

Nielsen and Circana advertising Support the importance of creative quality as a major driver of advertising and
effectiveness studies sales outcomes.

Think with Google, Strategic shifts: Frames modern marketing work around measurement and insights, media and
Elevating your marketing in 2025 personalisation, and creative and content.
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