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creative brief

KNOWLEDGE IS KEY
for opening doors



HOW DO YOU EXPECT TO GET THERE
IF YOU DO NOT KNOW WHERE YOU ARE GOINGe

What is a Creative Brief?

A Creative Brief is a key that identifies all the correct
doors to go through. A good brief leads to imaginative
and effective solufions that help accomplish goals
according to predetermined expectations. A bad brief
sends you through all the wrong doors and in all the
wrong directions while wasting time and money.

Simply put, a Creafive Brief is a written document
outlining, in detail, the relationship expectations,
business objectives and corresponding sfrategies for
you and your creative feam.

Why is a Creative Brief Necessary?

We have ouflined the most imporfant information
necessary for a successful project and a successful
parinership. This ensures everyone is on the some
page driving toward a common goal.




Partner Preferences

We understand that every person and company is unique. By
understanding your unique preferences, work style and goals
we can customize a client/agency relationship best svited to
achieve your objectives according fo your ferms.

Have you worked with a marketing, advertising or design agency
in the pasfe

L] Yes
] No

We expect our agency fo do the following: (select one

[] Manage all communication and creative direction based on
their knowledge and expertise while | proof projects for
inaccurate information and provide a final approval during
each stage of the process.

[ ] Provide advice and recommendations but | will decide final
design direction and provide rough draft copy.

[] Take specific design direction and | will provide instructions
on design layout as well as providing photography and final

copy.

| prefer to manage projects through: (check all that apply)
[] FacetoFace Meetings
[ ] At Client's Office
[ ] AtAgency's Office
[] No preference
[l Conference Calls
[] E-mail Correspondences

Note: Despite preference, some face-toface meetings may be
required in effort fo expedite progress.

What level of control and involvement do you prefer to have in

the design and development process? (select one)

] Minimal = "I will rely on my creative team'’s experience to
make direction and design decisions, but will be available
for final changes and approvals.”

[ ] Average — "l will consider my creative team’s suggestions but |
plan to provide input and specific direction during each
stage of the process.”

] Maximum — I infend to utilize our creative team to execute
company ideas and directions and expect o be involved in
every design decision.”

How do you prefer us fo utilize your paid time?

Out of the Box Thinking
Look info new opportunities, brainsform new creative ideas and
concepts as it applies to the established objective(s).

(] Minimal [] Average [ ] Maximum

Consuliing
Provide advice and recommendations fo solve specific
communication issues known or unknown.

(] Minimal ] Average [ ] Maximum
Specing Projects

Strategize and plan upcoming project defails.

[ ]  Minimal [] Average ] Maximum

Budgeting and Planning
Establishing a marketing plan and negotiating the best prices on
prinfing or concept execution based on quality.

] Minimal ] Average ] Maximum
Manage Ad Campaigns

Plan and negotiate media placement followed by ad management
and submission.

[]  Minimal [] Average [] Maximum
Meeting Time

Weekly meefings to walk you through each step of every
project.

[] Minimal [] Average [] Maximum

Campaign & Website Maintenance
Mainfain and manage confent of an already developed and
working campaign and/or website.

[] Minimal [] Average [] Maximum

Which option best describes your company’s expectation when

executing a project:

[] Design something quickly and to a high quality standard
and | understand it will not be cheap.

[] Design something quickly and cheaply and | understand we
will sacrifice quality.

[] Design something with high quality and cheaply and |
understand turn-around time may be longer.



Company/Organization Profile

Creative briefs should start with an honest synopsis of your
company or organization fo help your creative team better
understand the ins and outs of your company or organization.

What does your company/organization do?

How long have you been established and how many employees
do you have?

What is your niche market?

How do you fit info your indusiry sector?

Who are your main competitorse

Are there any important industry frends to consider?

What marketing and sales tacticsare your competitors utilizing?

Marketing Objectives

Be specific when sefting marketing objectives, if you are not clear
on what you want your marketing efforts to achieve you will be
unable fo evaluate if your goals are met. Being clear and concise
in your objectives can also indirectly help 1o find flaws in what
you thought was a solid idea.

What would you like to do?  (check all that apply)
[] Establish branding

[] Build or increase brand awareness

[] Extend your market:

[ ] Regional

[] National

[] Global

Llaunch @ new product or division

Increase brand loyalty and repeat consumers
Cain new subscribers

Increase sales and expand company
Increase sales without expanding company

Maintain current sales

Oogoodg

Target Audience

Provide in detail your primary and secondary audiences. You
should include specific defails regarding your demographic
and/or geographic markes.

Who are you frying to reach?

What message do you want this audience to walk away with2

What common factors does your audiencel(s) share?

Is your farget audience geographically clustered?




Budget and Timeline

By providing sufficient funds and time for effective marketing
concepts and implementafion, you tumn an expense info an
investment. Most imporfantly, know how much you are willing
fo invest and what you expect fo gef in refurn. Your company
and creative agency are pariners; provide us with a budgetary
guideline for each marketing component. As the agency, it is our
responsibility to help you sef achievable goals and plan or design
a concept that fits within your budget and timeline.

What is your budgete

What is your fimeline?

Additional Information

Evaluation

Each component of any marketing plan is another piece of
the puzzle in achieving your objectives. Without an evaluation
process, how will you know if your objectives have been metf2
When planning projects, collaborate with the agency you choose
to plan a method of measuring the return on your marketing
investment. If you need specific measurements or sfatistics
regarding your markefing, be sure fo share that information with
your creative feam.

A creative agency’s success is not in the design and
implementation of marketing materials, but in successfully helping

a company or organization reach their objectives.

How do you plan fo evaluate your creative team?

Let us know if there is anything important that was not covered that you feel is necessary in understanding your objective(s).




