THE BRIEF

Who/what is your brand/service/charity?
The company, business, charity, corporation, cause, etc? Are they part of a larger group or associated with any other businesses?

Background
[bookmark: _GoBack]In this section you need to set the scene. Assume complete ignorance of the subject. Tell us what you know at this point and what you have uncovered through research and competitor analysis.

The problem
What is it we need to solve? Keep it simple. What are the barriers to achieving this? How can we influence the outcome?

Objective
What is the desired response we require from the outcome? What do we want to change? What is our desired response as a result of the creative work?

What needs to be produced?
Ideas? An integrated campaign? A TV script? Initial designs? Guerrilla ideas? Any particular formats or sizes we need to follow? Include any mandatory requirements. 

Target Audience?
Who is this aimed at? Tell us everything you know about them. This may be based on fact or it may be anecdotal. Create a profile or draw us a picture. Where will you find them?

What do the audience presently think?
What perception are you trying to change or influence? What would you like them to think or do in the future?

What are the main points you need to communicate?
Write a list of bullet points. Create a hierarchy. Include the main, but not every minute point. Too many points will dilute the strength of your communication.

What is your single-minded proposition? (SMP)
This is the most important part of the brief. Drill down to one overarching point. It may help to discuss this with the client. Above everything it must be clear, robust and inspiring.

Tone
How you say something can change the meaning. Make sure you get the tone right. It will make all the difference.

Budget
There is likely to be a budget. We need to know what it is. It could have a great influence over the creative work.

Timings
By when? Is there a schedule to meet? What are the deadlines?
