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Creative Brief Template

This template is intended as a very simple starting point to introduce you to the notion of using creative briefs to create a direction in your design projects.

Used well, creative briefs define your project in such a way that everyone working on your project has a clear understanding of the vision for the project and can move forward with an effectiveness and flow that produces the best results. Unfortunately, many creative briefs are hastily written with no real input from the key stakeholders and become completely irrelevant to the project and written with so much dry marketing speak to ensure that it will never be read by anyone.

We encourage you to use lively language in your creative brief. Speak to the people whose buy-in you’ll be seeking when the first concepts are being presented. Find out what they know about the audience and what they like. Distill this information and put it in the creative brief. Each time you write and use a creative brief, you’ll discover new ways to customize your approach to writing the creative brief so that it becomes a more effective tool. Good luck!

Overview

Give a short description of the project, the goals, and measurable objectives. Try using the following sentence to get you started:

Create a  [brochure/mailer/website/logo ...] addressing [audience] to [inform / enhance / persuade / communicate ...] [about what].

Deliverables

List all the deliverables of the project (brochure + tradeshow booth + self-mailer + …)

Primary Audiences

List the audiences that this project is targeting, and how they will engage with the piece. (For example, will your sales team be using the brochure to give to clients in sales presentations?)

What does your audience care about when considering your product? 

Positioning

List your closest competitors.

How is your product different to your competitors’?

What is the perception of your industry?

What is the perception of your company/product?

Messages

What is the single most important message you want your audience to get from this piece? (List your messages in the form, Convince ... That ... Because. For example, “Convince prospects that they should switch to ABC, Inc. because we have the highest customer service ranking in our industry.”)

What other messages do you hope to communicate?

Look & Feel

Describe the tone of the writing and the imagery; the feelings you are trying to evoke; and the impression you hope to convey. Is it formal? Sophisticated? Casual? Funny? Shocking?

Schedule and Budget

What is the overall budget for the project? How is that broken down per component (copywriting, design, photography, printing, programming, advertising, etc.)

List the dates that each component needs to deliver (list major milestones: when files need to be sent to press, when printed pieces need to ship, when they need to arrive … etc.) Attach a timeline or calendar if that is how your team works.

© 2009, Bold Type Design – www.bold-type.com


© 2009, Bold Type Design – www.bold-type.com



