   Get to the point, people! You’re not Charles Dickens, and this isn’t A Tale of Two Cities! Include the details, but 
   make it snappy! Remember – you want people to actually read this stuff! Otherwise, you may as well delete it now 
   and take the creative team out for a beer – it will be a better use of everyone’s time!

Creative Brief Template

Actually, this contains TWO creative brief templates (because we love you, that’s why).

The first template is the super-speedy version. It’s absolutely guaranteed to get read by your constituents because it gets to the point and doesn’t waste anybody’s time. Use this version for the people you love.
The second template is the long-winded one. It’s long and boring, and marketing people *HEART* it! They eat this stuff up! Use this version for complex projects that contain many moving parts. It’s particularly useful when you have multiple stakeholders, some of which may not be accustomed to being involved in a creative project and they need things to be thoroughly spelled out. Although this version is longer to write and certainly more time-consuming to read, it may actually save your team huge amounts of time by getting the more demanding stakeholders aligned with the goals of the project.
Tips for Success
1. Get to the point! Leave out any obscure, meaningless marketing terms or buzzwords. 
2. Gather input from ALL stakeholders. By including all stakeholders, you increase your chances of gaining their buy-in as you move forward with design.
       



3. Make it useful. The goal is not to bore people with how many marketing terms you know, but to craft a document that will serve as a useful guide for the members on your team. Tell them what they need to know to make this project a success.
4. Get started!

The Super Speedy Version
	What
	…is the challenge we’re facing?

Background

Objective/Purpose 

This is really the “paint the picture” part around what the assignment is. Keep it as brief and as reference oriented as possible.



	Who
	…are we going to be talking to (and/or who are we speaking for)?
Target audience

Primary stakeholders

Who is the audience, and what do they care about?

Who are the stakeholders on our side, and what’s important to them?


	How
	…are we going to get this done?

Deliverables

Distribution

Budget

What needs to be created? (Remember, this may change.)
How will it be rolled out to the audience?

How much money can we allocate to it?


	When
	…does everything need to happen?

Who needs to sign off? Legal?

When is this being launched/shown?

What are the “drop-dead” dates?



The Long-Winded Version
Overview
Give a short description of the project and its purpose

Deliverables
List all the deliverables of the project

Primary Audiences
List the audiences that this project is targeting, and how they will engage with the piece. 

What does your audience care about when considering your product? 

Positioning
List your closest competitors.

How is your product different to your competitors’?

How is your industry perceived?

How is your company or product perceived?

Messages
What is the single most important message you want your audience to get from this piece?

What other messages do you hope to communicate?

Tone
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?

Imagery

Are there any special notes that need to be made about the type of imagery to be used?

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

Schedule
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.

Want a steady stream of design and workflow tips for the in-house designer? Subscribe to The Innie. Click here.
Want a steady stream of design and workflow tips for the in-house designer? Subscribe to The Innie. Click here.

