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Purpose
State the reason why you are sending out the brief. It is important that the creative person responsible knows exactly what they are being asked to do. Try not to put too much creative input into this document as this should be left to the proper department.

e.g. We are to produce a document that can be used as a sales tool to sell XXX to specific Industries. These industries are as follows: etc. etc.

Background

Why do you need to undertake this piece of communication? Firstly, you need to outline the circumstances that have created the need or the opportunity to advertise the topic in question. 

For example, the initiative may result from a company decision, from research or statistics, in response to client requests or feedback, form part of a new policy proposal, or be part of a continuing campaign. It would be useful to identify: 

• Your overall communication strategy and how this campaign fits in;  • The research upon which the communication strategy has been based;  • Competitive activity of which you are aware in the same subject area, whether it is from the private or public sector;  • Market sector changes of which you are aware that have occurred recently; • Any related campaigns from your department which are recent or ongoing within the same subject area. 

Note: You should attach, or make available, all relevant reports, briefs, and relevant communication strategies regarding the above.

Previous Research

The most successful creative briefs will always be informed by research specific to the subject and to the campaign. Communications research in particular, will inform any triggers and barriers to hearing the messages, and the required tone and style of delivery most likely to be accepted by the target audience/s. When communications research of this nature informs the brief, creatives will be more likely to produce high quality, appropriate creative pieces from the beginning of the process. 

Include any research results you have to support the need for, and/or approach to, the communication campaign. 

This could include:

• Market research undertaken to inform the development of the policy/program; • Market research conducted to inform an earlier campaign on this issue; • Market research conducted specifically for your campaign (primary research); • Market research from another department on a related issue; • Relevant statistics or demographic data; • Analysis of consultative processes.

Attach copies of cited research reports where possible.

Aim & Objectives

Why do you want to advertise? 

Firstly, identify the main aim of the advertising component of the campaign. This should be done succinctly and to the point.

For example, is the advertising to inform, is it a call to action, is it to change or reinforce attitudes, or is it to change behaviour? 

Then identify the specific objectives of the campaign. These objectives should reflect the desired advertising outcomes, should be measurable and achievable and should take account of other constraints which influence the strategy (such as the budget and existing infrastructure). 

Remember to keep this section realistic and tightly focused. 

For example, the aim is to increase awareness of the training and qualification opportunities within the Army amongst 16-24 year olds.

The objectives are to increase recruitment into the Army; increase awareness amongst the secondary audiences; and encourage audiences to search for more information (e.g. using the allocated phone number or Internet site). 

Note: The advertising brief should not introduce objectives not outlined in the communication strategy. 

However, you might not necessarily wish to just replicate all the objectives found in the strategy. It may be that emphasis is placed on achieving some specific objectives in the advertising component.

Target Audience

WHO do you want to advertise to? 

Use any previous research or your own knowledge of the subject matter to help segment your audience in order of priority, particularly if your budget will not allow you to approach everyone of interest. 

In priority order you should identify the following groups: 

• Primary Target Audience – people and groups who will be directly affected by your message or need to be exposed to your message. e.g. 16-24 year olds in the UK. 

• Secondary Target Audience – people of less importance who you wish to receive the campaign messages, people who will also benefit from hearing the campaign messages, or people who influence your target audience now or in the future, for example general practitioners. 

• Stakeholders – other people and groups who might be directly or indirectly involved in, or affected by or with a stake in your campaign. e.g. community organisations, state governments etc.

It is useful if you can describe these groups in terms of their current behaviour, levels of awareness, and knowledge. Having described the current situation you may go on to identify how you want it to change as a result of your campaign. Always be specific. You should avoid defining your target audience too broadly with statements such as ‘the general public’ as broad approaches are generally unsuccessful. 

Note: The brief should not introduce target audiences not identified in the communication strategy. However, you need to consider whether only specific target audiences can be effectively reached by the creative strategy.

Tone of Voice

How do you want this message to sound? 

The style you require may be informal, warm and friendly, authoritative, humorous, conservative or aggressive. To be of real value, advice on such things as tone will be informed by specific communications research. 

Example: The tone of the message should be friendly and informative, while avoiding any rural stereotypes.

Mandatories

Are there any elements that MUST be included? These may be company logos, colour specifications, corporate typeface etc.






