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Module 4

The Creative Brief

In this module, well cover:
e What a Creative Brief is and why it’s used
e The components of the brief
e How to complete the brief
e The importance of Contact Reports
e Versions of the brief:
o The long version
o The short version
e Samples of Creative Briefs
e Cheat Sheets
e Templates of Briefs for your files
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What is the Creative Brief?

The Creative Brief, or The Brief as it is often referred to, is the basis of every advertisement.

The Brief is a series of questions that need to be asked by the copywriter and answered by the
client.

The copywriting process cannot begin until you have interviewed your client and written up
your Creative Brief.

In an ad agency, the account service department would do this work for you.

If you are working as a freelance copywriter, you need to know how to take your own brief.
Why do you need a Creative Brief?

The Creative Brief is the master document that states exactly:

e What type of creative piece is being written — a letter, an ad, a billboard?
e What product is being advertised
e Whois being targeted
e What aspects of the product we’re going to promote
e Who our competitors are
e Our key selling benefits
e Why we’re different to the competitors
...and much, much more.

Advertising is a very subjective business which creates room for error.

To minimize misunderstandings and miscommunications, a brief is the key document that both
the writer and the client use as their touchstone.

You will look more professional and you will save yourself hours of work later if you take a
comprehensive and detailed brief at the beginning of the writing process.
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How do you find out all this information?

The client should have a deep understanding of their own product, and they should be able to
communicate these points. However, this is not always the case which means that you have to
use some skilful questioning techniques to elicit this information from them.

Your role as a copywriter is to question, cajole, probe and generally quiz the client on their
views about their product, so don’t ever just sit there silently as a note taker. You are an active
participant in the creation of The Brief.

If the client says their product is ‘the best in town’, you’ll need to ask them why they think that
and what evidence they have to support that.

A good copywriter is a superior interrogator. You need to ask lots and lots of questions. If you
don’t get the answers you need, then you need to re-frame the questions and ask them in a
different way so as to get a different response.

You really need to fully understand the product and how it helps the consumer or else you
won’t be able to write confidently about the product.

You should consider yourself a ‘consultant’; someone who is paid to give advice, not take
orders.

The most successful copywriters are those who are able to challenge the client and win their
respect by telling the client what they need to know, not what they want to know.

How can you learn about the client’s product?

Some copywriters get very involved with their client’s product. They are eager to absorb as
much information about the product as they can. To do this, they:

e Use the product

e Visit the factory where it's made

e Talk to customers about their experiences with the product

e Watch videos/DVDs and read vast amounts of research material to educate themselves
about the product

e Go on the road with the sales rep to see how the product is sold to customers

e Wander the aisles of supermarkets to witness how people choose a product
...and more.

David Ogilvy was famous for researching his client’s products.



*  Australian School of Copywriting %

When he landed the Rolls Royce account, he spent three weeks reading about
the car and came across a statement in the research that said ‘at 60 miles an
hour, the loudest noise in this new Rolls Royce comes from the electric clock.’

\1
He then created this ad (overleaf) which went on to become one of the most ?
famous ads in history. —
Short term pain for
long term gain —
get the brief right

before you begin.
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The only way Ogilvy could have written this ad and that famous headline, was to have read
extensively about the product, and used the product, to ensure the claim was correct.

When you research a new product, you’ll need to taste it, smell it, use it, wear it, try it. Get
involved with the product.

Your job is to interview the client for as long as you need to get the answers to these questions.
This could take a number of hours over a number of meetings.

How do you complete The Brief?
Below is a Creative Brief template.

This is a template used in many advertising agencies around the world. There are other formats
but they are all a variation on a similar theme.

You'll see there is a list of headings. Although these headings look straightforward and simple
to answer, you’ll find that it involves a fair bit of research and spade work to come up with a
clear answer for each.

You need to delve deeply into the product to work out the answers to these questions.

And by the way, be prepared for the client to not know the answers to all these questions.
That’s okay. You can help them through the process but it is your responsibility as a writer to
ensure that you completely understand The Brief and what is required before progressing.

In advertising, like other creative industries, you need to be able to justify your creative choices
at all times. The brief helps you do that, which is why it is so important to get the client to
approve The Brief before you begin writing.

Why should the client approve The Brief before you start writing?

It’s important that the client take responsibility for The Brief that has been created. Your ad can
only be as good as The Brief. If you don’t get the client to approve The Brief, you could be
working on a brief that is inaccurate or not what the client wanted.

It always pays to check with the client that you’re on the right track.

This helps you justify your actions and ‘covers your rear end’ in the event the ad doesn’t work.
When this happens, the client inevitably blames the copywriter for getting it wrong.
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We'll show you how to deal with client objections later in the course. But at this early stage, get

into the habit of filling out The Brief, getting it approved by the client and then starting work. In
that order.

Keep accurate records of your meetings

Contact Reports

If your client approves The Brief, agrees to pay you x per hour or agrees to any aspect of the
project you’re working on, write it in a memo and send it through to them.

These memos are called Contact Reports. They will protect you in the event something goes
wrong later down the track and will help avoid any misunderstandings later on.

Here’s what they look like:

H ]
é Contact Report Client’s name

Your name

From: Jill Sample O
Date: June 18

Jient agreed W0
The C the WTi

agreed vo pay

hours Work- the copy for the A4

: dtopr
iter agree
The WI ure W

double—sided broch

of this letter.
Rega.rds.

S\ T

Q\Q,
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That’s it. You may send one of these as often as every day, or as infrequently as once a month.

You only send them when an agreement has taken place.

How to take a Creative Brief

The Creative Brief is a document that contains 21 key questions which must get
answered before you even begin thinking about writing. We’ve listed here two
versions of the same document.

1. Short Version
2. Long Version

They are the same document and contain the same headings but the Long Version
contains a detailed listing of questions you will need to ask your client.

These questions will help you delve deeply into the product’s attributes so that
you can create a tight, accurate brief.

You may not need to ask every question listed on the Long Version. They are there
for you to use at your discretion. You can also add new questions to the list as you

go.
When should | use the Short Version and when should | use the Long Version?

When you sit down with your client for your first briefing meeting, you will use the
Long Version.

Try to avoid ringing
the client up after the
briefing and asking
further questions.

It's much more
professional to use
your briefing meeting
toget all your
questions answerad
at the one tifne. This
may not always be
possible but you
should aim to get the
information you need
at one or maximum
two meetings. After
all, it's your time
that's ficking and
theoretically, you
can't charge for
briefing time (we'll
cover that later in the
chapter on Invaicing).

This acts as your working document that you can scribble on and refer to during the meeting to

help you find your next question.

When you have trawled through all your research and you have come up with a brief that you

think is accurate and workable, you need to fill out the Short Version of The Brief. This is the

document you send to the client for final approval and it is the document that could get

circulated throughout the entire organisation for sign off. Most large organisations have a legal

department that vet advertising so be prepared for your brief to be seen by many pairs of eyes.

7
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The final brief can be more than one page (although some copywriters become quite precious
and won’t work on any briefs longer than a page) but try to keep it as succinct as possible.

To summarise.

Shown here are the two versions of the Creative Brief that we will be working with.

They are the same document but they have different purposes.

1. The Short Version
2. The Long Version

To recap: the Short Version is used when you submit The Brief to the client for final approval.

The Long Version is your working document that is used for note taking and
guestion-prompting during your briefing meeting.
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CREATIVE BRIEF — Short Version

1. Jobs Title

2. Clisnt Mame
3. Cliant Contact

4. ProductService

2. Dascrption of Product/Service
. Date Required

7. Task: What needs to ba made?
2. Background to this job

9. Objactivas

10, Target Market
11. Faatures and Benafits

Featura 1 Faatura 3
Benefit 1 Beneflt 3

------- -F-é-a-ﬁ]-r-e-"z--------'----------'----------'-------r--'----#-E-é-t“u'-e--i'-------'-----------'-----------'----
Banent 2 Beneft 4:

12, Creative Proposition/Single Mindead ldea
134, Supporting Evidence'Proof of Claim

14. Product Parsonality/Tona of Voice
15. Call To Action

16. The OfferThe Incantivea
17. Madia Considerations

18. Campaign Timing

18, Eszential Raquirements/Mandatorias
20, Constraints
21. Competitors
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CREATIVE BRIEF — Long Version

1.Job Title
# YWhat ars you going to names tis job?
# It's generdly o shorlered name that sums up the ad.

2. Cliant Name
= What is the sl names of the comparry whao makes the product?
= M= they a subsidiary of a larger comparmy™
# Wha elee do they own?
+ Who owrs the comparny?
3. Cliant Contact
= ‘Whal is the nams of the person you will dealing with?

# ‘Who makss the fna dsdsion on copy epproval?
4. Product/Service
+ ‘What is the full and comrect neme and details of the produdt you will be working on?

5. Description of Product/Service
# What produdl ars wewsriling oboul? Bs epsdfic. le il tha Disl Cokos G00m| product or the
1.25 fira bottls of Dist Colos™

# What cther producs doss the compary make?

# Should they ba mentiored or is this & shand-alone pisce about ore product.
. Date Raquirad

# O what dabs is copy rsquired by the cient

# O what dabs wdl the ad go to printfair?

Mote: Thess tro dates wil be differsnt 30 ks osrioin you get donfication on both daies.

7. Task: What needs to ba made?

+ What is being areated?

+ An A4 single sidsd broohurs? An &4 colour advetissment for Cleo mogazins™ A 2-pags
direct mai lster™ & 30-ssc0nd radio odvertisement?

# What ars the esacl msssursments of the piece? Ba spaaifio.

&. Background to this job
# YYwhat is the badgground 1o this piece of advartising bsing required? E.g:
—  Ars gales down?
+  Hasa new compelitor appsarsd on the markel?
+ Hasa product recal cocurmed and it's imea for o rsHaurch™
+—  Ars new leads resded?

10
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CREATIVE BRIEF - Long Version (continued)

8. Objactivas
= Whal is the spechic chjective of this campaign?
# B= specific. Yes, wa ward more salss — but how manyT For ssempls:
= Hows mary units da wes wark 1o sel and inwhat penicd of ims?
+  Hiws muuch profit do wewant to makos?
T Hows manyy mars customens oo s wand 1o bring in?
T Hows many lspssd oustormens do s wart to bring in?
—  What dowes want the averags ordsr sabss to bs?
H you dan't kmos what the objsdtives of the campaign ars, wou can’t know il s bean
@ sLCCess or nat.
Evweni if tha clarm isnt clsar aboun thesir objsotives, it's imporiant to hevee a goal for
whidh 1o aim.
10.Target Market®

This section suma up 'who sxactl e ore tergeting in this ad ie. who is the parson who
should buy this preduct?

This is & wial component of The Brisf. F this is wrong sverghing is wrong
fou bave 1o be able to ‘sss’ thes tangst in font of you.
= frs theey male or famals?
# How old would they ba?
& 18-257
& 26-307
¥ 40-557
& £6-GLT
W 057
* How much doss this person eam?
& 50-530,0007
& 551, 000-260 Q007
& 5651,000-100 0007
& 5101,00047
# What lsvel of education hmes they atianed?
i ochiool bsseer
& bertiory
& post graduants
§ cther

11
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CREATIVE BRIEF - Long Version (continued)

* Ara thay marniad, single, gay, radnedk, Christian, athaists, a mincety group, bicers,
pardeners, pocl owners, stockbrokere? 4.

» Do thay spaak and read
* Who makeas tha decision about .
what gate bought? Husband or
11. Features and Benefits
Saa the chapter on How To Wiite Divect Mai for further referance on how o idendty the

English fusrdy?
Zi
wife? Child or parent? Bose or it
featres and banais of any product

* What cther languagss might thay
(A | "_wl ,‘c ¥ = ['I: é
» What are the feaburse of thia product and the comesponding benefita for aach featura?

speak?
» What bocks do they read?
* What weoud they bs wearing? ',”“ Uity } i - :9 e
* How'woud they st? v oAl
» Which ones are tha most importart in the ayes of my target audienos?
= What does this product do for ts user?

» How do they feel about refugans,
capialam, Greenpaacs, chidoam
for warking mothers, tachnology
pdiution, nudear poser, GM foods,
keeping fit, love, fnendship,
= What would thay vabss?
Can you think of scmmone you know in your oan Ha who is n that target group? it coudd be
your mother.  so, what languags would she use What words woddn't she wse?
What would motivate her to buy this preduct?
You need 1o areate a snapshot of this parson in your mind and keep & thers whilst you're
» What need doas it schve for ta user?
* What's n ¢ for the weer if they buy this product —what do they et out of 7
* How'edl it makea ther o sasiec?
» What ara the negative corsequanoss for them if they don't buy it?
* ls it news o haa & been around for some tme? How long?

education, syperannuation?
wiiting.
» Why does tha tarpat audience need this product?
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CREATIVE BRIEF - Long Version (continued)

12, Craative Proposition’Single Minded Proposition

= What is heone massage wou waould Bos the target madost 1o bakos array after
rasding this ad?

# Thers may be mary messagss, b what is the single-mind=d proposition that oo weard
1o leaws them with?™ =g. Fanadd gets rid of pain fast.

13, Supporting Evidenca/Proof of Claim
= YWhal proof do you havve: to sopport the crectres prop-osition?

= YWhal evidenos, siglisics, Testimonials can you supphy thel prowss your oleim is s
ea 8 owt of 10 dectors recommeand Paradasl.

Mote: Claims made withor supporting esid=nos are ignorsd by the oconsomer.
14. Product Parsonality/Tona of Voice
= YWhat should the 1ores of this communication Ee?

= Should i be formal and ssricus™ Zany and fun? Begart and romandic or exciling and
cymamic?

=g. Compars YWirgin Arfnes’ tores 1o the 1ons ussd by Clamos. Virgin usss o ooy
imeverart, pun-bassd tone ko promoks the arfre. Cantas adopte @ foma, slegart and
classical 1ons 1o premctks ther arfine.

15. Call To Action
¥ttt specificalky do wou raani the tforget markel bo do as a resuk of seeing this
commerication?
= _al a phone ramber?
= Click on a websile?
= Sarvd for somes mons informabon™
= ‘Wigil e stors
+= fSrrangs a free messure or quole?

Teed thes brgst markest msomct by whiat action you woudd llos them bo tele when ey hanee

16, The Offer/The Incantive

+= YWhal oan you ofesr e [0 eddition bo the proedodl] thed will comps] them
1o ac now T

# The cffsr do=sn't haws 1o bs sspiensivs, bud & has 1o be redsvart and inbsnssting 1o ths
1angel market.

Examnples:
*= Send for mare indomation
= Ernbsr thes conbsst bo wein @ prizs

= Buy now and reosive a 105 discowud
= Spend B5050 and reosive £50 fee woucher
Buy one gst ore fres

et twea for ores
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CREATIVE BRIEF - Long Version (continued)

# (Zat o free gifl with every punchoss
First 100 1o respond gel an upgrads

Free dedieny

1087 morey back guaronbss il you'ne not satisied

W=l come ta your otfice

# Cremight defvery gquararieed

+ Free guoles

* Free 1/2 hour consdbation

= Check out tha quiz on our websile

17. Madia Considerations
s How s this pisos ba distibuted? By Australis Post, va smail, via fax, via bilbcard, via
ths web?

18, Campaign Timing
= YWhar wil this campaign taks plaos?
¢ sl ime-imited =7. the sals ofier lasts for oneseek onby.
¢ bt asessoral product ke srimiming pocks, Bkinis, osniral herem, cverooois?
¢ |5 ths ad second inoa ssries of ads that kave alrsady gore b airprint.

18, Essential Requiraments'Mandatonias

= What imormation do you need 1o include on the communication that B essesntial eg
logos, phore numbers, ABM, copyright, tradsmares, declkémers, conditions apphy.

20. Constraints
= Whal can't you mentionin thes ad?

= YWhatl claims ars not allosed 1o be made? eg. weight loss companiss cannal guaranbss
wight loss; hair replacsment companies cannot guarares hair il groes bade

21. Competitors
= YWho elee makss this byps of produdt?
= YWhao ars your competilors? Thers may be more than wou think.

= Thirk laterally about all he competitors wha might be competing for the same tange
maarkst as wou.

# How is my pre-duct differsnt 1o the competiors?

# o thay ofisr thes sams featurss? [ so, whyweould somsone by
mine cver thers?

= YWhat vl maks my product stand oud omonget the competitors?
Heoww much do the others cost? dreews offienng the same thing for thes same prios?

14
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*Target market Beware!
This section is one of THE most important sections of the entire briefing document.

You should spend more time on this section than any other section because if you get the
Target Market wrong, the whole brief will be wrong.

Beware the client who says: “We want to target everyone!”

Why? Because it’s impossible to write a targeted piece of advertising that appeals to all target
markets.

You are better off choosing one market and offering them something relevant and interesting,
rather than choosing many targets and offering them a bland, across-the-board offer that is

neither interesting nor relevant.

You may have numerous target markets. That’s okay. You need to treat each one differently
and target them with different messages.

So, how do you work out which target market to focus on? Choose the target market that is
most lucrative to the client or who has the most potential to be lucrative.

On some occasions, you may get away with targeting a few different groups with the one
communication piece. But in general, we advocate against targeting disparate groups using the
same communication piece. It’s just a waste of money.

What does a completed Creative Brief look like?

You’ve seen a blank Creative Brief. Now it’s time to see a completed Creative Brief.

We've taken a real product and worked backwards from the finished ad to see what The Brief
might have been.

Here’s the completed ad and following that is The Brief we believe would have been used to
create the ad.

15



16

*  Australian School of Copywriting — *

‘1-11-‘||-|---J_

&&3! —_—

el
. ol

ll"‘.'1u
~ e Gl P W ey Wiy Vg e
PN A—— g, ) e

il —— oy N

Al vy Ao g e vl LAbe By Rt
weiad bimp e W Bedpy wee g

et bam g

diy wmspg o Ms S YR I AP Desany
Wi e 000 20 gt Bty s neg ey

bt s et 2 8 o

e L e L R L

P saper welimay agr of g el sl e oo

[ ealeade e LEEL s ST S R T
Ve
ol g o eyl § vy

e B LT P LR St

A TR Fa0eng 1 Sanan sad sege oy
s B LR Y

S e Bl B et R )
wepr—

LW e ey wesen = I R W) R | ls!l.n-iunlrlcil.ln
wambums dig Ny 1ol ) e -
i%i
R e il e e
R e e e el

ey vepeepdh SRR LBP L] ey
Weri) R e mu ey Vel A
wesgpen pain ek vy wes ey

Mt - _
— ."uis
ABE PO s vy g Y ey s
b LR L D e v wmemed -

el e 2 W T L R
R e L L 1Y

AR OL 00 B AT L TR e Laag e

L e L e
Brpren oy ey Wi 0 el O - O

D e b e b e B B S
i!}_
Taunr B0 PRI R L ey SRl e phed e e

2onead jo 1q e saye)
uodure) e Sunsasur ‘) ut sSuryysow Mry |

~ ARy pon Ipmars gl oY

whew »
s ol B el st S
0 NP TI E REy wy Y eeR A,
WP S e R ey M e ST T
O oyt o eaen sbgad = L e0d A pToogemT W v
et oty wong wepe o e opych ag vy

W 0 s begned
ar walca o Paaws vwrppdd sy sl g
TIPTE RS AT Y
PR LA
50N B P e AR e e e

- M= IS PVT ATA PTEW £ S pee e
WL WP ey @ pesssiew by elee e,
W gl LR 0 e ey A —
LRl S T S e L
L e Rl B L
Lkl B P-lllnb.‘!
oy eeergdlh poqpits ¢ Speg w pewes
O el e
AL RS ) P esp ssma Ty
L et Bl
L i e it |
TR PR T Al SR
B L Lt i il st |
W T
B e L L T
L e L
B B LT
Morpen b prags o lane O W) wY
(0N Pt apey 8 Do mr L s ey Sl
_l]-
s m .-3‘!-". R §




*  Australian School of Copywriting %

We haven’t got access to the original brief for this ad but we’re pretty sure it looked something
like this:

CREATIVE BRIEF

1.

Job Title:
Thrsading a Nesde

Cliant Mame:
Smith and Mephew Consumer Produdls Lid.

Client Contact:
Joane Dios — Marketing Manager
Ph: 0411 123 455

Product/Service:
Lil=ts tampons

Product/Senice Dascription:
# Li-lets tampons = Lised by 26 milon women anund the world
# Dwaignad by & worman = Smalbsst tampon made by Smith and Mephes
» Mo applicatar rmsded = Sam in kength.

# Thesy coms insmall packages
—thes size ol @ bios: of mabohess.

Date raquirad:
Ml

Task: What needs to be made?
To coreale a magzire advertisemen 1o appesar in Doly magazins.

did muel messurs Z30mm sorees ® 150mm dowm.

Background to this job:

Rsssarch has shoen that woung women chooee sariary rapkins cusr tampors becauss
they ind tampora too diffioul to ireesrl. Thay fed embarosssd and sily asking for help and
don't knowwhio to turn bo for advice, They would rather choose sanitary noplins and sndurs
discormiornt, rather than ask for hep an how to inesrt a tempaon.

Objectivas

g 1oincrasse salss of Lillsis by 35% bateessn now and 3 monthes
b) 1o get BICwomen to send of for the fee sample

o) 1o recepms 250 lstens for Maron Cooper asking for odvios

10. Target audience

11-14 old grls who are finding i dificull 1o ineedt tampora.

17
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11. Features and Banafits
Faatura #1:
Desigresd by o woman
Baneft #1:
# H iz made by somsoane whio usss it. Who see knosss mors aboud thes femals

Unfiks saritary napkine, tampons don't show.

Baneflt #2:

* fou oan darce, skim, wear o leckard and ne-ons wdl sver lnosspou ars heing your
pednad, ie, the freedom ta Fes your [fe without restrictions.

Mo applicator ressdsd.
Baneflt £3:
# Emsy 1o ues and more cormloriabls 1o ineed than using a cardb-oard applicator.

* A finger is solier and more sensitiva than o cardboard applicator so it miskoss inserting the
bamp=on easier and mone oomiorakbls,

# Becoumethers @ no applicator included, the padvags B smaler which makes i more
corvenisrt ko camy Liklsis in the handcag and sovess smbamaseme .

Smallsst fampon made by Smith and Mephews — Bom i length.
They comea in small packages — the size of & box of malchas,

Beneflt #4:
* H's smal which meara that it's sasier to ineerl. This mears iwon't bt and that you'll beve
an =ntisr ime geling slorted with tampons.
# Tha package is smal| which msans you oon be disoresl when you open your handbag
becauss nobodywil s=s i. You'll save yorsef smbarossment.

Ussd by 25 milion women around theweorld

Beneflt #5:

# Thisis proof that the fampon is sy 1o uss. 26 milion women have worked out how bo uss
thin tampon — so wil you. H's wery sasy b use.

# Lots of peopls have used this tampon sucoessfuly — 8o wil you.

12. Craative proposition
Practios makes parsc. Try .

13, Supporting evidencaProof of Claim:
# 2% milon women hmes ussd this product.
* Hwoe desigrsd by o woman.,
* H's tha small=st fampon made by this marodaciure,
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14. Tone of woice/Product Personality
* Hephu
* Motherdy
® & closs frisnd providing advios
* Isrudticral
® A siep by sbep guids bo inesrting o ampon

15. Call to Action
# Filin the coupon ard serd il 1o us.
= Wite to Manon Cooper at the addrsss isted

16. The OfferTha Incantiva
# ¥¥a'l sand you a free fnial packet of LiHels Mini.
# Hove your questions answersd by Marion Cooper:

17. Madia considerations

The &d neads b b placed onths Highl Hand Side (HHE) of the magazine os e want ths gide
1o ot out the coupen and send it of. Hitls an thea LHE thery ars leas lkely to cut it out.

12, Campaign timing
Srarts in summer: This is when gide 1ypicallywant ba esim o wear revsaling cutfis and this s
whan the issue of using sanitary repking bscomes problsmatio.

19, Essantial Requiraments/Mandatories
# hdust f=ature & coupon.

# hdust f=adure the band name.
# hdust f=ature o pichure of the tampon iksel.
# hdust fssiume & pack shot of the tampaon oo,

20. Constraints
# Don't mention any other products made by Smith and Meghew cther than Li-lets.
# Don't mention blocd, blssding or vagina.

2. Compeatitors
Sray Fres Minis.




Step 1:

Read this ad carefully.

Australian School of Copywriting — *

Assignment for Module 4

Task: How to fill in a Creative Brief

e

Think small.

VI oY ma Pk TN 10 P ol
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Step 2:

Fill in The Brief that you think would have been used to create this ad. I.E. Work backwards to
identify what The Brief might have been.

Step 3:

Use the questions listed in the Long Version of the Briefing Document to help you answer the
questions.

Step 4:

The use the Short Version to summarise your brief.

A Cheat Sheet
outlining this
completed brief is
attached overleaf,
hut why not give
this assignment go
and see if you can
complete the brief
yourself. Then you
can compare it to the
Cheat Sheet to see
how you went.

21
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Here's a clean brief sheet you can use for this assignment.

CREATIVE BRIEF

*

1. Job Title

2. Client Name

3. Client Contact

4, Product/Service

5. Description of Product/Service

6. Date Required

7. Task: What needs to be made?

22
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*

8. Background to this job

9. Objectives

10. Target Market

11. Features and Benefits

12. Creative Proposition/Single Minded Proposition

23
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13.

Supporting Evidence/Proof of Claim

14.

Product Personality/Tone of Voice

15.

Call To Action

16.

The Offer/The Incentive

17.

Media Considerations

18.

Campaign Timing

19.

Essential Requirements/Mandatories

20.

Constraints

24
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21. Competitors

25
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Cheat Sheet for your assignment.
Here’s the completed brief for this assignment.

Don’t look at it until you’ve had a go at completing the brief on your own.

CREATIVE BRIEF

1. Job Title
Think Small
2. Client Name

Volkswagen of America Inc.
3. Client Contact

N/A

4. Product/Service

Volkswagen cars

5. Description of Product/Service
Volkswagen car — no specific model.

6. Date Required

N/A

7. Task: What needs to be made?

A full page newspaper ad, measuring 210mm down x 160mm across. Black and white.

8. Background to this job

Petrol prices are up, cars are getting bigger and are becoming more costly to run.

At present, people don’t have a choice with the size of car available —the Detroit
manufacturers all make large cars. Large cars cost more to run and repair. We believe
people are seeking a change but don’t have any alternative cars from which to choose.
9. Objectives

1. To encourage people to consider VW

2. To encourage people to think about the costs of running a car

3. To think it over before they buy a new car

10. Target Market

Non conformists; free thinkers; people who aren’t afraid to be different; people concerned

with the cost of running a large car; people on a budget.
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CREATIVE BRIEF — CONTINUED

11. Features and Benefits

Feature # 1: Feature # 2:

Gives 32 miles to the gallon. Takes five pints of oil instead of five quarts.
Benefit #1: Benefit # 2:

e Cheaper to run. Saves you money. e Cheaper to run. Saves you money.

Feature # 3: Feature # 4:

Never needs anti-freeze. Tyres last for 40,000 miles.

Benefit # 3: Benefit # 4:

e Cheaper to run. Saves you money. e Cheaper to run. The tyres don’t need to be
e Convenient — you don’t have to buy replaced as often.

anti-freeze and pour it in.
® Peace of mind — the engine will never freeze.

Feature # 5: Feature # 6:

Small size — easy to park Repair bills are smaller.

Benefit # 5: Benefit # 6:

e Convenient/Saves time — can park it ¢ Save money. Won't cost as much to repair.
anywhere.

12. Creative Proposition/Single Minded Proposition

Think Small.

13. Supporting Evidence/Proof of Claim
See Features and Benefits for a listing of Proof of Claims.

14. Product Personality/Tone of Voice
Sensible. Practical. Wise.

16. Call To Action

Think It Over.

16. The Offer/The Incentive

N/A

17. Media Considerations

N/A

18. Campaign Timing

N/A

19. Essential Requirements/Mandatories

27



*  Australian School of Copywriting %

Must feature the logo and a shot of the car.

20. Constraints
N/A

21. Competitors
Any large car.
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