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Each student will be responsible for completing this worksheet. Present the information as a type written document in narrative 
form. Do not repeat the questions but do use the headings and subheadings on this form for your document.
 
The Creative Brief is presented to the client as an overview and understanding of project goals. Research and analysis are done, 
project goals have evolved, clarity around positioning is achieved  The brief provides an opportunity for the client to reaffi rm the 
fundamental premises of the proposed creative strategy and to give the go ahead. The brief is presented to all key decision makers 
and agreement should be made on understanding of goals, positioning, and strategy prior to seeing any possible visual solutions.
The Creative Brief is not a contract however the strategies outlined in the brief are reiterated in the Brand Book. 
Creative Brief Project Title

Submitted To Primary Contact
 Business Name
 Address: complete address including all phone numbers and web site

History  Provide a brief history of your client. Include a general description of their services, number of employees 

Assessment  This is your opportunity to bring forth your assumptions about the current climate of the industry, client needs, audience  
 needs and perceptions.

 • Target Audience
  Identify who they are, what their needs are and how the business needs to be perceived by this group.  
 
 • Trends/Observations
  Current documentation from published articles about your client’s industry is useful here. Also include comparisons of  
  successes and failures of competing entities or similar industries.

  How is this type of business recognized in the community--good and bad?

 • Client Observations
  What do you know about the client’s successes or failures? How would they describe their best/worst day?

  Do they have a recognized presence in the community?

 • Market Materials
  How are they currently marketing to their target audience and what do they need to be successful? (see also
  the deliverable list)

Brand Attributes  Develop a list of adjectives and/or phrases that describe the ideal tone, position and personality of your client. You will  
  use these words to create a defi nition of the entity and may refer to these words to create the central idea or brand 
  essence.  At this point, these attributes are assumptions you have made about the entity. A word web would be 
  useful in creating a visual library or idea board of color, typography and imagery for the purpose of branding. 

Brand Strategy • Positioning Platform

  How does your client’s  business compare to similar businesses across the U.S.? (consider communication media, 
  leadership and brand identity)

  What is your business recognized for? For example in the branding world, FedEx owns the ability to deliver fast and  
  reliably. It is presumed that no one else can claim this. IKEA owns good design, high quality at an affordable price. 

  Your client’s position in the marketplace will help you develop a universal message for your client.
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Brand Strategy • Brand Essence/Universal Message
  What is the single most underlying message you want to convey? For the purpose of presentations, press releases and 
  fi rst time personal meetings it is important to communicate the concept of a universal message through a single
  opening statement that describes what the entity does, who they are and what they value.

  The statement must be:
   - Memorable (easy to repeat)
   - Not full of jargon or terminology (the more said, the less people hear)
   - Truthful

Brand How will a new brand effectively translate throughout all facets of the business? 
Expression 
 • Behavior (universal message use, experience) 
  How do you want people to experience the brand? This experience should be conveyed in every piece and 
  every action.

 • Deliverables: Required communication materials and delivery mediums. 
  List and explain how each might be produced, used and distributed.
  - Stationery system: letterhead, business card, envelope(s), mailing labels, fax correspondence. Stationery will be printed
    on 100% post-consumer waste paper. 

  - Example: Exterior Signage

  - Example: Web site
  
 • Products (brand extension)
  List appropriate products. For example,  New Seasons sells reusable shopping bags, made of recycled materials   
  and offers customers a discount to use the bags. This supports the store’s brand with a positive message and as   
  a reminder to shop there.

Goals This section serves as a wrap up to your brief. What will your design approach accomplish? List goals that are   
 emotional and tangible. Be sure to refer back to the Universal Message. Consider the following:

 • Perception and needs of the stakeholders

 • The experience of the branded environment-reiterate universal message.

 • Accessibility of the brand

 • Budget responsibility 


