
schoolofstolengeni.us | by @faris & @rosieyakob

THE T-PLAN/ JWT UR BRIEF
1989

WHAT IS THE ROLE OF ADVERTISING? 

WHO ARE WE TALKING TO? 

WHAT IS THE KEY RESPONSE WE WANT? 

WHAT INFORMATION MIGHT HELP PRODUCE THAT?

WHAT ASPECT OF THE BRAND PERSONALITY?

MEDIA? 

WHAT IS THE PROBLEM OR OPPORTUNITY?
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Chiat/Day BELIEVES IN MESSAGE TRANSMISSION
1992

WHAT IS THE PROBLEM OR OPPORTUNITY?

WHO ARE WE TALKING TO? 

WHAT SHOULD THE ADVERTISING ACHIEVE? 

WHAT THOUGHT DO WE WANT TO LEAVE THEM WITH?  

WHAT WILL MAKE THEM BELIEVE THIS?

WHAT IS REQUIRED? 

ANYTHING ELSE? 
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Practical considerations

What’s the role for 
communication? 

XXX

WHAT key business challenge does the brand face? 

WHO are we trying to 
engage and what 

competes for their  
attention?

WHERE and WHEN will  
communication have 

most  
power?

HOW does the category engage creatively and how could we challenge this?

THE PRODUCT IS… THE BRAND IS...TITLE
XXX

2008, PT 1
BBH
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Jung Von Matt
THE BRIEF
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Impact BBDO
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M+C Saatchi STARTS WITH BARRIERS
PT 1
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Singleton O&M LOOKS AT ROLE FOR COMMS
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gds&m brief

what is ! advertising expected to accomplish? 

who are we talking to? 

what is going on in ! market? 

What is ! key insight (plus some additional insights)? 

in one simple sentence, what is ! idea we need to communicate? 

what substantiation makes ! message believeable?
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A BRIEF FROM FCB

why are we advertising? 

who are we talking to? 

how do !y think and feel? 

What must ! advertising say? 

why should ! consumer believe this? 

Tone? 

Executional considerations?
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A BRIEF FROM LOWE

business problem 

who are we talking to? 

what do we want thEm to think or feel? 

What must ! advertising say? 

why should tHEY believe OR CARE? 

Tone OF VOICE 

MANDATORIES
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A BRIEF FROM REDCELL

WHAT IS THIS ADVERTISING FOR? 

HOW SHOULD THE CONSUMER RESPOND TO THE ADVERTISING? 

WHO IS THIS ADVERTISING FOR? 

PROPOPSITION 

SUPPORT 

END BENEFIT 

MANDATORIES 

EXECUTION HINTS
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A BRIEF FROM ORANGE (2004) 

BUDGET 

TIMING 

BACKGROUND 

WHY ARE WE ADVERTISING 

MEASURABLE OBJECTIVES 

WHO ARE WE TALKING TO 

COMMUNICATIONS STRATEGY 

CUSTOMER INSIGHT 

CUSTOMER BENEFIT 

REASONS TO BELIEVE 

COMPETITITVE POSITION
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A BRIEF FROM ORANGE (2004)

WHAT ARE WE ASKING THE AGENCY TO DO 

COMMUNICATION AND BRAND MANDATORIES 
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COMMUNICATION Brief
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IN BRIEF One line summary of the brief

What needs to happen? What’s the business challenge and marketing task? Why does this brief exist?  From > To

WHAT NEEDS TO HAPPEN?

What’s the key thing the brand wishes to do for the community?  
How will it stimulate conversations / participation / publicity? 

BRAND ACTION

What do we know matters to the 
community we wish to engage?  
What do they see as valuable?

COMMUNITY INSIGHT

What are the key apertures in culture, mood, time of day/ year?  What 
are the best channels for achieving the business objectives? What 
media should we create?

BRAND TERRITORY

What is the brand’s POV? How 
does it behave in the world? 
What makes it special? What 
does it do that no one else 
does?

BRAND INSIGHT
What is the relevant element of 
culture to tap into? The tension 
that can be solved? The  that 
can be harnessed / created?

CULTURE INSIGHT
What is being discussed in 
social media about this brand 
and topic? Who are the 
influential voices? What is the 
sentiment? 

SOCIAL INSIGHT

What do we want people to do? Be as specific as possible. If it is buy more frequently - when, and for what? Are there intermediate 
behaviors that will help gauge successful engagement? E.g. Google searches [what terms], social volume, store traffic, brand tracker, social 
media volume, stock price

WHAT IS THE KEY BEHAVIOR WE WISH TO CREATE?

IDEA BRIEF


