THE T-PLAN/ IWT UR BRIEF
1989

WHAT IS THE PROBLEM OR OPPORTUNITY?

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?

T-PLAN

Summary of Creative & Media Brief

The term“T-Plan” (short for Target Plan) is a stimulus for Creative and Media thinking. It should
summarize the thinking, documentation and discussions to date; it isn't a substitute for them. All
the questions require open-minded fresh thinking; your responses should be concise/
unambiguous and discussed with the whole team before being finalised and acted upon.

1. What is the opportunity and/or problem
which the advertising must address?

What are the current consumer
perceptions that the advertising must
correct or enhance? Take the consumers
point of view.

2. What is the role of advertising?

Do we want people to take immediate
action, seek more information, educate,
recognize the brand’s relevance to their
needs, reinforce an attitude or change
them, bring brand to top of mind? Are we
seeking changes or maintaining more of
the same? -

3. Who are we talking to?

A rich description of the target audience.
What do they feel or believe about our
brand and whole category; include
personality/lifestyle characteristics.

If the Media target is different from the
Creative target person identify/clarify
accordingly.

U

4. What is the key response we want from
the advertising?

In consumer language, what single thing
do we want people to notice, feel or believe
as a result of the advertising?
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5. What information/attributes might help

produce this response?

This could be a very functional and/or
physical attribute; it could be a key emotional/
psychological user need which the brand
fulfills. Avoid a “laundry list". It's a reason
why for the key response.

. What aspect of the brand personality

should the advertising express?

What is our brand’s personality, how does it
feel. Is it a change or reinforcement?

. Are there any media considerations?

What information can affect your media plan
eg. media budget; timing requirements/
campaignability; seasonality, competitive
activity; regionality; medium(s).

8. This could be helpful....

Any additional information which affects the
Creative or Media direction, eg. legal
restrictions, corporate sensitivities,

promotional plans, production budget etc.

Feel free to use a visual summary, picture,
object or anything else which adds in
understanding the nature of the brief.
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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?

WHat M 1he prodiem or cppaviuniy”

Who are we taving lo?

WARL AN the agvarrialng achieve?

What hough! do we wan! 40 ave [hem wiA?
What w47 make 1hem Dellavaiso Able?
wnee s required?”

Anylhing eive?
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BEEBH Xoox THE PRODUCT IS... THE BRAND IS... ooow™e
2008, PT 1

WHAT key business challenge does the brand face?

WHO are we trying to What's the role for WHERE and WHEN will
engage and what Communication’? communication have
competes for their ' most
attention?
power?

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

Practical considerations

SCHOOLOFSTOLENGENLUS | BY QFARIS & @QROSIEYAKOB



http://schoolofstolengeni.us

JUNG VON MATT
THE BRIEF

Media strategy and budget:

Important to know:
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BR/GA
Insert project name here
Insert your names here
What’s the problem we’re solving? What'’s the real job we need to do here?
Who do we need to engage What real world, category or What is the credible
with? cultural issue that we are contribution that our brand or
solving for or pushing product can make?
What is their big issue or against?
need or tribe or passion What do we have a right to
point? What's at stake if we don’t do?
act?

INSIGHT /
What is the juicy truth that could unlock this

STORY /
What is the central strategic thought that we

SYSTEM /

entire task? should create around? (One clear sentence.

Make sure it’s not copy.)

Where and when could our
idea come to life with the
most impact?

What can we connect with in
media, technology, or culture
to solve for our task?

How do we prove this? How will we make

this real for people?

/ What is it mandatory to make or / What cultural impact should we aim / What are the business success metrics?

cover? to achieve?
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Who are we talking to?

n 1
C re at Ive B r I ef (GET) Describe the target but also add relevant insights about his state of mind/lifestyle

(most of the information can be found in Rituals or any other lifestyle study)
Influencing attitudes and behaviors

CREATIES o | e nescd O TRBSEUENTO What consumer/market insight can help you get there?
(WHO) The insight has to be relevant to the category of products/services we are
Think Media Neutral advertising: What is the unmet need or the desire?

* RHate the 7 kay marketing drivers
Assess the relevance of each marketing driver in the category that is relevant to
cur client (High-Medwum-Low)
- Assess the current brand performance on the drivers vs. its competitors (High-
Medium-Low) i

What is the brand’s promise to answer the insight?

Cutegosy Rolevance | Bmnd Porformance (TO) How does the brand fulfill that unmet need or desire?

Awareness
Emotional Bond
Product News
f:‘y:;° Why should the target believe you? |

- (RW) Give us the most relevant reason(s) to believe that the brand will answer the
Product Experience unmet need.
Buzz/Word of Mouth
Your Conclusions
your brand and what key Grivers have 1o be activatd In the beet Intereet of he brand? If you were to sum up your proposition in a selling line, what would it
I'hat exercise should help you define what is needed be?

Imagine you're the creative, look back at your brief and see if you could write a tagline
for the ad
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M+C SAATCHI STARTS WITH BARRIERS

PT 1
Clent Medium Deadling
TASK
DESCRIBE THE AUDIENCE
T ask CONSUMER INSIGHT BRAND INSIGHT
WHY AREN'T THEY DOING WHAT WE WANT THEM TO DO?
PR SITION
Thought WHY SHOULD THEY?
[ )RT
DESCRIBE THE BRAND CHARACTER WE WANT FORE
Because
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SINGLETON O&M LOOKS AT ROLE FOR COMMS
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What is the role for this communications?

What helpful insight do we have about our audience (their behaviour, beliefs and feelings)?

What do we want them to think, feel or do?

. —— i —

‘What is the single most " What evidence (emotional, sensual or rational)
important point? ' makes this believable?
|

What aspects of the brand and its personality are important in this communication?

SCHOOLOFSTOLENGENLUS | BY QFARIS & @QROSIEYAKOB
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GDS&M BRIEF
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== WHAT IS 7 ADVERTISING EXPECTED TO ACCOMPLISH?
WHO ARE WE TALKING TO?
s WHAT IS GOING ON IN 7 MARKET?
i WHAT IS Z KEY INSIGHT [PLUS SOME ADDITIONAL INSIGHTS]?
T IN ONE SIMPLE SENTENCE, WHAT IS 7 IDEA WE NEED TO COMMUNICATE?

WHAT SUBSTANTIATION MAKES # MESSAGE BELIEVEABLE?

e WD
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A BRIEF FROM FCB

FCB Creative Brief

Date: 1 2/500 Client:  Ouakland A's Product: 200] Season Campaign

1. Why are we advertising?

The Oakland A's have set themselves an aggressive attendance goal of 2 milbon for ths comang season—an
increase of 300,000, To do this we must do three things with the advertising: Extend the afferglow and take
advantage of emotion from the end of last year. We must evolve the campaipn 10 give fans more insight and '
intimacy with players. And finally, we must engage the fan and bring them into the action, piving them power \
and ownership of the game experience i

2. Who are we talking to?

i A special breed of fan far apart from those of both the Giants and the Raiders. They shun both the chi-chi

| affectations now becoming rampant in sports these days, as well as the violent fanaticium some fans foed wpon
They are intense about the action, but are acutely aware that it's just a game. They are Joyal 1o the sport &
much as they are to their team and they are truly involved in the game—enjoying the highs as much as the lows. |

X How do they think and feel?

‘[ These fans truly understand that baseball is a great and glorious game and they enjoy the pame for the parts as
much as the whole —those individual acts and actions, those separate moments that make up 8 “whole' pame
To them, the game extends to reliving cenain moments for years with friends and family alike. They appreciate
| that 10 & ‘real ball player,’ the gremest feeling in the workd is winning » major league pame and that the second
grestest feeling is 10 bose a major league game. All in all, they are reveromtial about the hatle parts, highthearted
\ about the game

4. What must the advertising say?

I

I'm here for the baseball. Are you? |

5. Why should the consumer believe thin?

With this current team there is an abundance of young sthictes in Jove with the game. They are ready 1o play
up for every game as If cach were the 'big one.” They are talented now and will caly grow isto thelr abilities
more cach year. As a team they are cohesive and hungry with an overriding semse of camaraderse

! - — J

6. Tome?

Down to carth, Honest and Joyous

7. Executional considerations?

’ - ————— S—— -

|
| M's important 10 remember that we are here 10 sell tickets—putting butts in scats is & important as branding the
team

- — — S— —— ——
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WHY ARE WE ADVERTISING?

WHO ARE WE TALKING TO?

HOW DO ZY THINK AND FEEL?

WHAT MUST % ADVERTISING SAY?

WHY SHOULD i CONSUMER BELIEVE THIS?

TONE?

EXECUTIONAL CONSIDERATIONS?

SCHOOLOFSTOLENGENILUS
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A BRIEF FROM LOWE

CreaTIVE ErigF

n

BUSINESS PROBLEM

WHO ARE WE TALKING TO?
—— WHAT DO WE WANT THEM TO THINK OR FEEL?
B WHAT MUST % ADVERTISING SAY?
T WHY SHOULD THEY BELIEVE OR CARE?

TONE OF VOICE

MANDATORIES

e WD
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A BRIEF FROM REDCELL

red cell =0
Creative brief

............

AD 7 AE

B By

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

SCHOOLOFSTOLENGENILUS
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A BRIEF FROM ORANGE (2004)
Orange []

advertising brief

B By

WHOAREWET
BUDGET 0 ALKINGTO

M
TIMING COMMUNICATIONS STRATEGY

CUSTOMER INSIGHT

BACKGROUND

Leader |15%

USTOMER BENEF
WHY ARE WE ADVERTISING cusTo T

REASONS TO B
MEASURABLE OBJECTIVES SONSTO BELIEVE

COMPETITITVE POSITION

e WD
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A BRIEF FROM ORANGE (2004)

|

what are we asking the agency fo
Develop a campaign - TV, print, radio - within the current creative vehicle.
Interactive TV is likely to form part of the media plan, so we need you to
consider how we can bring fo lifeA
Integration into other channels (refail efc) must be considered as part of the

ATL development. WHAT ARE WE ASKING THE AGENCY TO DO

We have qual groups planned for w/c 22"° November

COMMUNICATION AND BRAND MANDATORIES

we are opfimists

we are premium

we are original

we love simplicity

respect our brand, our business and our customers

correct logo and standard end-frame.

e WD
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COMMUNICATION BRIEF

Comms Brief - 20146

WE must:

WHY are we doing this?

Core Tension:

WHAT are we trying to achieve?
Objective:

Comms Challenge:

HOW will we get them?

Proposition:

Consumer Insight:

Brand Benefit:

Desired Consumer Response:

1. THINK 2. FEEL 3. DO 4. SAY

AN ——

WHO are we talking to?
Target Audience:

WHERE will we talk to them?

We need to understand where and how we communicate these messages.

Early Thinking, to be discussed with Agencies.
Comms focus will differ sightly as we move through the different phases (Teaser, Launch, Prizing, Reminder)
Paid Owned
Message O0oM Mobde/ POP/
™ Pre-Roll Fadic OO+ Large Sooad CRm
et Deihccp W
e e o | e e | e e
11 3 nstont ww 3 N 2 2 3 s 4
Convince
More wayt to w o my phene 2 2 2 3
Play  |owiopoy $ 3 4 2 || 2 E
Reward  |Srowcomw Prees 4 5 3 S 3 S

TIMING

Launch:

Production Budgets:

Te be provide to each Agency separately.

SCHOOLOFSTOLENGENLUS | BY QFARIS & QROSIEYAKOB


http://schoolofstolengeni.us

IN BRIEF

One line summary of the brief

IDEA BRIEF

WHAT NEEDS TO HAPPEN?

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

COMMUNITY INSIGHT

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

BRAND INSIGHT

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?

CULTURE INSIGHT

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

SOCIAL INSIGHT

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

BRAND ACTION

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

BRAND TERRITORY

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?

WHAT IS THE KEY BEHAVIOR WE WISH TO CREATE?

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

e
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