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Uyuni Salt Flats, Bolivia

GeniusSteals.co

steals 
genius 

a nomadic 
creative
consultancy
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India, Serbia, Lithuania,  
Australia, & New Zealand

GENIUS/STEALS IS A NOMADIC creative CONSULTANCY helping 
clients like these solve business problems using creativity

GeniusSteals.co

and in:
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Arif Haq - Contagious Insider, former Pepsi client
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BAD
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originality  
is a myth.
Let’s begin by looking at what’s out there
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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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M+C Saatchi STARTS WITH BARRIERS
PT 1
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Singleton O&M LOOKS AT ROLE FOR COMMS
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but… SHOULDN’T WE BE TRYING TO BE A BIT MORE DIFFERENT?
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GARETH KAY HAS POINTED THIS OUT, TOO:

-A problem to be solved by advertising 
-‘consumers’ to ‘target’ 
-a message to say at them 
-reasons to believe 
-tone of voice 
-maybe, if lucky, what space you’re filling
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Tell people about it
MAKE THINGS,

TELL PEOPLE.
briefs encode beliefs
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unique beliefs 
lead to less 
boring briefs.
ENCODE YOUR COMPANY’S BELIEFS INTO THE FORM AND PROCESS.
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BBH

Black Sheep 

’Zag when others Zig’

BBH created an ad for Levi’s and adopted it as their own brand belief
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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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“The brief is the first  
ad in the campaign.  

It’s my job to make it better.”  

BBH also believed that…

Sir John Haggerty
AKA THE “H” IN BBH
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BBH POTENTIAL WAYS IN  

 
  TARO BOY AND FRIENDS FIGHT IT OUT IN BLITZ-LAND 

WITH THE ROBOTS THEY CREATE 

  TARO BOY TELLS THE NEXT ADVENTURE ENTIRELY 
THROUGH THE SNACK 
  THINK CLAY-MATION  

  OTHER CONTEXT WE HAVE YET TO EXPLORE :  
  MISSION-TYPE ADVENTURES 
  MAGIC AND WIZARDRY  
  MAD SCIENTIST / LAB-BASED 

PT 2
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THE OLD RULES THE “NEW” RULES

Brand Building 

Consistency

Endorsement

Investment as currency

Announcement

Advertising

Retail is the opposite of 
branding

Medium dictates the 
idea

Brand Momentum 

Surprise

Cultural Relevance 
& Buzz

Ideas as currency

Conversation

Advertising & Publicity

Retail IS branding

Idea finds the 
medium
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CPB 2007
TENSION
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Jung Von Matt
THE BRIEF

http://schoolofstolengeni.us


schoolofstolengeni.us | by @faris & @rosieyakob

Jung Von Matt
“THE BRI” 
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AGENCY BRIEFS 
SHOULD BE 
BEAUTIFUL.
word docs are fine; but they can still be designed.
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Richard Huntingdon, CSO Saatchi London
BRIEF = GREAT IDEA

“Sorry to be so blunt but you 
write a great brief by having a 
great idea.  

I have never had any time for 
briefing formats because they 
turn planners into form fillers.”
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A QUESTION 
TO BE 
ANSWERED ? A SOLUTION  

TO BE 
ARTICULATED 

which prompts the question: 

?
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“about halfway, the terrorist attacks happened in 
London. a picture emerged of a man fleeing the 

scene with a beer in his hand.And Off the back of 
that,  

I wrote the line ‘nothing beats a Londoner,’ which 
wasn’t supposed to end up as the final line but it 

did.  

It just gave the creative more depth and a place to 
springboard from. It changed the energy of the 

work.”  

Paula Bloodworth, Strategy Director, W&K 

INSIGHT
IDEA

Nike “NOTHING BEATS A LONDONER”
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Impact BBDO
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briefs shouldn’t be 
forms to fill out, but 
elements to consider.
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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
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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 can usefully do during 
lockdown? Or is it nothing and should it focus on something 
else? What’s the key message? Is there a new product fit?

BRAND ACTION 

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

COMMUNITY INSIGHT

$15M media plan already allocated, phased in 3 
pulses across the summer. TV, 30, 15s,  

What are the required and potential media channels, 
timing, phasing, frequency and asset requirements  

What are the new production deadlines and 
constraints?

MEDIA REQUIREMENTS 
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 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?

EMERGENT BRIEF

GENIUS/STEALS



schoolofstolengeni.us | by @faris & @rosieyakob

Advertising as a process and set of assumptions

The traditional brief assumes the 
answer is traditional advertising 
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What’s the problem?
How might we solve it?
WHY? (What client problem are we trying to solve?)

John GrantHOW? (How is this going to work?)
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all briefs are 
requests for change.
from the ‘now’ state >> to the desired state 
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“MAKE NO SMALL PLANS”

“BHAG”
Boldness Has 
Genius, Power, and 
Magic in It - Goethe

ambition is inspiring, however…
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understand the Delta
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DIFFERENT CONTEXTS  
REQUIRE DIFFERENT 
BRIEFS.
don’t be afraid to break your own rules.
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Orange Client Brief  
(2004)
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Orange Client Brief  
(2004)
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COMMUNICATION Brief

http://schoolofstolengeni.us
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Obvious ideas

The area of awesome

ZONE OF Ideas that aren’t possible or don’t solve the problem

Average ideas

BORING BOX

AVERAGE AREA

THE 
PARAMETERS 
OF THE BRIEF

GOOD IDEAS ARE NON-OBVIOUS, NON-TRIVIAL COMBINATIONS

FROM > TO
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briefs shouldn’t 
be abandoned.
use them to hold youRSELF accountable throughout.
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Formal What is the business trying to achieve? [From > To]

Informal What is your client’s bonus based on? And their boss’? 
What other factors might impact what they will buy?

Conformal How far from the normal will be acceptable?

Consider formal and informal objectives

http://schoolofstolengeni.us
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don’t downplay 
informal 
motivations.
acknowledge & discuss them. 
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get out of 
the Office.

Yes, really.
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inspiration what are your competitors doing?  
which platforms are they using?  
where are they seeing success?

outspiration how could you use inspiration from modern art?  
what’s trending on BuzzFeed?  
what a brand from another category is doing?

steal from sources nearby — and further away

http://schoolofstolengeni.us
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inspire — even  
if you don’t 
“answer.”
look at competitors, but also outside the category & ADVERTISING
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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
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DEFINE YOUR TERMS.
MAKE SURE LANGUAGE IS SHARED INSIDE THE AGENCY.

BRIEFS SHOULD BE BEAUTIFUL.
word docs are fine; but they can still be designed.

originality is a myth.
steal from this presentation, and elsewhere.

unique beliefs lead to less boring briefs
ENCODE YOUR COMPANY’S BELIEFS INTO THE FORM AND PROCESS.

different contexts require different briefs
don’t be afraid to break your own rules.

briefs shouldn’t be abandoned.
use them as to hold you accountable throughout.

don’t downplay informal motivations.
acknowledge & discuss them. 

think 
on 
thEse 
things
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make  
briefings fun.
It’s a show, AN INSPIRATIONAL TALK, A RALLYING CRY.
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this is only  
the beginning.
tell us what we can do to make this even better :) 
hello@geniussteals.co

thanks!

mailto:hello@geniussteals.co

