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Note instructions/guidelines on page 2 – This tool is far denser than you might realize at first. Each word or phrase is loaded with expectations.
PROJECT DESCRIPTION:
Opportunity, approach, output, timing, logistics, as well as guidelines regarding decision making; resources including people, budget and operational tools; accountabilities including milestones and timing; and consequences including how to leverage the win.

It is particularly important to align expectations around five project questions, most likely starting with the last foundational question and working your way up the list: Where to play? What matters and why? How to win? How to connect? What impact?

ENVIRONMENT - Where to play?

Context: Customers, collaborators, capabilities, competitors and conditions

Insights drawn from the contextual data (So what?)

VALUES - What matters and why?

Objective including the organization's overall purpose (Why?) and objective (What?) as well as how this project fits within that and helps move things in that direction.

ATTITUDE - How to win?

Strategy: Broad choices (How?).

Overall organizational or commercial strategy including value proposition

Positioning: target, frame of reference, benefit, support/attributes – permission to believe, brand character/attitude/voice 

Posture goes hand in hand with strategy and adds richness to the strategy choices

RELATIONSHIPS - How to connect?

Mandatory elements focused on the few critical elements that will drive the connection with the target audience. These could include components like visuals, selling idea, look, voice, communication points, information as well as media and channels.

BEHAVIORS - What impact?

Desired response: How the target will move through AIDA (Aware – Interest – Desire – Action) after experiencing the creative.
Instructions:
PROJECT DESCRIPTION

This is much more than a summary. Each part may be important.

Opportunity: The problem to be solved or the opportunity to be captured, leading with why this work needs to be done in the first place.

Approach: The general approach to solving the problem or capturing the opportunity. Is this advertising, public relations, internal communications or something else?

Output: The specific creative expected to be delivered whether it’s a page, poster, complete program or something else.

Timing: When the output should be delivered.
Logistics: How the person or organization being briefed should work with the person or organization briefing them.

Decision making: Clarity around who will make key decisions. A RACI can help here:

· Commissioning Authority/Customer
· Accountable - Answerable for correct and thorough completion of deliverable or task.

· Responsible - Does work defined and delegated by accountable person.

· Consulted - Provides input and advice (2-way communication)

· Informed - Kept up-to-date (1-way communication)

· Support - assist in completing the work
Resources:

· The people that will be involved full-time, part-time or as part of the RACI

· Budget for the work itself

· Operational tools to assist the person being briefed
Accountabilities: Specific accountabilities of the person being briefed including milestones and their timing on the way to the overall deliverable.

Consequences: Expected impact on the universe, world, customers, the organization and the person being briefed.

How to leverage the win: What will happen after the work is completed.

ENVIRONMENT - Where to play? Context (with more rather than less detail to spark ideas.)
1. Customers XE "Customers"  (First-line, customer chain, end users, influencers) Needs, hopes, preference, commitment XE "commitment" , strategies, price/value perspective by segment.
2. Collaborators XE "Collaborators"  (Suppliers, business allies, partners, government/community leaders) Needs, hopes, preferences, commitment, strategies, price/value perspective by group.
3. Capabilities XE "Capabilities"  Core human, operational, financial, technical and key asset capabilities
4. Competitors XE "Competitors"  (Direct, indirect, potential). Strategies XE "Strategies" , profit/value models, profit pools by segment, source of pride.
5. Conditions XE "Conditions"  Social/demographic, political/government/regulatory, economic, market definition, inflows, outflows and substitutes, climate change implications, and trends.
=> Insights drawn from these (So what?): Maybe the most important part of the brief.

VALUES - What matters and why?

Objective including the organization's overall purpose (Why?) and objective (What?) as well as how this project fits within that and helps move things in that direction.
Summarize this as “To [do some mission] so that [some vision is achieved].”
· Objective: General statement of what trying to accomplish.

· Organization’s overall purpose: Write down so those being briefed have it in front of them so they understand why they need to do what they are doing.
· Fit: Be explicit about how this work will move the organization towards its purpose.
ATTITUDE - How to win?

Strategy: Broad choices (How?). Be clear on what aspects of the work need to be best in class (superior), world class (parity), strong (above average), good enough (minimum viable), or out of scope and avoided. Note if this is advertising, this is where you would capture the copy strategy. If this is communication, this is where you would capture the communication strategy. And so on.
Overall organizational or commercial strategy including value proposition. Write this down so person, team or organization being briefed has it in front of them so they understand how the strategy for this work fits into the overall organization’s strategy.
Positioning: target, frame of reference, benefit, support/attributes – permission to believe, brand character/attitude/voice.
· Target (Customer and problem the customer needs solved.)

· Frame of reference (Other choices the customer could/should consider.)

· Benefit (Promise – meaningfully unique. All benefits are ultimately emotional.)

· Support/attributes – permission to believe (Product/Service/System proof.) 

· Brand character/attitude/voice (Who we are.)

Posture goes hand in hand with strategy and adds richness to the strategy choices. Get at the organization’s bias to be proactive – fast follower – prepared - responsive
RELATIONSHIPS - How to connect?

Mandatory elements focused on the few critical elements that will drive the connection with the target audience. These could include components like visuals, selling idea, look, voice, communication points, information as well as media and channels. Be clear on mandatory brand equities and mandatory execution equities like the mandated inclusion of a “psssss" sound when the Folger’s coffee can was opened and the steaming coffee pour shot. Tell the people doing the work where they have freedom and where they don’t.
· Visuals (or sounds): Be specific about logos and images that must be included.

· Selling idea: If this is a piece of an already existing campaign, be specific about the selling idea.

· Look: Be clear on any guidelines, pre-conceptions or biases around the overall look and feel of the creative.

· Voice: Be clear on any guidelines, pre-conceptions or biases around the overall voice of the creative.

· Communication points: Be clear on any guidelines, pre-conceptions or biases around specific communication points that should be included.

· Information: Be clear on any guidelines, pre-conceptions or biases around specific information that should be included.

· Media and Channels: Be clear on any guidelines, pre-conceptions or biases around specific media or channels in which the creative will be deployed.

BEHAVIORS - What impact?

Desired response: How the target will move through AIDA (Aware – Interest – Desire – Action) after experiencing the creative.
AIDA Progress: Lay out the “from – to” progress this creative should accomplish. E.g.

· This creative will make the target aware.

· This creative will spark interest in those already aware.

· This creative will fuel desire in those interested.

· This creative will cause the target audience to act in this way…..
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